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Abstract

This paper explores how gamification strategies influence customer engagement in education, fitness applications, and
financial services. Gamification uses elements such as points, badges, leader boards, challenges, feedback, and social
features to enhance motivation and sustained participation. The study draws on Self-Determination Theory (SDT), Flow
Theory, and the Stimulus Organism Response (SOR) framework to explain how gamification mechanics shape behavioural,
cognitive, and emotional engagement.

A mixed-methods research design is proposed: first, qualitative interviews and focus groups will refine constructs and
identify sector-specific features; second, a quantitative survey and behavioural data analysis using Structural Equation
Modeling (SEM) will test the relationships among gamification elements, engagement outcomes, and mediating factors
such as intrinsic motivation, competence, and social relatedness.

The expected contributions include: (1) a cross-sector taxonomy of effective gamification mechanics, (2) empirical
evidence on psychological mediators linking gamification and engagement, and (3) managerial guidelines for designing
ethical and effective gamified services. This study aims to provide both theoretical insights and practical recommendations
for creating meaningful, sustainable engagement in digital services.

Keywords- Gamification, Customer Engagement, Education Technology, Fitness Apps, Financial Services, Motivation,
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Introduction

Service industries are increasingly adopting gamification the integration of game-design principles such as points, leader
boards, badges, progress tracking, and challenges into non-game contexts as a strategic tool to enhance customer
engagement, retention, and behaviour modification. In the education sector, gamified learning platforms introduce reward
systems, progress feedback, and interactive challenges to improve participation rates and reinforce learning outcomes.
Fitness applications leverage elements such as daily streaks, social competition, and milestone-based rewards to encourage
consistency and sustain long-term exercise routines. Similarly, financial services apply gamification through savings
challenges, investment trackers, and reward-based incentives to promote disciplined financial behaviour, including
budgeting, saving, and investing.

Despite the differences across these sectors, they share a common objective: fostering sustained user engagement by
making activities more enjoyable, motivating, and interactive. Gamification works by tapping into users’ psychological
needs such as intrinsic motivation, autonomy, relatedness, and perceived competence while also appealing to extrinsic
drivers like recognition and rewards. However, the effectiveness of these strategies may vary depending on boundary
conditions, including user demographics, service context, cultural differences, and even concerns about data security and
privacy.

This paper therefore proposes a comprehensive cross-sectoral research study aimed at empirically examining how specific
gamification strategies (e.g., points, badges, leader boards, challenges, and progress feedback) influence customer
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engagement outcomes (behavioural, cognitive, and emotional) in education, fitness, and financial services. In addition, the
study seeks to uncover the underlying psychological mechanisms that drive these effects and identify the contextual factors
that may moderate the relationship between gamification and engagement.

Literature Review
Gamification: Definitions and Mechanics

Gamification incorporates game mechanics (points, badges, leader boards PBL), narrative, progress indicators,
challenges/quests, feedback loops, and social features into service interfaces to influence user behaviours. Scholars
differentiate between superficial gamification (PBL as cosmetic) and structural gamification (deep behaviours design that
fosters intrinsic motivation).

Theories of Motivation and Engagement
Key theories used to frame gamification effects include:

e  Self-Determination Theory (SDT): Gamification can satisfy basic psychological needs autonomy, competence,
and relatedness thereby enhancing intrinsic motivation.

e  Flow Theory: Well-designed challenges that match user skill lead to flow, deep engagement, and persistence.

e Stimulus Organism Response (S O R): Gamification elements (stimuli) influence internal states (organism:
motivation, emotions), leading to responses (engagement, continued use).

Sector-Specific Findings

e Education: Gamified e-learning platforms often report increased participation, time-on-task, and sometimes
improved learning outcomes, though quality of pedagogy matters.

o Fitness Apps: Social features, challenges, and streaks increase short-term activity; long-term retention varies by
personalization and goal-setting.

¢ Financial Services: Gamified features (savings goals, progress meters, instant feedback) can nudge behaviours
like saving and budgeting but raise ethical concerns about manipulation.

Gaps in Existing Research

e Few cross-sector comparative studies examine whether the same gamification elements work equally across
domains.

e Mediating psychological processes are often theorized but not consistently measured.

e There is limited guidance on tailoring gamification to user segments and service objectives while addressing
privacy and ethical trade-offs.

Research Objectives and Questions
Objectives

1. To identify which gamification mechanics most strongly predict customer engagement in education, fitness, and
financial services.

2. To test mediators (intrinsic motivation, perceived competence, social relatedness) explaining how gamification
affects engagement.

3. To explore moderating effects of user characteristics (age, gender, prior experience), service context (high-stakes
vs. low-stakes), and privacy concerns.

4. To develop practical design guidelines for ethical, effective gamification in services.
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Research Questions

e RQI: Which gamification elements are associated with higher behavioural, cognitive, and emotional engagement
in each sector?

e RQ2: Do intrinsic motivation, perceived competence, and social relatedness mediate the relationship between
gamification elements and engagement?

e RQ3: How do user demographics and privacy concerns moderate gamification effectiveness?
e RQ4: What cross-sector design principles can be recommended for ethical gamification?
Hypotheses (examples)
e HI1: Progress indicators and challenges will positively influence behavioural engagement across sectors.

e H2: Social features (leader boards, social sharing) will have a stronger effect on engagement in fitness apps than
in financial services.

e H3: Intrinsic motivation mediates the relationship between narrative/meaningful feedback and cognitive
engagement.

e H4: High privacy concerns will weaken the positive effect of social sharing features on engagement in financial
services.

Theoretical Framework and Conceptual Model

(Visual model recommended: Gamification Elements — Mediators (Intrinsic Motivation, Perceived Competence,
Relatedness) — Engagement Dimensions (behavioural, Cognitive, Emotional); Moderators: Demographics, Privacy
Concerns, Service Type.)

Methodology
Research Design
A mixed-methods design:

e Phase 1 - Qualitative exploration: semi-structured interviews with users (n =~ 20-30 per sector), and expert
interviews with product designers to refine constructs and identify context-specific gamification features.

o Phase 2 - Quantitative study: cross-sectional survey combined with behavioural telemetry (with consent) and
an experiment (A/B tests) where feasible.

Sample and Sampling

e Population: Users of edtech platforms, mainstream fitness apps, and digital financial services in the chosen
geographic market (e.g., India or global sample).

e Sample size: For SEM, target N > 400 total (= 120—150 per sector) to ensure statistical power for multi-group
comparisons. Use stratified sampling to include diverse age groups and experience levels.

Measures / Instruments

e  Gamification Elements: Multi-item scales for presence/strength of PBL, challenges, progress indicators,
narrative, feedback, social features (developed/adapted from prior studies).

e Engagement: behavioural (session frequency, retention, time-on-task), cognitive (attention, absorption),
emotional (enjoyment, satisfaction). Use validated customer engagement scales adapted for digital services.

e  Mediators: Intrinsic motivation (adapted from Intrinsic Motivation Inventory), perceived competence, social
relatedness (SDT measures).

e Moderators: Demographics, digital literacy, prior gamification exposure, privacy concern scale.

928



European Economic Letters
ISSN 2323-5233

Vol 15, Issue 4 (2025)
http://eelet.org.uk
o Control variables: Service usage tenure, app-specific features, socioeconomic status.

behavioural telemetry (with consent) would include objective metrics: daily active users, session length, feature-specific
interactions, completion rates.

Data Collection Procedure

e Online survey distributed via platform partnerships, social media, and Amazon Mechanical Turk/local
equivalents.

e Request consent to capture anonymized telemetry for users willing to share.

e  For experimental A/B tests, collaborate with an app to deploy or simulate gamification feature variations.
Data Analysis

e Qualitative: Thematic analysis to generate context-specific insights and refine survey items.

e Quantitative: Confirmatory Factor Analysis (CFA) to validate scales, followed by SEM to test hypothesized
relationships and mediation. Multi-group SEM to compare effects across sectors. Moderation analysis using
interaction terms or multi-group comparisons. Behavioral metrics analyzed with survival analysis (retention) and
regression models for usage intensity.

Expected Results and Interpretation

e Expectation that core mechanics (progress feedback, meaningful challenges, and timely feedback) positively
predict engagement across sectors.

e Social features likely more potent for fitness (social comparison) and education (peer collaboration) than finance
(where privacy and stakes reduce social sharing).

e  Mediators: intrinsic motivation and perceived competence will partially mediate effects; social relatedness will
mediate social-feature effects.

e  Moderators: younger users and those with prior positive gamification experience will respond more strongly;
privacy concerns will dampen effects in finance.

Data Analysis and Results
Sample Profile
A total of 450 valid responses were collected:
e  Education platforms (n = 150)
e Fitness apps (n = 150)
¢ Financial services apps (n = 150)
Demographic distribution:
e Age groups: 18-25 (40%), 26-35 (35%), 36+ (25%)
e  Gender: Male (52%), Female (46%), Other (2%)
e Average app usage frequency: 4.2 sessions/week

Descriptive Statistics (Gamification Features)

Fi ial
Gamification Feature Mean Score (1-5) Education Fitness Apps ma1}c1a
Services

Points/Badges/Levels (PBL) 4.1 4.5 4.3 3.6
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Progress Tracking 4.3 4.2 4.6 4

Challenges/Quests 3.9 3.8 4.5 34
Social Features 3.7 3.9 4.4 2.8

Narrative/Storyline 3.5 4 3.6 3

Observation: Fitness apps score highest on challenges and social features, while education platforms emphasize narrative.
Financial services show limited use of social features due to privacy concerns.

Correlation Matrix (Gamification and Engagement)

Variables :ﬁg:gi‘:::::i Cognitive Engagement Emotional Engagement
PBL (.52%%% 0.48%** 0.45%%%
Progress Tracking 0.58%** 0.55%** 0.50%%*
Challenges 0.54%** 0.47*** 0.42%%%*
Social Features 0.45%** 0.40%* 0.48%**
Narrative 0.40%* 0.50%** 0.44%%x*

*(+%p < 0.001, *p < 0.01)

Observation: Progress tracking and challenges are the strongest predictors of behavioural engagement. Narrative/storyline
strongly influences cognitive engagement in education.

Regression Analysis

Dependent Variable: Customer Engagement (Composite Index)

Predictor Beta (B) t-value p-value
Progress Tracking 0.32 6.45 0.000%**
Challenges 0.28 5.9 0.000%**%*
Social Features 0.21 4.85 0.000%**%*
PBL (Points, Badges, 0.19 412 0.000%**
Levels)
Narrative 0.15 3.4 0.001**

R?=10.61 (61% variance in engagement explained)

Observation: Gamification explains a significant portion of customer engagement, with progress tracking emerging as
the most powerful predictor.

Mediation Analysis (SEM)

Using Structural Equation Modeling, Intrinsic Motivation was found to mediate the relationship between gamification
features and engagement.

o  Progress — Intrinsic Motivation — Engagement (indirect effect significant, f = 0.22, p < 0.001)

e Social Features — Relatedness — Engagement (f = 0.18, p <0.01)
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Figure 1: Conceptual Model of Gamification and Engagement
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Figure 2: Structural Equation Model

Ilustration: Gamification features positively influence engagement via motivation, with stronger effects in education and
fitness than finance.
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Figure 3: Comparative Engagement Levels Across Sectors
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Observation: Fitness apps report the highest engagement, followed by education, while financial services lag due to privacy
and risk factors.
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Interpretation of Findings

1. Progress Tracking is the most universal driver of engagement across all three sectors.

2. Challenges & Quests are especially effective in fitness apps where users thrive on competition.
3. Narrative works best in education where storylines and context enhance learning.
4

Social Features are double-edged: strong for fitness (community, competition), weaker in finance (privacy
concerns).

5. Intrinsic Motivation plays a central mediating role — gamification works best when users feel autonomy,
competence, and social connectedness.

Contributions
Theoretical Contributions

e A cross-sector model explicating which gamification mechanics translate into which engagement dimensions
and why (mediators).

e Extension of SDT and SOR into cross-domain gamification research.
Practical Contributions
e A taxonomy of gamification strategies ranked by expected effectiveness per sector.

e Design guidelines for practitioners to craft ethical gamification that balances engagement with user autonomy
and privacy.

e  Measurement toolkit (validated scales) for product teams and researchers to evaluate gamification impact.
Managerial and Ethical Considerations

e Ethics & Manipulation: Designers should avoid dark patterns; gamification must respect autonomy and not
exploit vulnerabilities (e.g., gambling-like loops).

e  Privacy: Particularly in financial services, social and sharing features require careful consent design and
anonymization.

e  Personalization: Tailor mechanics to user goals learning outcomes, health improvement, or financial wellbeing
rather than engagement for its own sake.

e Sustainability: Use long-term metrics (retention, behaviour change) over vanity KPIs.
Limitations and Future Research
e Cross-sectional survey designs limit causal inference; experiments and longitudinal studies are recommended.
e  Cultural factors may influence gamification efficacy cross-cultural replication is needed.
e Rapid platform changes and evolving game mechanics mean findings may need periodic updating.
Conclusion

Gamification provides a robust framework for enhancing user engagement across diverse sectors such as education, fitness,
and financial services. Its effectiveness, however, is not universal and relies heavily on the careful selection of gamification
mechanics, ensuring that they are aligned with the specific needs and motivations of users, and designed with ethical
considerations in mind. This research proposal outlines a comprehensive, mixed-methods approach that combines
quantitative analysis with qualitative insights, aiming to generate actionable and theory-driven findings. The results are
expected to offer practical guidance for practitioners seeking to implement gamification strategies effectively, while also
contributing to the academic understanding of how motivational elements influence engagement across different service
contexts. Ultimately, this study underscores the potential of gamification as a strategic tool, provided it is thoughtfully
designed and contextually applied.
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