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Abstract 
With the increase of online shoppers in Malaysia, many e-commerce platforms are trying to 
increase their customers’ online purchase intention. Hence, this study posits that gamification 
can influence the consumers’ online purchase intention. In this study, gamification will be 
classified as multidimensional and distinct factors i.e., reward giving as an economic-related 
gamification factor and level upgrading as the achievement-related gamification factor which 
will be guided by the Stimulus-Organism-Response (S-O-R) model. In specific, this research 
expanded the S-O-R model by introducing gamification as potential factors that could 
promote perceived enjoyment. Concurrently, this study will also uncover the moderating role 
of impulse buying tendency (IBT) that could further explain the nature of the relationship 
between perceived enjoyment and online purchase intention. This research hopes to help 
companies to have a better understanding and serve as a good guideline for managers, online 
sellers, system developers to re-think about the overall architecture of their e-commerce 
platform and to also focus on the importance of consumers’ trait. 
Keywords: Gamification, Stimulus-Organism-Response (S-O-R) Model, Perceived Enjoyment, 
Online Purchase Intention, Impulse Buying Tendency 
 
Introduction  
Aligned with the booming of Malaysian online shoppers, more e-commerce players are 
setting foot into Malaysia to be the key player for online shopping market such as Shopee, 
Lazada, eBay, Lelong.my, ezbuy and many more. Through the emergence of all the e-
commerce platforms, fierce business competition arises among them. As such, each platform 
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will try to differentiate themselves to create a better competitive advantage which separates 
them from one another (Ibrahim et al., 2020). 

There are tons of key elements that a platform can use or improve to better serve its 
user such as information sharing Bugshan & Attar (2020), navigation and user interface 
Ehikioya & Guillemot (2020), security Ardiansah et al (2020), pleasure Hurriyati et al (2020) 
and many more. As such, a better e-commerce platform will increase a customer positive 
intention to buy (Bugshan & Attar, 2020; Hurriyati et al., 2020). 

One of the uprising strategies that are getting the attention of e-commerce players to 
engage with consumers is by embedding gamification elements in their e- commerce 
platforms. There was lots of research that has been conducted to apply the gamification 
strategy to different kinds of fields. For example, educational gamification has been proven 
to not only improve academic achievement but also improve student’s motivation and 
engagement (Manzano-León et al., 2021). Aside, Ofosu-Ampong (2020) has further proved 
that with the help and proper understanding of gamification element towards education, a 
successful and effective result can be achieved. 

As such, there is an increase of interest and research to prove that the gamification 
elements will be able to help e-commerce players to attract more customers to buy their 
product. Al-Zyoud (2021) has found that by incorporating the gamification element, consumer 
loyalty will increase which later improves consumer purchase intention. 

On top of that it is also proven that by implementing gamification in e-commerce 
platforms, various positive reaction from the consumers can be achieved such as perceived 
enjoyment and perceived ease of use (Raman, 2020), consumer brand engagement (Tseng et 
al., 2021) and many more. In other words, when it comes to the developing of e-commerce 
platforms, gamification elements can be considered to improve positive reaction of consumer 
towards the e-commerce platform. 
 
Literature Review 
Online Purchase Intention 
Online purchase intention is the desire of a consumer to buy a particular product or service 
within a given time in an e-commerce platform (Naseri, 2021). In other words, it is a degree 
of willingness of an individual to perform a specific behavior (e.g., purchase a product) or 
deciding to buy a product or service virtually via existing e-commerce platforms (e.g., Shopee 
and Lazada). 

There are many factors that could affect a consumer to purchase a product online. For 
example, brand loyalty has a significant affect towards purchase intention (Dülek & Aydin, 
2020). It is believed that consumers tend to buy products from the brand that they have 
continuously used or familiar with rather than the competing brand. On top of that, with the 
rising of virtual purchases, many platforms have started to venture out by introducing live 
video streaming. Many profound research have proven that by introducing a trustworthy 
streaming site, it could positively affect the online purchase intention among consumers 
(Zhang et al., 2021). 
 
Gamification 
Gamification can be defined as the use of game design elements in a non-gaming context 
which could improve experience, engagement, and desirable actions (Deterding et al., 2011). 
In other words, gamification is when we apply some part of the game elements into an 
unrelated gaming context such as education, health, finance and many more. When it comes 
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to different applications of gamification, it is very important to consider which elements are 
suitable to it. For instance, when it comes to applying gamification elements onto e-
commerce platforms, gamification could be further divided into two major categories which 
are economics-related gamification and achievement-related gamification (Zhang et al., 
2021). 
 
Economic-Related Gamification (Rewards Giving) 
Economic-related gamification is related to game elements that could give financial benefits 
to the consumers. In other words, when we categorized the game elements, we need to 
consider whether it could help in the financial aspect of the consumers or not (Zhang et al., 
2021). For example, rewards, bonuses, and resources are considered as gamification 
elements that are economic-related (Hwang & Choi, 2019). In this research, rewards giving 
was focused on. Rewards can be defined as the benefits that come from completing a task, 
performing a job, providing a service and many more (Jeni et al., 2020). By giving rewards to 
an individual upon completing a task, it could motivate them to do better and to engage more 
which in return will develop a positive behavior or attitude. 
 
Achievement-Related Gamification (Level Upgrading) 
Level upgrading or levelling mechanism are one of the gamification elements that allows a 
user to increase their status or conditions to a better version of it (Ray et al., 2021). In other 
words, once a threshold has been passed via completing a series of specified tasks, a level can 
be increased. In the gaming context, level upgrading is considered as one of the most 
important elements (Yang et al., 2020). Normally, level upgrading will come with its on perks 
such as greater rewards, greater experience and many more. This is important to increase the 
engagement with a user, an appropriate mechanism is needed. 

The levelling up mechanism is considered as one of the most important elements when 
it comes to the development of games. The same can be applied when we want to implement 
gamification onto e-commerce platforms. This is because through this mechanism, a player 
will have the potential or possibility to achieve a satisfying gaming experience, pleasure, and 
enjoyment (Lee et al., 2021). 

 
Perceived Enjoyment 
There is quite a few research that has been conducted to show how a person’s intention to 
use or to act upon something can be significantly affected by perceived enjoyment. For 
example, there are significant relationship of perceived enjoyment towards intention to shop 
online Ramayah & Ignatius (2005), intention to use technology for teaching Teo & Noyes 
(2011) repurchasing and revisiting an Airbnb So et al (2021) and many more. 

On top of that further studies have shown how perceived enjoyment plays a major 
role in producing a desirable response, especially when it comes to the involvement of 
gamification. One study has found out that respondent would be more attentive and will 
enjoy their time when filling a survey if it has the element of games incorporated into it 
(Triantoro et al., 2020). Generally, when it comes to online surveys, it tends to be monotonous 
in nature which will lessen the attention and motivation of respondents. Hence, by 
incorporating the gamifications onto the surveys, it has the potential to increase the level of 
enjoyment and attention while filling the surveys. 
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Economic-Related Gamification (Rewards Giving) and Perceived Enjoyment 
Rewards are considered as “financial benefits” which have the potential to improve the 
consumers’ fun experience (Hwang & Choi, 2021). Specifically, in the e-commerce context, 
rewards giving are classified as an economic-related gamification mechanism which in return 
will affect the consumer’s perceived enjoyment from online shopping (Hwang & Choi, 2021). 
It is believed from past year studies that economic-related gamification mechanism could 
trigger positive reaction (i.e., enjoyment) through incentives and rewards such as coins, 
vouchers, discounts and many more (Zhang et al., 2021).  

Based on the paper review on past year research, three elements of gamification have 
been widely studied which are rewards, badges/level, and leaderboard which rewards being 
the most studied elements (Azmi et al., 2021). This is because rewards would influence the 
psychological and motivational aspects of a consumer such as feeling happy which later could 
result in not only, they will buy the products online but also repeat their purchase. Indirectly 
increase their loyalty towards the e-commerce platforms. Specifically, when the rewards 
received are in the forms of vouchers, points, or discount which consumer could use to 
redeem it to buy products in a cheaper price. This could give financial benefit to the 
consumers. Hence, rewards giving being categorized as economic-related gamification. 

To further support this claim, further investigation was conducted on how virtual 
rewards could affect the players overall experience such as enjoyment, presence-immersion, 
competence, tension, and effort Johnson et al (2018) which found that rewards play a 
significant role in the player’s experience which relate to their enjoyment, effort, and 
presence-immersion. That is to say that players will be able to enjoy their time and feel happy 
when they are given rewards upon completing a task. Once they are in a state of happiness, 
they reflect it with a more desirable course of action. 

Hence, it is believed that when a consumer receives rewards such as points, vouchers, 
and discounts from completing a pre-designed task, they will have a pleasant experience 
which they will feel happy, and they will enjoy their time while browsing the e-commerce 
platform. Thus, the following hypothesis can be proposed: 
 
H1: There is a positive relationship between rewards giving on perceived enjoyment. 
 
Achievement-Related Gamification (Level Upgrading) and Perceived Enjoyment 
In contrast to rewards giving, level upgrading is considered as an achievement- related 
gamification mechanism (Zhang et al., 2021). This is due to the nature of levelling mechanism 
itself which refers to the degree of which a gamified e-commerce platform enables the 
consumer to increase their sense of accomplishment and achievement after completing a pre-
designed task (Xi & Hamari, 2020). In other words, when a consumer uses the e-commerce 
platforms and when they can complete a certain task, they will have a chance to level up. This 
in return will make the consumer to feel happy and feel a sense of achievement. 

Numerous empirical findings have suggested that higher hedonic (e.g., pleasure, enjoy, 
fun) perception can be achieved with the levelling system across different domains in the 
world. For example, it is indicated that people tend to compare themselves with others in 
terms of achievement, level, scores which in turn challenges them to do better than their 
peers (Lu & Ho, 2020). They further explained that when individuals can achieve the targeted 
goals, this could further fulfill their pleasure and sense of fun. 

Another interesting view that could be taken into consideration is that when developers 
develop a game, they will be generous to players in the sense that they will encourage players 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 4 , No. 1, 2024, E-ISSN: 2222-6990 © 2024 
 

1547 
 

to level up (Reynolds, 2021). This is because they know that when players level up, it means 
that they are really playing it and the possibility for them to spend will increase. Eventually, it 
will become a habit and players will be happy to spend more. Hence, with the help of level up 
mechanism, user tend to spend and remain happy. 

In conclusion, through level upgrading, a positive reaction from the consumers can be 
achieved. Specifically, in this research, it is believed that when a consumer has the ability level 
up to the next level, they will feel happy. This is because they feel like they have achieved or 
accomplished something which will make their experience an enjoyable experience. Aside, it 
is worth to mention that by leveling up, they could get better rewards proportionate to the 
level. Thus, the following hypothesis can be proposed: 

 
H2: There is a positive relationship between levels upgrading on perceived enjoyment. 
 
Perceived Enjoyment and Online Purchase Intention 
When a consumer has a pleasant experience or they enjoy themselves during the process of 
online shopping, the likelihood to purchase a product or services increases (Suki & Suki, 2007). 
This is further supported by Won & Kim (2020) which found that hedonic shoppers tend to 
enjoy shopping and purchase a product more compared to the others. 

As such, when a consumer is happy, positive behavior can be achieved. It is important 
to consider one’s feelings when it comes to getting a desirable outcome. Entertainment and 
enjoyment are essential elements in online shopping (Kamis & Ramlee, 2021). Especially, with 
the increase in e-commerce players, the need to differentiate themselves from a competitor 
is compulsory. Those who can grab the attention of customers will be one step ahead in the 
competition. Numerous research has proven that one factor that marketers can consider in 
grabbing the attention of customers is through the hedonic elements (Kamis and Ramlee, 
2021). 

Overall, it can be concluded that perceived enjoyment has a positive affect towards 
online purchase intention. Specifically, in this research, it is believed that when consumers 
feel happy or having fun while browsing and searching e-commerce platforms, their intention 
to buy a product increases. Thus, the following hypothesis can be proposed: 
 
H3: There is a positive relationship between perceived enjoyments on online purchase 
intention. 
 
Impulse Buying Tendency (IBT) as Moderator 
Impulse buying tendency or impulsiveness are considered as the degree or possibility of an 
individual action in buying a product or service without having the intention to buy (Ozer & 
Gultekin, 2015). There are three major traits that can be found in an impulse buyer which are 
desire for pleasure, lack of self-control and need to impress others (Mendenhall, 2014). This 
characteristic could further explain the nature of consumers with impulse buying tendency.  

There are many profound findings which have shown that a person’s trait is important 
in evaluating a person’s action or intention. For example, research has found out that there 
is a positive and significant relationship between impulse buying tendency, shopping 
enjoyment tendency, materialism and product attributes towards a person behavior or 
intention to buy a product (Atulkar & Kesari, 2018). 

On top of that, it was also found that consumers who frequently carry out impulse 
buying are influenced by their shopping emotions (Destari et al., 2020). They believe that the 
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greater the shopping emotions exude by the consumers, the higher the probability that they 
will buy things in the e-commerce platforms. Shopping emotions are basically the mood of 
the consumers which determines the intensity of their decision making (Destari et al., 2020). 
In other words, a decision made by consumers is based on the mood that they show at that 
time. Hence, when positive shopping emotion such as enjoyment is present, they are more 
likely to buy a product immediately and without a plan. 

Overall, based on the previous studies, it was considered that impulse buying tendency 
to moderate the relationship between perceived enjoyment and online purchase intention. 
Specifically, in this research, it was believed that consumers with higher impulse buying 
tendency will be more likely to purchase a products or services using the e-commerce 
platforms as compared to those with lower impulse buying tendency. Thus, the following 
hypothesis was proposed: 
 
H4: The relationship of perceived enjoyment and online purchase intention is stronger for 
consumer with higher impulse buying tendency. 
 
Stimulus-Organism-Response (S-O-R) Model 
The Stimulus-Organism-Response (S-O-R) model was originally introduced by Mehrabian and 
Russel in 1974 which was derived from the Stimulus-Response (S-R) theory (Shao, 1921). This 
model explains that when there is an external and environmental trigger (stimulus), an 
emotional reaction will happen either cognitive, normative, or affective reactions (organism) 
which will result in behavioral outcomes or reactions (response). This model has been widely 
used and proven to be suitable when it comes to investigating and understanding the reason 
behind a person’s behavior or reaction (Zhang et al., 2021; Lee & Chen, 2021). Similarly, in 
this research, S-O-R model was used to understand the relationship between IV, DV and 
moderator. Specifically, this S-O-R model was used in the context of e-commerce platforms. 
 

 

Figure 1.  The Proposed Conceptual Framework 
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Research Methodology 
Sampling Procedure  
In this study, non-probability sampling was used. Specifically, the purposive sampling. 
Purposive sampling or judgment sampling is when a sample is selected based on the research 
criteria and researcher personal judgment on the research. Since this research will take into 
consideration those online shoppers who had at least 3 months of experiences using e-
commerce platform either Shopee or Lazada as the respondents, purposive sampling would 
be the best technique to be used. On top of that, purposive sampling is fast, low cost and 
convenience to be used. 
  
Population and Sample Size 
Based on Shukla (2020), population can be defined as a set or a group of people that possess 
the same characteristic of the variables involves in that research to which the result of the 
research can be generalized. Hence, data or information will be gathered or collected from a 
specific group or sample within the population. It is important to determine the suitable 
sample size when it comes to conducting research. 

On top of that, it is worth to note that a sample size is always less than the population 
size. Yamane (1967) has suggested a simplified formula to calculate a sample size (Israel, 
1992). However, to apply the formula, the population size was identified beforehand. Based 
on the survey done by Facebook and Bain and Co in their annual SYNC Southeast Asia report, 
there are approximately 22 million online consumers in Malaysia for the year 2021 (Vasantha 
Ganesan/The Edge Malaysia, 2021). Therefore, the following calculation shows the minimum 
number of sample size for Malaysia online shoppers. 

n = 
N 

1 + 𝑁 (𝑒)2 
 
 

n – Sample size 
N – Population size 
e – Acceptable sampling error 
* 95% confidence level and p = 0.5 are assumed 

 

n = 
22,000,000 

1 + 22,000,000 (0.05)2 
 

= 
22,000,000 

1 + 55,000 
 

= 
22,000,000 

55,001 
 

= 399.9927274 ≈ 400 
Thus, a total of 407 respondents were selected as a sample for the research. 
 
Measurement Scale 
All the instruments used in this research were adopted from previous research such as in Liu 
et al (2013); Hamari & Koivisto (2015); Tran (2020); Peña-García et al (2020); Liao et al (2021); 
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Zhang et al (2021) and were modified to suit the research model. The questionnaire has three 
main sections. In Section A, the questionnaire included the independent variables (rewards 
giving and level upgrading), dependent variables (perceived enjoyment and purchase 
intention) and the moderator variable (impulse buying tendency). 

Meanwhile in Section B, items are related to the respondent demographic background 
(gender, age, race, individual income level, frequency of online shopping, and type of 
products bought). The instruments were considered as itemized rating scale which use five 
Likert scales. The respondent was asked to choose their degree of agreement from strongly 
disagree (1) to strongly agree (5). 
 
Reward Giving 
1. Shopee and Lazada provide rewards such as coin and vouchers 
2. Shopee and Lazada provide rewards such points when I play the game 
3. The points will allow me to get better coins and vouchers 
4. Rewards is a popular incentive mechanism to encourage customers to use Shopee and 

Lazada 
 
Level Upgrading 
1. Shopee and Lazada allows me to increase my level inside the game once I complete 

the task 
2. Shopee and Lazada’s level-up mechanism encourages me to get higher stage or level 
3. Higher level can give better rewards in Shopee and Lazada 
 
Perceived Enjoyment 
1. I feel excited when browsing the products and playing the game in Shopee and Lazada 
2. Browsing the product and playing the game in Shopee and Lazada is fun 
3. Browsing and playing the game in Shopee and Lazada is interesting 
4. Overall, browsing products and playing the game in Shopee and Lazada brings me 

enjoyment 
 
Online Purchase Intention 
1. I have an intention to shop online 
2. I would like to recommend friends and family to shop online 
3. I currently shop online 
4. I will buy from an online platform in the future 
5. I prefer to shop online 
 
Impulse Buying Tendency 
1. I often buy things intuitively rather than deliberately 
2. “Buy now, think about it later” describes me 
3. As I browsed Shopee and Lazada, I had the urge to purchase item other than or in 

addition to my specific shopping goal 
4. Browsing Shopee and Lazada, I had a desire to buy items that did not pertain to my 

specific shopping goal 
5. While browsing Shopee and Lazada, I had the inclination to purchase items outside my 

specific shopping goal 
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Conclusions 
In conclusion, this study aims to identify the relationship between gamification and online 
purchase intention which a moderator of impulse buying tendency was also introduced to 
further explained the relationship. By underlining the gaps within the existing research, the 
problem statements and research objectives were identified. Subsequently, with the 
guidance of S-O-R model, the relationship between the variables can be further explained and 
identified. Hence, through this study, it is hoped that it will greatly be of helped to marketeer 
or relevant stakeholders to have a better understanding on how to best utilized gamification 
and to re-think about the overall architecture of their e-commerce platform and its content. 
On top of that, hopefully through this research, companies could use it as a guidance to attract 
more consumers by stressing the importance of consumer trait. 
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