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Organizations increasingly use gamification to engage with, and influence, consumers’
attitudes and behaviors. In this study, we present findings from a longitudinal, mixed-method
research design that (1) examined the extent to which game design elements created by a third-
party app lead to increased attitudinal loyalty toward core service providers and (ii) sought to
explain the underlying processes that invoke attitudinal change. Behavioral data collected from
app users indicated that knowledge-focused affordances positively influenced consumer loyalty
and explained 11.3% of the variance in attitudinal change. Follow-up interviews revealed that
Rewards, Competition, Sense of Achievement, and Gaining Knowledge were representative of
consumers’ motives for using the app, and Engagement and Identity explained how using the
gamified application influenced users’ attitudinal loyalty toward the core service. Overall, we
contribute to knowledge about how gamified affordances can be used to add value to consumer
experiences, both in relation to the gamified consumption experiences, and the focal brand that is

serviced by a third-party app.
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The proliferation of digital technologies designed to facilitate interaction and two-way
flows of information have fueled investment in customer engagement. Organizations wishing to
engage with customers (e.g., Brodie, Hollebeek, Biljana, & Ilic, 2011) seek to harness the power
of digital media to communicate with current and potential customers (Verhoef, Reinartz, &
Krafft, 2010). For example, organizations use social media platforms, or their own customized
smart phone applications, to interact with customers in addition to the traditional purchase
exchanges (e.g., Roggeveen & Grewal, 2016). These customer-brand interactions serve a variety
of purposes for organizations, such as fostering positive sales outcomes and improving
organizational performance — both of which reside “at the heart of retailing” (Grewal,
Roggeveen, & Nordfilt, 2017, p. 3).

Gamifying services is an increasingly popular way of generating engagement and
enhancing consumer involvement. The participatory nature of digital media—and its focus on
interactivity—provide key avenues through which customers can connect and produce value with
organizations (e.g., Hennig-Thurau et al., 2010). As part of this, organizations use gamification to
engage with consumers and motivate behaviors that align with organizational goals (Butcher,
Sung, & Raynes-Goldie, 2019; Koivisto & Hamari, 2019; Yang, Asaad, & Dwivedi, 2017).
Gamification features can manifest in many ways; however, popular examples include providing
users with leaderboard rankings, feedback, points, challenges, and badges or rewards for
completing tasks, such as liking a company on social media or by checking-in to a store (Hamari,
Koivisto, & Sarsa, 2014). Given the ubiquity of smart phone ownership, mobile applications have

emerged as a predominant method for gamifying consumer experiences.
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Gamification experiences are typically delivered by an organization directly to their
consumers, or through third-party apps, such as Draftking (an application enabling users to
predict results of American football games). Third-party apps typically include game mechanics
that encourage behavioral usage and enhance consumer experiences of other services and brands
(cf. Huotari & Hamari, 2017). Moreover, third-party app providers use game mechanics that are
primarily beyond the control of the core service provider. Therefore, gamification choices are
made by the third-party, whereas the digital (e.g., check-ins, recommendations), and physical
outcomes (e.g., purchase of a meal or coffee) are shared by the gamification platform and the
core service provider. Third-party apps that provide motivational affordances to engage with a
core service are under-researched and offer promising avenues to develop existing knowledge of
gamification and services marketing. To date, research into third-party apps has investigated
users’ experiences and consumption of the third-party (Frith, 2013, 2014), rather than exploring
the consequences for core service providers.

We address this theoretical gap in two ways. First, we investigate the extent to which
game design elements created by a third-party app influence attitudinal loyalty toward a core
service. This contributes to existing theory that provides qualitative insights into user experiences
of third-party apps, such as Foursquare (Frith, 2013, 2014), and evidence that app use drives
consumer behaviors (e.g., Blohm & Leimeister, 2013; Hofacker et al., 2016; Zichermann &
Cunningham, 2011). Second, we explore how third-party app usage leads to attitudinal changes
toward a core service provider. In doing so, we capitalize on recent advocations for greater use of
qualitative and mixed method research in studies of gamification (Alsawaier, 2019) to contribute
theoretical explanations about how, and why, task and achievement-oriented affordances in third-

party apps lead to attitude change in relation to other organizations.
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We present findings derived from an explanatory mixed-method research design that
benefits from strengths of quantitative and qualitative approaches (Bryman, 2006; Harrison &
Reilly, 2011) . Study 1 features a longitudinal quantitative analysis of self-reported measures of
attitudinal loyalty in relation to a core service provider, and behavioral measures recorded by a
third-party app that responds to calls for longitudinal investigations into the outcomes of
gamification (Hofacker et al., 2016; Koivisto & Hamari, 2017; Seaborn & Fels, 2016). Study 2 is
a follow-up qualitative interview study of app users that became more, or less, loyal to the core
service provider (defined through the results of Study 1) as the result of third-party app usage to
explain the underlying processes driving attitudinal change (Alsawaier, 2019; Huotari & Hamari,
2017). The mixed method explanatory design answers a call to go beyond the descriptive
analyses often used in gamification research (cf. Koivisto & Hamari, 2019). Findings show that
longitudinal change of attitudinal loyalty is influenced by achievement-oriented gamified

affordances that foster knowledge and trigger identity formation processes.
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Customer engagement — defined as “the level of a customer’s motivational, brand-related,
and context-dependent state of mind characterized by specific levels of cognitive, emotional, and
behavioral activity in brand interactions” (Hollebeek, 2011, p. 790) — has become a key focus for
academics and organizations over the last three decades in response to the shifting focus that
marketers have placed on relationship, rather than transactional, marketing (Berry, 1995;
Bowden, 2009). Marketing scholars have studied customer engagement from multiple
perspectives, assessing the cognitive, affective, and behavioral components of the construct both

individually and in relation to one another (Brodie et al., 2011). Adopting a relationship
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marketing orientation necessitates that organizations include customers in ongoing exchanges,
rather than short-term transactions (Gronroos, 2004; Gummerson, 1999). This long-term
approach provides the opportunity to develop engaged customer bases by increasing the depth
and breadth of contact a person has with an organization, and subsequently increasing overall
profitability via customer lifetime value (Grénroos, 2017). Thus, organizations participate in
customer engagement activities to develop customer relationships and subsequently increase
business performance (Bowden, 2009).

Customer engagement has been linked to attitudinal outcomes including satisfaction,
commitment, involvement, and trust (Bowden, 2009; Brodie et al., 2011; Pansari & Kumar,
2017; van Doorn et al., 2010). In an extensive effort to conceptualize customer engagement,
Pansari and Kumar (2017) argue that engagement is the result of interactions between customers
and brands, which foster trust and commitment. Thus, customer engagement is related to, yet
distinct from loyalty, with the interactions between variables such as trust, satisfaction,
commitment, and involvement mediating the extent to which an individual may become a
habitual purchaser of a brand (Bowden, 2009). Engaged consumers, therefore, have an interest in
the brand as well as some degree of emotional attachment (So, King, & Sparks, 2014; van Doorn
et al., 2010) that drives the development of the customer-brand relationship and brand loyalty (cf.
Brodie et al., 2011).

Loyalty is conceptualized as “a deeply held commitment to rebuy or re-patronize a
preferred product/service consistently in the future, thereby causing repetitive same-brand or
same brand-set purchasing” (Oliver, 1999, p.34). From this perspective, loyalty consists of both
attitudinal and behavioral components. Customer engagement tactics are, therefore, designed to
stimulate positive thoughts about a product or service, and to encourage consumers to use these

attitudes in their decision-making. Effective customer engagement strategies target outcomes
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beyond those benefiting the organization (e.g., customer loyalty) and ensure that the customer
also receives added value from the exchange (e.g., Kumar & Reinartz, 2016). The interactive and
two-way communication options provided by digital platforms allow organizations to build in
functionality that provides consumers with various forms of value (Leclercq, Hammedi, &
Poncin, 2018). For example, organizations may reward customers for answering surveys with
discount vouchers or with points that can be redeemed in-store. As such, consumers are
incentivized to engage further with the organization, demonstrating how integrating gamification
elements into a product or service offering can solicit improved engagement and subsequent

loyalty from consumers (Hofacker et al., 2016).
()*II+II’)#II_. 1

The gamification of service offerings is an effective means to improve customer
engagement in today’s highly digitized environment (Hofacker, De Ruyter, Lurie, Manchanda, &
Donaldson, 2016; Jang, Kitchen, & Kim, 2018). Whilst gamification is defined in a range of
contrasting ways (Seaborn & Fels, 2015), we frame this study in the services approach to
gamification and, therefore, use Huotari and Hamari’s (2017) conceptualization of gamification
as the augmentation of services with gameful experiences to support users’ overall value creation
(Koivisto & Hamari, 2019). Many aspects of gamification are analogous to traditional loyalty
program executions (e.g., earning airline miles or getting every fifth coffee purchased for free;
see Kim & Ahn, 2017). Yet, the added social and motivational benefits that accompany gamified
experiences make them distinctive in marketing terms (Blohm & Leimeister, 2013; Hofacker et
al., 2016; Huotari & Hamari, 2012). Furthermore, there is a growing body of evidence illustrating
that, when designed effectively (see Deterding, Dixon, Khaled, & Nacke, 2011), game-elements

can drive value-creating behaviors, motivate customers, increase purchase behaviors, enhance
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loyalty, and heighten consumers social standing in relation to peers (e.g., Blohm & Leimeister,
2013; Hofacker et al., 2016; Zichermann & Cunningham, 2011).

To be effective, gamified experiences need to incorporate elements that afford
opportunities for customers to satisfy motivational needs (e.g., competition, learning; Zhang,
2008). Leaderboards, for example, afford opportunities for social comparison that drive
customers to outperform other users (cf. Festinger, 1954). Likewise, game design elements that
afford feedback or measure progress can engage achievement motives and drive users to achieve
a pre-defined goal (e.g., setting a goal of taking 10,000 steps per day on a fitness application).
When designed in a manner conducive to marketing objectives, such affordances can have
profound implications for consumer behavior.

The relationship between affordances and motivation is complex and related to the
subjective experiences of (a) individual users, and (b) the contexts in which gamification is
applied (Deterding et al., 2011). Affordances can activate intrinsic or extrinsic motivations.
Extrinsic motivations relate to tangible (e.g., financial), psychological (e.g., praise), or social
(e.g., public recognition) rewards (Brown, 2007). While in terms of well-being, there is evidence
that — over time — extrinsic motivation is not effective in fostering loyalty, studies on
gamification demonstrate that game elements affording extrinsic motivations, such as feedback or
praise, can lead to sustained behavior and the achievement of important intrinsic states (e.g.,
competence; Seaborn & Fels, 2015).

In contrast, intrinsic motivations, which can be explained by self-determination theory
(SDT; Ryan & Deci, 2000), refers to individuals’ psychological needs, and explain the choices
individuals make without, or in relation to, the influence of extrinsic rewards (Deci, Koestner, &
Ryan, 1999). In line with the SDT perspective, intrinsic motivation plays a crucial role in

meaningful behavioral change because motivation and autonomy are a product of a consumer’s
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volition. Drawing extrinsic and intrinsic motivations together, gamification researchers (e.g.,
Deterding et al., 2011; Kim & Ahn, 2017; Mekler, Bruhlman, Tuch, & Opwis, 2017; Seaborn &
Fels, 2015) have drawn heavily from SDT to understand how internally and externally focused
game design elements afford feelings of autonomy, competence, and relatedness.

Research documenting the relationship between motivational affordances and user
behavior (or intentions to behave) provides evidence about the efficacy of gamification practices.
Existing research has tested a variety of affordances across diverse contexts (See Table 1;
Koivisto & Hamari, 2019) and identified positive (e.g., Hamari, 2013, 2017; Yang et al., 2017)
and negative effects on user behavior (e.g., Hanus & Fox, 2015). Most studies, however, have
found that gamification positively impacts user engagement (Hamari et al., 2014). Furthermore,
Jang et al. (2018) found, through a longitudinal study of the fitness industry, that gamification
elements predict consumer purchase behaviors. Table 1 provides a broader analysis of previous
studies in relation to the (a) game elements under focus, (b) research context, (¢) study design, (d)

sample characteristics, and (e) key findings.
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Table 1: Overview of related research

Study Game Element Context Design Sample Findings
Siemens, Status bars Online and Experiments Study 1: 88 Across both studies, the public games were
Smith, Fisher,  Building a character  offline video participants shown to elicit higher motivation in
Thyroff, & (unlocking parts) games. Study 1: 2x2 design: (status bar vs consumers. Respondents who had access to
Killian, 2015 character building) x (private vs. Study 2: 78 the character-building progress mechanism
public game). participants reported experiencing more enjoyment, effort,
and flow than those respondents exposed to
Study 2: Replication with in game the status bar.
advertising included.
Hanus & Fox,  Leader boards Education / Longitudinal experiment (four 80 participants The gamified course cohort demonstrated less
2015 Badges Student course surveys). intrinsic motivation, less satisfaction, and less
gamification. empowerment over time than the non-
One student cohort took a course gamified course cohort. Additionally,
with gamified elements, whereas the gamified course cohort achieved lower
the other cohort took the same final exam scores than the non-gamified class.
course without these elements.
Kuo & Points Online context  Cross sectional analysis of user 73 participants Graphical incentives (e.g., trophies, badges,
Chuang, 2016 ~ Badges for Academic perceptions of gamification strategy and collectable cards), gamified thematic
Leader boards Promotion and  values. activities or web games, and discussion
Challenges in Dissemination. boards were the three most important factors
activities impacting member retention and platform
Rewards engagement.
Sailer, Hense,  Badges Hypothetical Cross-sectional 419 participants Badges, leaderboards, and performance
Mayr, & Leader boards game graphs positively influenced competence,
Mandl, 2017 Performance graphs simulating a need satisfaction, and perceived task

Avatars
Teammates
Meaningful story

storage depot

Analyses of attitudinal data
collected via online questionnaires.

meaningfulness. Additionally, avatars,
meaningful stories, and teammates
influenced experiences of social relatedness.

10
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Kim & Ahn, Points Retail loyalty Two online experiments Participants promised rewards that had an
2017 Badges (Stars) program element of choice, no deadline of
Loyalty Program experiments Study 1: Two-group test (salient, Study 1: 205 achievement, and less specific requirements
Rewards (Starbucks). controlling reward vs. nonsalient participants (Group 1) reported higher intrinsic motivation
autonomy-supportive rewards. to use the loyalty program than respondents in
Study 2: 2x2 between subjects Study 2: 111 Group 2. Group 2 participants were promised
design (salient, controlling reward participants a fixed reward, a deadline of achievement and
vs. nonsalient autonomy supportive- explicit requirements. Intrinsic motivations
reward) x (feedback vs. no for Group 2 were enhanced when they were
feedback). given verbal feedback which acknowledged
their effort to gain points.
Mekler, Points Image Online experiment 273 participants Gamified elements did not significantly
Bruhlmann, Levels annotation tasks 2 x 4 design: (Points vs. influence competence or intrinsic motivations.
Tuch, & Leader boards leaderboards vs. levels vs. control However; levels, leader boards and to a lesser
Opwis, 2017 group) X (autonomy vs. control extent points, resulted in a significantly higher

orientated)

Tag number, tag quality and
intrinsic motivation, and
satisfaction of autonomy and
competence needs were dependent
variables.

amount of hashtags being generated. These
elements acted as extrinsic rewards
encouraging performance quantity.

Hamari, 2017  Badges Online sharing 2 year between-group field 2,989 participants  The gamified condition group (N = 1579)
economy experiment, were more likely to post trade proposals,
(Sharetribe) transact, comment on proposals, and use the
service more frequently than the non-gamified
group.
Jang, Kitchen, Points Exercise / Longitudinal 5,072 participants  Epistemic, social benefits, and achievement
& Kim, 2018 Badges Fitness benefits predicted engagement and purchase,

Social Interaction

Econometric analyses of behavioral
data provided by the platform
developer over three years.

with higher importance of epistemic and
achievement benefits to older and less
experienced customers. Social integrative
benefits were more important to younger and
experienced customers.

11
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Leclercq, Contests
Hammedi, & Competition
Poncin, 2018 Cooperation

Co-creation
communities
(e.g., naming a
new product)

3 laboratory
1 field experiment

Study 1: 2x2 design (presence vs.
absence of cooperation) x (presence
vs. absence of completion)

Study 2: 2x2 design (winning a
contest designed with cooperation
vs. without) x (winning a contest
with competition vs. without).

Study 3: 2x2 design (losing a
contest designed with cooperation
vs. without) x (losing a contest with
competition vs. without).

Study 4: 3 groups, competition
driven, cooperation driven and
control

Study 1: 160
participants.

Study 2: 160
participants.

Study 3: 160
participants.

Study 4: 92
participants.

Success and failure conditions weakened the
benefits of gamification. Negative impacts on
customer experience and engagement
emerged in cases where participants lost
competitions. However, a participant’s extent
of prior engagement with the community
moderated the negative impacts linked with
losing a competition.

Mitchell, No specific game

Schuster, & elements monitored.

Jin, 2020 Respondents asked to
consider a gamified
app they use.

Workplace
gamification.

Cross sectional survey

291 participants

Internalized extrinsic motivations positively
influenced needs satisfaction, intrinsic
motivation, and behavioral intention.

12
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Recent conceptualizations have combined theories of game design and service dominant
logic (Huotari & Hamari, 2017) to provide a foundation for the design of affordances that
motivate behavior and create value in use for consumers (e.g., Sandstrom, Edvardsson, &
Kristensson, 2008). The focus on service providers that enhance user value creation through
affordances for gameful experiences incorporates the idea that gamification may, or may not, be
created by the core-service provider. The augmented functionalities of mobile devices in general,
and their applications in particular, has provided marketers and game designers with
opportunities to target a broader range of touch points during the consumer experience with game
elements that afford certain consumer motivations through the inclusion of, for example, points,
badges, progress bars, coupons and leaderboards (see Hamari et al., 2014; Seaborn & Fels, 2015).
Building on the findings presented in Table 1, there is an opportunity to examine the
effectiveness of gamification in driving attitude change in relation to specific service offerings
(Hofacker et al., 2016) and to investigate the influence of game elements being introduced to

consumers via third-party apps.

Third-party apps

The proliferation of digital media broadly, and app use specifically, has resulted in third-
party organizations gamifying consumers’ interest in brands (Bellman, Potter, Treleaven-
Hassard, Robinson, & Varan, 2011). Yet, evidence in relation to the influence of third-party apps
delivering game elements and affordances has received less attention in gamification research. In
a qualitative study of Foursquare users, Frith (2013, p. 258) observed that the status and identity-

based elements of the platform can “spur and reward usage”. Frith (2013) argues that, by

13
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acquiring status (e.g., Mayorships), users construct a game-based identity that is projected to
others app users. Similarly, users’ decision to check-in on the app were closely related to the
audiences that viewed this information on the service (Cramer, Rost, & Holmquist, 2011). In
other words, the gamified elements of the app motivated users to engage in behaviors toward
Foursquare as well as local restaurants and venues (Frith, 2014). In another study, Gummerus,
Liljander, Weman, and Pihlstrom (2012), found that customers received social, economic, and
entertainment benefits by way of their involvement in online Facebook communities related to a
given brand, such as Harley Davidson. Therefore, participation in context-specific gamification
should enhance attitudinal connection with the core service, even if the service is provided by a
third-party (Brodie et al., 2011; Hollebeek, 2011; Pansari & Kumar, 2011; Roggeveen & Grewal,
2016). The following research question guides the hypothesis development section.

Research Question 1'#$%" &""(%&)*+,$")$&$-./ (W& (-2$13&-"" @41 &*-$*"),54+($3"2&3-2$

S HE (%S FH+$,+(6/+TH

Hypothesis development

Affordances require the user to complete specific tasks. The following hypotheses related
to third-party apps are developed based on knowledge deriving from studies that focused on
examining apps developed by a core service. Therefore, the goals of the app could be tailored to
objectives of the organization in question. For example, desirable user behaviors can be rewarded
with points (Jang et al., 2018). In a third-party app, users are rewarded with points for completing
a task (i.e., task-oriented affordances), such as checking-in to a location (Frith, 2014). Awarding
points allows users to monitor their progress and compare performance in the third-party app,
which in the case of Foursquare might include consumption of various core service providers.

Siemens et al. (2015) found that users who actively followed a character-building progress

14
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mechanism on a platform reported experiencing more enjoyment, effort, and flow than a group
that were exposed to progress passively, via a status bar. Similarly, affordances that require users
to complete specific tasks have been shown to increase subsequent activity on an image tagging
platform (Mekler et al., 2017). While the main benefit of task-oriented affordances are points that
provide users with benefits associated with the third-party app (e.g., increased app usage), these
task-oriented affordances are not associated with the core service and, therefore, are unlikely to

impact consumer loyalty toward the core service. Thus, we propose in 121"-.+,/,$8 :

"#$%&'()(*+,8"413+-/")$"$&,: 0'(/+)-+%$&™" (%&)*+,$") $&S-WB(-2$1 3&- " (#$33S-$3+&%0$-"$
&$,)'1*&)-$1" [-16+$/)*(+&, PB"), 54+($3"2&3-2%-"#&(%$-. +$*"(+3, +(G/*+<3$
$

Achievement-oriented affordances have user benefits beyond gaining points on the third-
party app. For example, in contrast to task-orientated affordances (e.g., Frith, 2014), users are
required to perform an action in a particular way, such as answering trivia questions correctly.
Correct task completion may afford increases in users knowledge, sense of achievement (Seaborn
& Fels, 2015), social status (Frith, 2013), or entertainment (Gummerus et al., 2012). These
benefits are associated with the third-party app (e.g., users gain points that can be redeemed) and
the core service (e.g., users gain knowledge about a core service). As such, achievement-oriented
affordances are likely to impact user loyalty, and thus should influence attitudinal connection
with the core service (c.f., Brodie et al., 2011; Hollebeek, 2011; Roggeveen & Grewal, 2016).

Thus, we propose in 121"-.+,/,$=:

I"H$06&" () (*-, B"413+-/")$ " S&./+6+4+)-0'(/+)-+%$&*-/6/-/+,$") S&S U251 38" (AFBTH+8.%6%

-"$&$,/;)/'*&)-$1",/-16+$/)*(+& A$"),54+($3"2&3-2$-"#&(%$-.+$*" (+$, +(H*+<$
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While the completion of achievement-oriented affordances may provide benefits like
gaining knowledge, being challenged, or being entertained (Gummerus et al., 2012; Seaborn &
Fels, 2015), success is a significant motivator for users to engage in gamified apps, such as
fantasy sport (Weiner & Dwyer, 2017). Success appeals to users’ social need for competition and
competence, and thus motivates users who are naturally competitive (Weiser et al., 2015). Thus,
users who have a high success rate in competitive tasks gain increased benefits associated with
social status (Frith, 2013) and a sense of achievement (Seaborn & Fels, 2015). Consequently, we

propose in 121"-.+,/,$> :

HS%8()(*., PE*+, $)SEX J+6+4+)0(/+)-+0%6$&*/6/-/+ $") $&S UG 251 38" (B TBH8.I6$-"$8.$

S)F&)-$1" 1-16+3))*(+&,+HP"),54+($3"2&3-23-"#&(%S-.+$*" (+3,+(G*+<$
Research Context and Overview of Studies

We collected data from users of a gamified mobile application (app) for football (i.e.,
soccer) fans of German clubs from the country’s elite level league (Bundesliga) through to lower
leagues. This provided an ideal context to examine a community of consumers focused on high-
involvement brands, like Apple, Marvel, or Mercedes. The app featured the following
motivational affordances: quizzes, TV check-in, stadium check-in, predicting games,
leaderboard, and a prize raffle for weekly winners. Users were given the ability to answer, and
potentially earn points from, five quiz questions per hour for free. In addition, users could make
in-app purchases including replenishing their quiz questions without waiting and accessing points

boosters which increased the value of answering quiz questions correctly. Users’ points can be

16



GAMIFIED CONSUMER ENGAGEMENT

converted to prizes or discounts for sponsors’ products, such as match tickets or signed jerseys.

Table 2 provides an overview of the gamified application.

Table 2: @6+(6/+#$"$;8&4/'+%$&113/*&-/")

Affordance Description Points Motivation / outcome
Quiz Users answer football quiz questions. 10 points per Need for Knowledge
Each question has four possible correct answer. (epistemic benefit)
answers. Questions expire after 10
seconds. Five questions per 60
minutes are free.
TV check-in Users check-in while a game is live. 30 points per Extrinsic — gain points
Once users have checked-in, they check-in.
cannot check-in on another game that
is live simultaneously.
Stadium check-in Users check-in when they are at the 300 points per Extrinsic — gain points
stadium. This check-in is geo-fenced  check-in
with the coordinates of each stadium.
Predicting games Users predict the game outcome 20 points per Achievement | testing

before each game starts. There is no
limit on the number of games users
can predict per game day.

correct direction
(win, loss, draw)
plus 20 points per
correct score.

knowledge

Outcomes

Leaderboard

Badges

Prizes

Users are ranked on the overall
leaderboard for day, week, and
month; competing with all other app
users.

Users are also ranked on the
leaderboard of each team; competing
with other fans of the same team.
Users’ points are aggregated and
count toward the points of each team.
Users receive badges for completing
actions within the app, such as
predicting the first match correctly.

The User with the most points per day

is highlighted and entered in a raffle
to win the weekly prize.

NA

NA

NA

Achievement | social
benefit

Achievement | social
benefit

Extrinsic — Competence

0--

BUNDESLIGA

How high was the transfer fee Bayern
Munich had to pay for Dortmund’s top
goal-scorer Robert Lewandowski?

32M EUROS

82M EUROS

I"#$

Screenshots of the application
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GAMIFIED CONSUMER ENGAGEMENT

Note: Names and Faces have been blurred out to protect the identity of app users.

While the context of this research was focused on a sport engagement app, the gamified
elements (e.g., knowledge generation and testing via quiz questions and game predictions; social
proof via a leaderboard; and driving desired behavior, such as checking-in at stadiums) are
applicable to other high involvement retail contexts. In addition, access to user data relies on
researcher access. Consequently, we selected the app because (a) it related to a high-involvement
service context that has parallels with other high involvement consumption settings, such as
entertainment (b) due to pragmatic concerns around researcher access, which allowed us to
conduct a longitudinal analysis of the key study aims.

We used an explanatory mixed method research design (Bryman, 2006) to address the
purpose of this research, and this process is depicted in Figure 1. This design followed
recommendations to combine quantitative and qualitative data sources (Alsawaier, 2019) and
used qualitative methods to add depth to quantitative observations and offset limitations
associated with each (Johnson & Onwuegbuzie, 2004). In Study 1, we collected longitudinal data
from a third-party app to measure changes in consumer attitude and behavior toward a core
service. Users’ in-app behavioral data was provided by the developer of the app. The dataset
included de-identified records of users’ activity in the app over the course of one season ranging
from August to May the following year. During the sign-up process of the app, users selected
their favorite team and indicated their degree of fandom for a team. At the end of the season
(after a one-month cooling-off period), users received an in-app pop-up priming them to enter
their level of fandom again. In Study 2, we conducted semi-structured interviews with users who
responded to the in-app pop-up message. This study sought to explore why users’ attitudes had

changed following third-party app use.
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GAMIFIED CONSUMER ENGAGEMENT

Study 1: Longitudinal quantitative in-app user behavior

! I{ﬁiiﬁhﬁt&aﬂﬁy& Users respond to in-app pop-up \\|
i S— How close are youtoyour.team? i
. . ) ) |
i I #$%&$ ()*+ (1 casual observer - 7-hard core fanatic) i
i L=t L0 E
\ Time 1: . o Time 2: I
RS Prortostartofseason e ~____ Fowwecksafierthe seasonended !
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Study 2: Semi-structured in-dept interviews
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Figure 1: Overview of Studies and Research Design
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Study 1
Methods

12(344567806%95608(;2896 B7<(6(>2776>86388052A(BCD(E7657(=92(567;2F464(82(896(
GRB;;(;2; HE;(A677316<(56;5676F8GFI(DJKL(2@ (89683 1BMEXBDPCQI(73A;?6(=37(
?3516756;5676F838GR6(2@(896(3;; (B 8376 ;3F87_FE3865316(CKID(:635742%@(N
DJTB(:635%Q?6(NUDJVURY(16F465<(3F4(;?38@25AEEA(M:(896(3;;(46R672;6H3BA(
37(>2F852?(R35G3M?67(GF(896(7EM76\BEAGRGF3IZE(6U25(>2F @2EFAGFI(6@ @6>87(8938(A3:(9
GF@?E6F>64(896(X6:(56738G2F79G;7(EF46H(GNRBF36; (ISR (R 3538 EHHBI6 (89566
9:;28967GZ64(I3AG@G>38G2F (3@ @2543F>67J(/96(FEANB3 (2@A(ESOEGRAM6G5(2@ (7834GEA(
>96>M5F7(56;5676IsB{oriented affordances proposed in Hypothesis 1. The FEAM65(2@ (I3A6(
2E8>2A6(;564G>8G2F7(3F4(896(FEAM6E5(2 @ (WEGZEVERtmOTIeRB{d activities
proposed in Hypothesis 2. The ;564G>8G2F(3>>E53>:(3F4(WEGZ(3>>E53i¢b6sSGN6F3
achievemenoriented activitiesThe dependent variable reflecting attitudinal loyalty was self-
reported. -7657(GF4G>3864(896 G @B 3F42A (B 76R6PRGF8(\GX658(7>3?6(53FIGFI(@52A(
)37E3?(2M765R65("K_"(82(]a354>256(@3F38G>("T_"J(/96(G86A(G7(=G46?:(E76H&F(896(7;258(
G8(;52RG467(3(>2F>G76(3F4(8962568G>3??:(52ME78(A637E56A6F8(2@(896(>2FF6>8G2F(M68-
7;25863AMN6J1I<(+3<(,E<(b(CEFX6BXIOPK25(6Y3A;?6<(?63IE67(3F4(863A7(E76(896(G86A(GF(89¢€
@3F(7E5RBH4(/G>X68A37865(E767(G8(4E5GHIESR (5266 X7 (2@ (3(8G>X68((HEF22v6]

>2EF85369656 @256<(G8(=37(E764(37(3(;52Y:(82(>2B4(B&EE TGS GBE4GF3?(12:378:J
Analysis and Results

'67>5G;8GR6(7838G78G>7(GF4G>386(8938(;358G>G; 3F 33EBS B BEBPHEREN 2@ (

VIPUED(O(KIVD(38(/GAGHKB(3R653KE 7657 (;564GEBEARBA6 7(MD(OKKKIAR(=G8I(3F(
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3>>E53>:(A@IDILADO(KCIU1Q<(3F7=6564(3F (3R65IHEBFIE678G 2577 M PIOR)(
=G89(3F(3>>E53NRBUCNSD(OQOPIPOQ<(>96HXBRF(8676RG 7 GBI KB HIBOK LIKBBF4(
>06>X 845 F(38(896(7834G EBEABTNO(1JGMY(

e3G56U3A; ?6(8678@52A(/GA6(K(82(/GARBG>386(3(7GIFG @G> BHBETIBHIGES 71(
388GSE4GE3?6:(A63F(7>286BC MK 0JUV (I 11KQ(@52A(RIIIKIB1Q(82(PIVEN
KJB&H;5676F8G FAGRF(7>256(GF>56376(XB QMG 7E?87(356(RG7TE3?7?:(;5676F864(GF(
%GIEB6(>2FAE>864(3(7EM76\WEBES76(?GF635(5615677G2F(3F3?:7G7(=G89(896(89566(>2F8!
R35G3M?67(EM64(E86;(K3F4896(@2E5(6FI3I6A6F8(3>8GRG8G67(3F4(896(8=2(3>>E53>:(R35G3N
896(GF46;6F46F8(R35G3M?6 ((He(AGREID 656 F>6 (G BB266E (/GAB(K(3FA(/GAB(0(
56R63?64(3(7GIFG@ G>3FS(HBIEREIC:(g(J11Q(6Y;?3GFRER@(896(R35G3F>6(2@(
567;2F46F87f(GF>563764(?2:378:)(.67E?87(356(;56 76 BEF4(@523(A986(896(FEAMFERD)(

WEGB78G2F7(3F7=6564(934(3(7GIFG@G>3F8(;27G8GR6(56?38G2F79G;(=G8Y(388G8E4GF3?2(?2::
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Figure 2:(Change in attitudinal loyalty from pre to post season for all users (N = 639)
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Table 3:(Linear regression analysis predicting users’ change of attitudinal loyalty (N = 639)

Model P SEB #'  $value % R adj.R?
( ( ( ( ( ( JoBT J1R(
Step 1: Control Variables(
"16 ( ( ( H11T HK1B JDKB ( (
I6F465 ( ( JiVvl JBVK JP0OQO ( (
e?38@Z5A ( ( H1BQ0 HDDK JCOQ ( (
Step 2: Independent Variables
+EAM6E52@(/[(>96:8H7 Jivr J11Q Jicg JB1B JPvP ( (
+EAM652@(7834GEABSG J11K J11C J10Q@ JcoB JTve ( (
+EAM6E5(2@64G>8G2F7 J1Cq J11y Jicg JvDD JBKU ( (
+EAM6E5(2@GZ267 J11Q J11K JKTT OJPMVC J1KO ( (
e564G>8G2FES3%: J110 J11Q J1BK KJ11p JCKB ( (
IEGZB>>E53%: J11C J11K JK1B KJTKQ Jiuy ( (
)2F783H8 JICL JKOK  ( 0JTDK J11RP  ( (
FINB<(BCOQ(O(GIOLBK(Y

I6F465S(K(O(A3?26d(0(0(@6A37?6
e?38@25AS(K(O(G*,d(0(O((F452G4

/=6F8: HD2BECITLER7;2F46F87(56;25864(46>563764(?2:3¢BRIBHOGGF64(
EF>93FI64<(3F4(QKCCIQGF>56376236R65<(K0V(567;2FA6F87(6Y; 6RBEG2GFI(25(@7?225(
6@ @6>87(NGJ6JQEFSHRBERIE5(?6R62(2@ (@ 3A4EMIRF (896 (RGF8(\GX658(7%376Q<
=9G>9(56F46564(8EEBM76(82(42>EABF8(GF>563764j46>56 SENTEBABEBR6: (=656
46?6864(@52A(896(@2??2=GF({GHEIBBFA3GFGFI(PKP(567; 244FBI 6 7;2F46F87(
56;258646>563762:3?8:0DANPBJITLEBA3GREF>93FI64<(36KENVKICIZB(25864(
GF>5631B23?8163G56A3A,; 26(-86787(GF4G>386(3(7GIFG @ G3HBB(2B36FR7H:378A63F(
7>256(NPKRIOKPJ 16]g (111K Q(@ 52RO D(O(KIVOQ(82 (PSR (K IBKES;56 76 F8GFI(3(A63F(
7>256(GF>56376 (2R ENI (67E?87(356(RG7E37?7?:(;56 76F864(GEEHGERBGF635(

5615677G2F(3F37:7GBO8EBI566(83E?(R35G3M?88((BRIF4896(@2E5(6FI316A6F8(3>8GRGSG67(
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3F4(896(8=2(3>>E53>:(R358XBIEGF46;6F46F8(RIBEFIRB2(UB96(4GC @ @656F2:BRBH(
M68=66F(/GAG6(K(3F4(/GA6(0(56R63764(3(7GIFG @UHRIFSIBI@K XEHMI(I11RAEY ;?3GFGFI(

KKJIO2 @(896(R35G3F>6(2@(567;2FA6F§72(39854?87(356(;5676F864(GR{3MITB02=(
8938(896(FEAM6E5(2@(13A6(;564G>8G2F7(3F4 (SO PEERBICAR (3F7=6564(934(3(7GIFG@G>3F¢
;27G8GR6(56?38G2F79G;(=G89(?2:896816AEBH17(7E;;23Bpothesis 1<(37(896(>2A;268G
2@4sk-oriented affordances did not lead to a significant positive increase of consumer loyalty

toward the core service. Hypothesis 2was also supported as the completion of achievement-

oriented activities led to a significant positive increase of consumer loyalty toward the core

service. However, Hypothesis 3vas not supported as success in achievement-oriented game

elements did not lead to a significant positive increase in consumer loyalty toward the core

service.(
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Figure 3:(Change in attitudinal loyalty from pre to post season for all users who did not

experience the ceiling effect (N = 515)
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Table 4:(Linear regression analysis predicting users’ change of attitudinal loyalty (N = 516)(

Model P SEB #'  $value % R adj.R?
( ( ( ( ( ( JCPK JKKC
Step 1: Control Variables(
"16 ( ( ( H110 H1PC JDPU ( (
I6F465 ( ( J1PB KJICOF JKUB ( (
e?38@Z5A ( ( H1KC HC1C JTBQ ( (
Step 2: Independent Variables
+EAM6E52@(/[(>96:8H7 JK1K JITD JIPC KJOT@ JOoik  ( (
+EAM6E5(2@(7834GEABSG HI11lY J11C H1PQ HKIKKE JOBP  ( (
+EAM6E5(2@64G>8G2F7 J11K J111 JKOK 0JVML J1KP ( J1qQ
+EAM6E5(2@GZ267 J11y J11K JOBT PJBUYT J11% ( JIo\
e564G>8G2FES3%: J11K  J11Q Jicp JTTC Jvwwet ( (
IEGZB>>E53%: J11Q J11K JIPB KJICKE JKUD ( (
)2F783H8 JoBO J1DY¥V ( 0JTDK J11P  ( (
FINB<(P1DQ(O(KKJ@12K

I6F465S(K(O(A3?26d(0(O(@6A37?6

e?38@25AS(K(O(G*,d(0(O((F452G4

196(. k(R3?E6(>25567;2FAGFI(82(896(GF46:6F46F8(R35G3M 2GLOBAGESBE 7RI (
R35G3@EBI(7GIFG @ GBFEOMR3?ERB(I1H

Study 2

I3AG@G64(A2MG?6(3;; AERARE289(6Y 85 GIUESF85GRZBSR3ISTWLHBIM25F (b(
%627<(01KPQJ(#2562R65<(896(46?GR65: (2@ (I3A6(467GIF(6?6A6F87(8952EI9(>2F86YSE3?27:(7;!
N6J1I<(%G8IG8Q(3?72=(M53F47(82(GF8653>8(=G89(>E782A657(GF(>356 @E?7?:(>2F 785E>864(6
N.21I6R66Fb(156=37<(01KBQJ(.67635>9(56?3864(82(@3F837:(7;258(GF4G>3867(8938(M289(GF8E
6Y85GF7G>(A28GR67(GF@?E6F>6(>2F NEAGRNBOBRG2BKI%625(6Y 3A;26<(72>G37(
GF8653>8G2F<(6F86583GFABF8j67>3;6<(3F4(>2A;68G8G2F(GF@?E6F>6(GFAGRGA4E3?7f(@3F¢

>2F7EA;8G2F(M693BF323:(3?772(A28GR386(GF4GRG4E3?7(82(>2F 7TEAG(IBAGBEE8Y63;;7J(
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I152=GFI(E76(2@ (I3AMTBE8:(;52153A7(RG3(A2MG7?6(3;;7<(6A;G5G>37(567635>9(2F(896(A28GR¢
8938(45@R6GRF7EA;8G2F(37(=677(CXE¥® ?E6F>6(2F(45GRGFI(>2F7EA65(?2:378:(=G89(896(M5
56A3GFGAG864J(.67635>9(GFEEBIGIET 82A6BG4AMG6F6 @G87(2@(A2ZMG?B3PEA938(G2
89676(M6F6@G87(GF@?E6F>6(>E782A65(738G7@3>8G2F(3F4(;E5>9376(GF86F8G2F7(N"?F3=:
01KB@G46F8C@AEH(>386125G67(2 @PYBFHBGERRN6III<(M6>2AGFI(A256(XF2=764163M?6(25(
GF@25A64(3M2E8(896(25I13FGZ38G2F(25(896G5(;52a328763H E3BERR126J1I<(@66?GFI7(2@(
>2FF6>864F677(=G89(28965(E7657Q<(;6572F3?(GF861538G2F(N6J1J<(6F93F>GFI(2F6f7(>2F@G
37(3(>E782A65Q(3F4(9642FG>(N6J1J<(@66?GFI7(2@(;?637E56<(@EF(3F4(M6GFI(56=35464QJ(\
9642FG>(M6F6@G87(=6B2(@REFH6F>6(>E782A65(738G7@3>8G2F(3F4(;E5>9376(GF86F8G2F1
A35X68657(=G89(3F(GF>563764(76F76(2@(896(8:;67(2@(A35X68GFI(A6773167(8938(356(6 @ @6:
;?73>64(=G89GF(896(A2MG?6(3;;?G>38G2F(7;3>6 8)BFPCTBGIRE?SB6538ES6 (IFBBG (@ GF
2@(,8E4:(K(;52A;864(896(@2??2=GFI(567635%9(WE678G2F

Research Question 2: Why are certain affordances effective in enhancing users’ attitudinal

loyalty toward the core service?
Method

8E4:(0E37(467GIF64(82(344(46;89(3F4(6Y;?3F38G B8 (BMRERY.GFI(;7:>92221G>37(
AG>93FG7/BH38(A3X67(76F76(2@AAG@G>38G2F(3@ @254 3RISFABEEBEB376(GF(
388G8EAGF37?(?2:3?8:(GFSRBEAKH=6(>2776>864(WE3?@383BRA06358G>G: 3EBIZA(
8E4:(K82(344(3(?6R62(2@ (6Y;?3F3825:(46;89(82(2E5(@GFAGFI7(N' 47 8€FHEH<(01KDQ
22FIGSE4GF3?(3;;523>9(6EIQ2BA68865(>2BI62R67635>9(;52>677(3F4(3F7=65(>3227(@52A(896(
2G86538EBHBRF4(@GFAGFI7(;524E>64(@52A(7F3;7928(567635>9(Na2 QBFRESEEBE25(01KBQ
82(;358G>G;386(GF(896(567635>H2ERRGEFB4456 7 167 6E@=92(567:2F464(82(8BB(GF

2 HE;(;52A:8GFI(896A(82(E; 4886 G:378:(7>256(GF(,8EBBR(=656>2776>864(BRB(89(
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|92F6(GF865RGESBE 7657 (2@ (896(3;;(3@865(89E(THRGEIBIE >8E564(3;,523>9(3F4(
GF865RG6=(IEG46(=656(E8G?GZ64(82(6Y;?256(896(6Y;65G6F>67(3F4(;65>6;8G2F7(2@ (63>9(56
N)567=6?7<(01EBERSEIKGF865RG6=7(=656(SBRGES89(KB(E7657(=92(GF>563764(896G5(
22:3?2826REZR65(896(>2E576(2@ (896 (76 IMRABEZEEGF6(E7657(=92(56A3GF64(EF>93F164(
NE78&K TP Q<(3F4(8=2(E765 HE:2B864(SEHRGE:378(6R62(46>563764 IUEREHQYD6(
73A;?6f46A2153;9G>(>9353>865G 78G> 7 ERAGAGE3BBE64B68G>G;3F87(GF(,8E4: (K
:358G>G; IEFP?E4842(@6A3B5EG>G;INTIVLERA(0P(A3?6(;358G>G:BBITBF (3R65316(
316(2@(C1IV(:6857J(
$F865RG6=7(=656(@2>EFIERFE3F4GHI(>6583GF (3@ @B34356(6@ @6>8GR6(GF(
6F93F>GFI(E7657f(388G8E4GF 3235 (PBE56(765R G>6(N G 63 REHBGES (65
B6Y3A;?6<(2BBE678GINEANI38(=656(896(X6:(@3>8257(8938(A28GR3864(:2E(B2(E76(896(3;;
%62?272=GFI(896(ABSE >8E564(;52>677<(;52MGFI(WE6 FlE EE 2266662 (:52A:8(
567;2F46F87(82(623M25386(2F(896G5(6Y ;65@6F $6GBEIBIAJSGR386(:2E(82(E76(806(3;;n°
25(])3F(:2E(IGR6(A6(3F(6Y3A;?6(2@(92=(89G 7(GA;3>864(:2E 5 BTBBNES678G2F 7(=656(
GF86F8G2F327:(M5234<(IGR6F(896(6Y;?2253825:(F38E56(2@ (896(567635>9<(82(6F7E56(8938(5¢

F28(56785G>864(GF(56>2EF8GFI(896G6(6Y;65G6F>67J
Analysis

'383(3F372:7G7(@2?72=64(+6 EABERIR95662EF4(>24GFI(76WEHGF &5 (@G578(
76WEBRB6F (>24GRB96(?634(567635>965(6Y 3AGF64(896(4383(82(?2>386(>2AA2F(896A67(8938
A28GR3EB;; (E763F4(92=(896(3;;(GF@?E6F>64(896G5(>2FF6>8G2(982BRE{E58(

G46F8G @G64(=96F (=2547< ({928 HBTEIF=656(E764(56;638647:(3F4(344 56 BB6ABE>6:6
N#G?67(b(aEM65AGEDDWBE8G3?(>2467(=656(377GIF64(SAEHRABIGR (>2F46F76(896(

4383(3FARA6M22X(=37(46R672;64(8938(>2F83GF64(896(GA46F8G@G64(896A67(=G89(4G56>8(WI

OF(
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56;5676F8GFI(63>9(896A6(N>@J(.:3F(b(165F3596(GRGRBE?(;9374BI(=37 (>2A; ?6864(
M:(2F6(AGAMB5(2@ (896(56763549FBEB3A>2F4(567635>965(;52RGA464(WE3?G838GR6(@664M3>X|
896(>24@9IX(3F4(G46F8G @G 64(38BBET3(4G 7>E77G2F(M68=66F (898 EHT (ISR G 764(
>246M22X(=37(E764(37(3(IEG46(82(56RGB(SBEBHEBBE 6>2F 4(76WEGF¥6 32(>24GFI<(
896(@G578(567633ATHSEAB96(4383(3(76>2F 4(8GABLABE06(GFG8G3?2GRABEIG(896A67(
2G7864886(56RG764(>246 MEMXG\WVEF8?: AB9BF4(567635>965(E764(896(56RG 7TBAEFR46M22
3(IEG46(82¢:6(896(43936(T-8652465(56?G3MG?G8: (2@ (896(8=2(567635>9657(3@865(896(3Y G3"
76WEBF>6(=37(>3?>E?3864(E7GFI(e65563E78BMIPGRIBF46Y (2@ (5620 TBSBESEN(GF(
>24GFI(=656(5672?R64(8952E19(26T(IEATS2F 7E?838G 2F (=G89(3(89G54(3SABAG>(=92(
6Y:658(GF(>2F7EAB5(6FI3I6A6F8(567635>9(N>@J(I5 $RBE(8aCEQTEWEBE26>8GR6(
>24GRBI6(@G578(56 7 FFTWE @25(56238G2F79G; 7(3F4(3M7853:8B@(BIBGBETT (GF(

G46F8G @ BE3E7TRSMGF<(KQBRI2 @ @65(6Y;?3F38G2F7(3M2E8(=9:(E765(388G8E467(82(3(>25¢
765RG>6(>93F164(37(896(567E MRRE(BUGBAFS65RG6=(56 HBBB{{6F8(82(567;2F46F87(82(

>2F@G5A(896:(56 @ ?6>864(896 G5 (CEFBRIMGAAESB(R3?7BBB3F<(0111Q(
Results

IE37G838GR6(4383(3F37:7G7 (B2 RE56AEE)89676(7G Y (89625 EBEAGT(
Rewards, Competition, Sense of Achievement, 3F4Gaining Knowledge — 56@?6X8BB7EAB5T71(
A28GR67(@25(E7GFI@3FBB9I6(56A3GEGEIBAG T(Engagement 3FA{dentity
9GI197GI5492=(E7316(2@ (896(I3AG @ G64(3E (EHEEE 6F > (896((388GSE4GF37(?2:378:(82=354(
896(>256(765RGHBR83? (FEANGGAGT(63>9(896A6(=37(A6FSEEREEAMG5(2@ (AGF8G2F7(
3F4(;65>6F8316(2@ (A6F8G2F7(@25(56 7; 2 PEFHREEHE3 7B G4 (F28(GF>56376(896G5(

388G8EAGF3?(?2RBR89G(GF46Y (2@ (56 MEBIRERS(b(\6G9<(KDRIEIE(>2B56((

OT(
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'5676F864(GF(/3M?6(BM36(B<(896(896A67(356(;5676B8EIU67>5G;8G2F (3F4(56;56 76 F838GR6(

WE2867(82(;52RG46(>2F86Y 8(3FNGEBOGEBK(0QLP

Table 5:(Identified themes and coding reliability( ( (
Theme 02@( ,3A;?6(NFOKBQ(=  ,3A;?6(NF(O(KKQ $F46Y(2¢
ABF8G2f GF>563764(?2(3" =G892E8(GF>56376((: .6?7G3MG(:
6=3547( 00( KC(NUKLQ D(NUKLQ JDK(
)2A:68G8GQF KT K1(NBCLQ T(NBCIQ Juv
6F76(2@OG6R6AGES KR K1(NBCLQ P(NPVLQ JuTe
I3GFGFI(CF2=764(6 KQ D(NPBIQ C(NOTLQ JUUD
Total 67 42 25 878
&FI3I6A6F8 KD KO(NTPLQ T(NBCLQ JUDP
$46F8G8: KK T(NP1LQ V(NOTLQ JUTD
Total 30 19 11 887

Table 6:(/dentified themes, description, and representative quotes(

Theme Description Representative Quotes
&'()*+, " -7657(M6GFI(A28GR386 /96(C11(;2GF87(2F(896(=66X6F4(@ 25 (HBB38
6F1316(=G89(896(3;;(M:( 896(7834GEA(=656(>5E>G3?(82(=GF(896(=6t¢
896(=66X7?:(;5GZ67(893¢ "$(3A_(46@GFG867?:(93;;:(=G89 (A KTIRBESI (
4G785GME864(82(E765 (
9GI9(7>2567J $(=37(3M?6(82(83X6(896(?634(2@(896(@3F(:
AGFE867(M6@256(896(6F4(2@(896(43:(8952
IEGZJ("9G7(A63F8($(=37(56=35464(=G89(3_(|
R2E>965(GF(896({@3I(4267Ff8(168(3F:(M6886¢

(

-/%'$0$0.1"  -7657TMBGFI(A28GR386< G2E(>3F(766(92=(:2E(53FX(313GF78(28965(@
B6FI316(=G89(896(3;;(M:( 896(73A6(863A(3F4(2808B(<(>5638GFI(72A6
896(>2A;68G8E@BY(289¢ @5G6F4?:(>2A:68G8G2FJ
@3K7J (

196(3::(3?72=7(@3F7(82(6F1316(=G89(896G5(¢
A3F:(4G@ @656F8(=3:7(3F4($(?2R6(896(G46:
>2A;68GFI(313GF78(28965(@3F7(82(766(=92(
2F6(

(
2)01013" -7657TM6GFI(A28GR386< /96(3;;(G7(GF865678GFI(M6>3E76($(=37(3M?
41.(5'+3' ( 6FI3I6(=G89(896(3;;(M:( 3M2E8(896(IEF4672GI3(9G7825:(3F4(56?386+

oY
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896(3MG?GB@AF6=( =G89(896(WEGZZ67(3F4(;564G>8GFI(I3A6(5¢
XF2=?6416(3M2E8(896( 96?64(A6(GF>56376(A:(XF2=76416(2@(896(7;
263|E6(3F4(G87(863A7J @228M3?22(GF(I6F6532]

$(?GX6(8938(:2E(>3F(8678(:2E5(XF2=76416(3
@3R25G86(>?EM(3F4(?63IE6(3F4(?635F(A2E
63>9J(/96(3;:(46@GFG867?:(A346(A6(=3F8(82|
XF2=(A256(3M2E8(28965(863A7J

6'1,".7" -7657M6GFI(A28GR386< $(563?7:(6Fr2:64(896(@664M3>X(896(3;;(I3R¢
89:07/1$ (* 6FI3I6(=G89(896(3:;(M:( :2E(=2E?4(IE677(*3(13A6(567E?8(25(WEGZ(W
@664M3>X(8938(85GI16 >2556>87:]
76F76(2@(3>9G6R6A6F (
7TE>9(IM6GFI(>2556>8(2 $8(G7(3(15638(@66?GFI(=96F(:2E(I68(3(F28G
56>6GRGFI(M34167(3F4 73:GFI(:2E(I3GF64(B1(;2GF87(@25(>2556>87
'5GZ6(7 ‘564G >8GFI(896(2E8>2A6(2@ (13A67J
(
<13)371$ " $F8653>8G2F(=GBIGF({ $(=2E?4(73:(8938(896(3;;(934(3F(GF@?E6F>t
GF@?E6F>GFI(GF4GR( ?2:3?8:(2R65(896(>2E576(2@(896(76372FJ($
B6FI3I6A6F8(=G89(896(>: @2?72=64(896(863A(GF(3(4G@@656F8(=3:J
765RG$6J( (
h96F(:2E(6F1316(=G89(72A689@H3(43G ?: (M3’
AETGFI(896(3;;_<(:2E(=G??(I68(A256GE>X64
6A28G2F3?72:(37(=622J(/96(3;;(IGR67(A6(72Al
82(42(=96F($(3A(M2564(25(93R6( BB <
G8(@25(3(MG8(3F4(I68(72A6(F6=7<(?635F(7
@3>87<(3F4(72A68GA67(6R6F(;564G>878(13/
5G19§J(
(
=+'1$0$> $F8653>8G2F(=G8IGF(t ] $(BI9GFX(>2A;68GFI(@25(g863As(2F(896(?6:
GF@?E6FSERBRGAES: A3F4_(>2A;35GFI(A:76?@(82(28965(@3F7<($
I52E;(;27G8G2F(GF(567?: 7852F165(g863As(@3FJ($8f7(?GX6($(3A(2F(8
82(896G5(;6657(3F4(G4( IE78(2F(896G5(RG58E3?(863A<(F28(896(2F6
=G89(896(>256(766RG> 37892E19(8938(=2E?4(M6(6R6F(M68865J°
(
h96F($(>2A;686(313GF78(A:(@5G6F47<($(>3
896A(8938($(XF2=(A256(3M2E8(896(g863AS(!
42J(/938f7(46@ GREEBR4(@66?GFI<(3F4(792:
8938($(3A(3(563?(@3FJ

Discussion

196(;5676F8(567635>9(@GF4G BIR2EEIGBAGFS(=G83A6(6?6A6FE@ @ 6568(M:
89GHB58 (3;; (GF@?EGRIBGSEAGF37(?2:378:(82=354(3(>266¢HERES @B GG F7G1987(
oX
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I3GF64(@52A(?2FIGBE4CGASY(@468924438167;2F4(82(>3??7(GF(896(?G86338hLE5{8725(
6RG46F>6(42>EA6F8GFI(92=(13AG@G>38G2F(2;653867(=G89GF(3(ME7GF677(>2F86Y8(NC2GR(
01KD@BG(6@@6>87(2@(IBAG@G64(6FI3I6A6F8(2R65(8GA6(Na2@3>X65(68(37J<(01KBd(,63M25
01KEBX3F4(896(F @ ?EGHGIBAC @ G>3888BGIHAGF3?(?72:378:(2RBB{AGRGFI(WE3F8G838GR6(
3F4(WE3?G838GR6(4388(72E35:3675<(01KREH3?7?<(=6(46A2F785386(8938(896(GF861538G2F (2@
7,6>5G@G>(IBAG@G64(676A6F87(>3F(6F>2E5316(>2F7EAGSIEREHBIMB(2G83E52F 7 (3F4(
;27G8GR67?:(3EIABFE%388G&HFB?(72:388=354{256(765RGE67

- 7657(56;25864(9G1965(388G8E4GF3?(?2:378:(82=354(896G5(@3R25G86(863A7(3@865(8
76372F(A637E56A6F8Q(893F(M6@256(896{B3F 2ZHtASSHES6AGE8Mporting Hypothesis 1,
=6(@4(8938(3@ @2588WM*EEHEM57(82(>2ARX887P25G6F864(3>8GRG8G67<(7TE>HBHF(>96>XGFI
38(3(?72>38G2F<(4G4(F28(GA;B»a{En6%ai(d the core service. Although users gained points
for completing the task and would have received benefits in the third-party app (e.g., competing
for weekly prices) 837M5G6F864(3>8GRG8G67(4G4(F28(?634(82(M6F6@G87(4G56>87:(3772>G38¢
765RG%6J(

,E;;258GFIllypothesis 2<(6(@GF4(8226°P68GFI(3>9G6RAR668F 864 (RSBEBEBG(
GF@7?E6F>6(XF238IE3FA(GA46F8G @ G>38B2B (=&Y 765RG>6(N6JII<(WEGZZ67(3F4(56 7E?8(
;564G>8G B3 3(;27G8GR6(56?38G2H388F8E8GF3?(?2:378: (GHOBEBN(R3F3825:(
VE3?G838GR6(@GFAGFI7(@52A(,8E4:(0(6Y ;? XEHBIBTEB S @HET3T$8938(GA,; 3>F6447
388G8E4GF3?(?2:378:(82=354(896(>2565M8SBE&F6H63764(896G5(388GBE4AGF3?(?2:378:(82=354¢
>256(765RG>6(A6F8G2F64(XF2=?6416(16F6538G2F(3F4(G46F8G8:(M6FZ@Si{A3%6(2@86F (893

$F865678GHPpothesis 3(=37(F28(7E;;25804&>>677(&@hR{evement-oriented activities
did not lead to a significant positive increase in consumer loyalty toward the core service.

Collectively, these findings indicate that affordances which provide benefits on the third-party

CX
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app, such as 72>G37?(788BE3G89<(01K COEBE@ (3>9G6R6A6F8(N,63M25F (b(%627<(01KPQ<(A3:(l
GA;2583F8(A28GR38257(82(X66;(E7657(6F|34B563B(SHSSMEGF65(b('=:65<(01KTQ
a 2=6R65896(M6F6@G87(42(F28(F6>BF78BEII8MBI6(>256 (BERESHER67:<(89676(GF7GI987(

GF4G>386(8286(765RG>6(;52RG4657(356(A256(?G X67: (2@

KBRS MG E782A657(E7GFI(3(
89GHB58:(3;;<E96F(896(@ @254 3P @ (465386 (XF2=76416(25(GA;3>8(E7657f(G46F8G8:
/19676(@GFAGVIZ6F2ER962568G>3?(XF2=76416(2@(896(R3?E6(2@ (I3AG @IBERBG2F(RG3(89G5¢
3;;?G>38G2F7

/1=2(A3GF(>2F85GME8G2F7(82(89625:(6A3F386(@52A (8969 BREERVEEBBA (
6RG46F8888(I3AGEBG 2F(;?3:7(3(7GIFG @ GSBE3R326F4464(R3?E6(82(>2F TAMGBI<(
aE2835G(b(a3A35G<(01KTd(c2GRG782(b(a3A8ZBEOERERP?:4P>EHAGF8(92=(89G7(>3F(
2>>E5(RG3(4GIG83?(A64G3(>93FF6?7(?GX6(A2MG?6(273S3G862[NHEeRTIH 9ES3E(
68(37J<(01K1QJ(/9676(CrOEABHIB(I3AG @ G64489&E3:; ?G>38G2F 7(>3F(;524E>6(R3?E6(@25(
765RG>6(;52RGAHT(65REI1I<(a2@3>X65(68(3?J<(01KBd(\6>?65>IM(EBTERIS AFREREI (T E>9(
;?238@25A7(37(3(R3?E3M?6(>93FF67?(82(6FI MG ASBERE (N!52F5227<(011Vd(
IEAA6572F<(KDDDd(!5tF5227<(01KTQJ(/9E7<(8952E19(89G7(567635>9(=6(M289(>2F @ G5A(;5G2!
:27G8GFI(8938(I3AG@G>38G2F (>3F(;27G8GR67?:(GA;3>8(>2F7EAB5(6FI316 A6F8(Na3A35G(68(3?
a2@3>X65(68(3?J<(01KBd(u3FI(68(GFBBAI<(0DKIFA(6Y86F4(89G7(82(46A2F785386(92=(
7E>9(6@ @6>87(A3:(A3FBEBIB(@2>37(3;;(G7(2;653888(BHE5E:J

,6>2F4<(896(;5676F8(567635>9(>2F85GME86INKHBIBOER{65?:GFI(;52>67767(8938(
6Y;?3GF(92=(I3AG@G>38G2F(?6347(82(388G8E4GF3?(@25A38G2F(3F4(>93FI6(Nc2GRG782(b(z
/ 96(WE3?G838GR6(;9376(2@ (80 REBGBE>96F 26D0=(M289(GF865F3?(3F4(6Y865F37(
A28GR38G2F3?(@3>8257(N,63M23FRa¥862(ET657(82(6FI316(=G89(896(3;;(3F4(7856FI896F (896G
8G67(=G89(896(@638E564(M53F47(4G7;?3:64(2F(896(3;;J(/9676(56 7E?87(3?®(ME54E=<G89(,/(N.:3F
0111Q(M:(46A2F78538GFI1(92=(13AG@G64(6?6A6F87(2@(896(3;;(9B263GRIVEAGOTES (
CK
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N6J1J<('6BEGFI(68(32J<(01KKd(#6X?65(68(BB+O(BARI04(R3?EBEERF7EA;8G2F(
BY:65G6F>6(Na2@3>X65(68(32J<(01KBQJ(hGIG BACHDSEGREFEF6 @ GBIGA; 2583F8(82(
896(3::f7(E7316(NI?29A(b(\6GABG7865<(01KCd(a2@3>X65(68(37J<(0 BLABSEE CRBSQURG 3(
896(G46F8G @ G>38R2R(2® (896(petition, Sense of Achievement, 3FAGaining Knowledge
896A67(4G7>2R6564J()2276>8GR67:<(89676(896A67(6Y;?3GF(896(R35G2E7(@LAM(2@(72>G3"
72>G3?(M6FEEMSTRNT(68(32J<(MUSQF 7TEABBYE53>864(@52A(6FI3IGF| (=GO @EmET; (
3;; J(a2=6R65<(89676(@25A7(2@ (3@ @ 2{AaF=eHAB BB dentity(=G89(896(>256(765RG>6
196(3::(6F3M?64(E7657(82(738G7@:(6Y85GF7G>(A28GR38G 2F TRMi{6I5F GEKB3FIGM?6(
37(5GZ67(@52A(EBRI6GS6(3892686(SFEBBEFI3IGFI(=G89(8I8@I)<(152=F<(011Td(
CEA35(b(.6GF358Z<(01KBd(,63M25F (b(%6?7<(01KPQJ("44G8G2F377:<(EIBSHIRT2(GA6FSG @ GE
7:258(5673864(;5GZ67(3>864(37(3F(GF>6F8GR6(82(X66;(896A(6F|3 4396 (39BRATB(E7GFI
3;:J(. 67;2FA6F8AG7>E7T82=(13A6(6?6A6F87(7TE>9(37(WEGZZ67(3EEFHI6964(82(13AG@:(
896G5(6Y;65G6F>6(2@(@2?72=GFI(896G5(@3R25G86(863A(3F4(?6R65316(896(;2GF87(I3GF64((
B6FI316A6F8(GF82(83FIGM?6(56=3547J(

196( Competition 896A6(56@?6>86EPBIGAGFS(=G89(896(3;;(6F3M?64(GFAGRGAE3?7(82(
738G7@:(GF85GF7G>(F6647(GF>?E4GFI(896(F664(@25(72>G3?GZ38G2F (3F4(>2A;686F>6(N6JI
01KKd(#6X?65(68(32J<(01KPd(,63M25F (b(%6?E2EMRITRIBI6(GA;3>8(2@(TB5BE?(
6Y;?3GF64(92=660;?G>38G2F(6F3M?64(896A(82(M289(6FI316(=G89(896 CER @CRIBASE(S63A(
>2A;686(=G89(28965(@3F7(N6J1J<("?16796GA65(68(32J<(011Pd("?16796 GAB5(68(32J<(01K1Q(RC
A38>9(;564G>38G2F7(3F4(=G89(567;6>8(82(896G5(2R65372(?6 3465 VRSB @BGBBEG 2FJ (/9676
676A6F87(967?;64(896(B266T8GFIREIBA76?R67(@52A(289657(8952E19(896G5(3>%RA;?G79A6F8
F28(rE78(8952E19(;2776 TREMEFE965<(€93E<(b(,9GAE?<(BHUBA6Y;65G6F>6(3(76F76(2@(

72>G3?(GF861538G2F(N8952E19(>2A;68G RRSEBIQBIBELF3?(GF861538G2F (NM:(6F93F>GFI(2F6f

Cq
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7838E7(37(3(>2F7EAB5Q<(3F4(9642FG>(MB6F6@G87(GF(GF783F>67(=9656(896(E7657(>2A;6864
@3R253M?;(N"?F3=37(b("?ME5SEM<(01KBd(hG58Z(68(3?J<(01KCQJ(

196(Sense of Achievement 896A6(56;5676F864(896GEHBEIRE @ (GFS5GF7G>(A28GR38G2F7(
56?3864(82(896(E765(6Y;65G6F>GFI(9642FG>(3F4(72>G3?(R3?E6(@52A(896G5(6FI3I6A6F8(=G
N,63M25F (b(%67?7<(01RBEXIE6>2EF864(92=(896(M34167(3F4(;5GZ67(896:(56>6GRE4(@52A(
46A2F78538GFI(896G5(>2A;686F>6(37(3MB3MEBHARG 7 (3F4(A38>9(;564G>8G2F 7Q(6F93F>64(8¢
@66?GFI7(3F4(;27G8G2F(GF(896(@3F(I52E;(>2 ANEREB=186I6EB(6F 316 A6F8(3F4(
3>>2A;?G79A6F87(=656(56>2I6@0648;; 9G>9(?64(82(@ 662G EN GBBF>6(N6J1J<(
'68654G FI(68(3?J<(01KKd(#8{B7E5(® LK Pd(,63M25F (b(%6?7<(01KPQJ(/952E19(89676(3>8G2F 7<(E
=656(3M?6(82(6FI316(@E58965(=G89(896(M53F4(3F4(28965(?GX6AGF464(>2F7EA657(N6JII<("?
32J<(011Pd("?16796GAB5(68(32J<(01K1Q(3F4(6Y ;56 7%BS8(RBIBEEAEEEHEAMES57(
N#>"26Y 3F46%,>92E86F<(b(C26R(BIL10QJ

196( Gaining Knowledge 896A6(56@?6>864(3F(3>8GR38G2F(2@(GF85GF7G>(A28GR38G2F7
896(>2F7EA657(M6GFI(3M?6(82(?635F (A256(3M2ES8(896G5(@3R25G86(863A(8952E19(896G5(E7
NBJIJ<("?16796GAB5(68(3?J<(BTHBMABS(68(32J<(01K1QI($F8656 78 GFI?:<(896(E7657(56;25864(8
3@@2543F>67(?GX6(896(WEGZZ67(3F4(A38>9(;564G>8G2F(@638E567(6F3M?64(896A(82(13GF
37;6>87(M523465(893F(896G5(@3R ZBZ6 (R BABEH; 2586 4BF93F>64(896G5(XF2=76416(
7E552BEFI(896(?63IE6<(896(7;258(2@(@228M37??(GF(I6F6532:(3Fa%70aERE 6 Y82
XF2=76416(2F(896(7;258(M53F4(6>27:786A(8938(2E8?GF67(92=(7;258(M53F47(356(>2FF6>864(=
3F28965(NCEFX6?(b(IG7>3G3X(OBTIE6A6(56 @ ?6>864(92=(E7657 (=636 EMPREZRAI6(
3M2E8(89676(M53F47(N"?F3=37(b("?ME5SEM<(01KBd('92?3 %306 IR{EEDG583GF8:(
8952E19(3;;(ETR"4r6G(68(32J<(01K1QJ()2F>6;8E377:<(89G 7(GA;52 RAENGESPEIIE>6(25(
BFO3F>6(2F6f7(;27G8G2F(GF(896(152E; (N#>"2@P3RABE(60 (3F4(6F3M?6(896(>2F TEAB5(82(

6Y853>8(A256(REPERO6GS(>2F7EA:8G2F(6Y:65G6F>67d{93Z8RG3<(hG658Z<(h(
C¢
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"216796GAGEY 1DQ3I764(2F(89676(@GRIEFIBG>3?(GA; ?G>38G2F7(356(7EI167864(82(IEG46(

A3F31657(766XGFI(82(?6R65316(I3AG@EHB88CZFG2F79G;(A35X68GH|(;ES;2767J
Practical Implications
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