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ABSTRACT

The rapid development of e-commerce has prompted online platforms to adopt gamified reward systems as an
effective marketing strategy to attract and retain consumers. Gamified features such as loyalty points, badges,
challenges and rewards are increasingly being used to enhance the user shopping experience and stimulate
purchasing intent. However, existing research has yielded inconsistent conclusions regarding the factors
influencing consumer purchasing intent on gamified e-commerce platforms. Consequently, this review aims to
explore the relationship between three factors which are perceived value of rewards, interaction with gamified
features and perceived fairness of the reward system with purchase intention. Based on a review of the existing
literature, this paper argues that these three factors play a significant role in shaping consumer purchase intention.
The review contributes to a deeper understanding of existing research and provides practical guidance for
researchers and e-commerce practitioners in designing more effective gamified reward systems to enhance
consumer purchase intention.

Keywords: Gamified Reward Systems, Purchase Intention, Perceived Value of Rewards, Interaction with
Gamification Features, Perceived Fairness of Reward Systems

INTRODUCTION

Rapid advances in digital technology have significantly transformed consumer shopping behavior while
propelling e-commerce to become one of the world’s most rapidly growing industries (Statista, 2025). In Malaysia,
the rise in smartphone penetration, improved internet accessibility and the widespread adoption of digital payment
systems have collectively driven the rapid development of e-commerce platforms. These developments have
enabled consumers to purchase goods and services conveniently without constraints of time or location (Statistics
Malaysia, 2024). As competition among e-commerce platforms intensifies, businesses are increasingly adopting
innovative marketing strategies to attract consumers, enhance customer engagement and encourage repeat
purchases (Ting et al., 2022; Xi and Hamari, 2020).

The most common strategy adopted by e-commerce platforms is the implementation of gamified reward systems
(Hofacker et al., 2016). Gamification refers to the use of game design elements such as points, badges,
leaderboards, challenges and rewards in non-game contexts to motivate users and encourage desired behaviors
(Hamari et al., 2014). Many leading e-commerce platforms have integrated gamified reward systems into their
applications to create an enjoyable shopping experience while enhancing customer engagement and purchase
intent (Tobon et al., 2020). Existing research indicates that gamification can positively influence consumers’
attitudes, engagement and behavioral intentions by enhancing the interactivity and enjoyment of online shopping
(Koivisto & Hamari, 2019; Xi & Hamari, 2020).
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Although gamified reward systems are becoming increasingly prevalent, consumers’ willingness to purchase is
still influenced by a variety of psychological and behavioral factors (Xi & Hamari, 2020). Notably, the perceived
value of rewards, interaction with gamified features and perceived fairness of the reward system have received
extensive attention in recent research (Pefia-Garcia et al., 2020; Chiu et al., 2021; Wang et al., 2022). When
consumers perceive the offered rewards as valuable, actively engage with gamified features and trust that the
reward system is fair and transparent, they are more likely to purchase products (Pefia-Garcia et al., 2020; Chiu
et al., 2021; Wang et al., 2022). However, previous studies have primarily examined these variables in isolation
and rarely have systematically explored their combined impact on purchase intention in the context of e-
commerce gamified reward systems, especially targeting young adults (e.g., Gouw et al., 2024).

Therefore, this review aims to synthesize existing research on the relationship between the perceived value of
rewards, interaction with gamified features, the perceived fairness of reward systems and purchase intention.
Based on a review of previous empirical studies, this paper provides a comprehensive explanation of these
variables and highlights their crucial role in designing effective gamified reward systems (e.g., Koivisto & Hamari,
2019; Tobon et al., 2020). The findings of this review are expected to provide valuable insights for researchers
and e-commerce practitioners, while also serving as a reference for future research in the fields of digital
marketing and consumer behavior.

LITERATURE REVIEW

Purchase Intention

In consumer behavior research, purchase intention is often used as a key indicator to measure consumer behavioral
responses and future purchasing decisions (Ajzen, 1991; Morwitz et al., 2007). In an e-commerce context,
purchase intention may be influenced by factors such as consumers’ perceptions, attitudes, experiences and
interactions with online platforms (Pefia-Garcia et al., 2020). Purchase intention refers to the likelihood or
willingness of a consumer to purchase a particular product or service in the future (Fishbein & Ajzen, 1975;
Zeithaml, 1988).

The intensifying competition in online shopping makes understanding the factors that influence consumer
purchase intention particularly important for e-commerce businesses seeking to attract and retain customers
(Grewal et al., 2020). Previous studies have examined various factors that may influence purchase intention in
digital and e-commerce environments (e.g., Hajli, 2014; Gefen et al., 2003; Tobon et al., 2020). Pena-Garcia et
al. (2020) found that consumer attitudes and self-efficacy are positively correlated with online purchase intention,
highlighting the importance of consumers’ perceptions and confidence in online shopping. Similarly, perceived
value is also regarded as a key factor shaping consumer behavioral intentions, as consumers are more likely to
make a purchase when they perceive the benefits they receive to be worth the cost incurred (Chiu et al., 2021).
These findings suggest that purchase intention is influenced not only by factors related to the product itself but
also by consumers’ holistic evaluation of the overall online shopping experience (e.g., Lemon & Verhoef, 2016;
Rose et al., 2012).

Perceived Value of Rewards

Perceived value refers to the overall evaluation formed by consumers after weighing the benefits derived from a

product, service or experience against the costs or sacrifices required. It implies that when the benefits exceed the
costs incurred, consumers tend to perceive higher value (Zeithaml, 1988). In consumer behavior research,
perceived value is widely regarded as a multidimensional concept encompassing value and quality dimensions,
emotional dimensions and social dimensions (Sweeney & Soutar, 2001; Han et al., 2020). Therefore, perceived
value plays a critical role in shaping consumer attitudes and subsequent behavioral intentions in digital contexts
(Gouw et al., 2024; Tumewu et al., 2021).
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In the context of gamified reward systems, the perceived value of rewards refers to the extent to which consumers
believe the rewards offered by e-commerce platforms are useful, beneficial, enjoyable or worth obtaining (Xi &
Hamari, 2020). Rewards such as discounts, coupons, loyalty points, cashback and exclusive benefits can provide
consumers with functional, economic and hedonic value (Lim et al., 2023). Existing research indicates that
perceived value can positively influence consumers’ behavioral intentions because valuable benefits enhance
consumers’ overall evaluation of the shopping experience (Chiu et al., 2021). Therefore, when consumers perceive
gamified rewards as valuable and beneficial, they are more likely to develop a positive intention to purchase
products on that platform (Gouw et al., 2024; Nystrom et al., 2022).

Interaction with Gamification Features

Gamification is increasingly being used to encourage user engagement and create more compelling digital
experiences (Xi & Hamari, 2020). Interaction with gamification features refers to the extent to which users
actively engage with and participate in game-related elements in nongaming contexts (Sailer et al., 2017). In the
e-commerce sector, these features may include challenges, achievement systems, social interactions, competitive
mechanisms and immersive experiences (Lim et al., 2023). When interacting with gamified features, consumers
tend to spend more time on e-commerce platforms and become more deeply immersed in the shopping process
(Deng et al., 2023). Xi and Hamari (2020) categorized gamification experiences into different dimensions based
on achievement-related, social-related and immersion-related features, which can influence user engagement and
experience. Achievement-related features encourage users to complete goals and earn rewards. Social-related
features promote interaction and competition among users, while immersion-related features provide enjoyable
and engaging experiences that allow users to deeply immerse themselves in the digital environment (Tandon et
al., 2021). These features collectively enhance consumer engagement and create a positive shopping experience,
which in turn fosters positive behavioral intentions among consumers in e-commerce contexts (Deng et al., 2023;
Gouw et al., 2024).

Perceived Fairness of Reward Systems

Fairness is a key factor in shaping consumers’ trust in and evaluation of an organization. It is particularly important
when consumers need to participate in systems involving rewards or benefits. Colquitt (2001) defined perceived
fairness as consumers’ overall judgment of whether the treatment, procedures, outcomes and information provided
by an organization are fair and reasonable. In addition, Colquitt (2001) conceptualized organizational fairness as
four dimensions including procedural fairness, distributive fairness, interpersonal fairness and informational
fairness. These dimensions provide a solid theoretical foundation for understanding how individuals evaluate
fairness in diverse digital and consumer contexts (Srivastava et al., 2023).

In the context of gamified reward systems, perceived fairness of the reward system refers to consumers’
assessment of whether the process of earning and redeeming rewards is fair, transparent and consistent.
Consumers evaluate whether rewards are distributed fairly, whether the rules for earning rewards are reasonable,
whether they are treated with respect and whether they have received sufficient information about the system
(Colquitt, 2001; Srivastava et al., 2023). When consumers perceive a rewards system as fair, they are more likely
to place greater trust in e-commerce platforms and provide positive evaluations. Conversely, perceived unfairness
undermines consumer trust and willingness to participate (Shin & Shin, 2021). Hence, fairness is a critical design
consideration when implementing gamified rewards systems aimed at fostering positive consumer responses
(Deng et al., 2023)

Based on the literature review above, the proposed conceptual framework is shown in Figure 1 below.
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Figure 1: Conceptual Framework of the Study

Figure 1 presents the conceptual framework proposed in this study, which links the perceived value of rewards,
interaction with gamification features and perceived fairness of the reward system to consumers’ purchase
intentions on gamified e-commerce platforms. This framework is constructed based on the theoretical
relationships identified in the reviewed literature and lays the foundation for the formulation of three research
hypotheses.

In this study, the perceived fairness of reward systems is conceptualized as an independent variable that directly
influences consumers’ purchase intentions. This positioning assumes that consumers’ perceptions of fairness in
reward allocation, procedures, interpersonal treatment and information can independently shape their evaluations
of e-commerce platforms and their purchase intentions. Although perceived fairness may potentially moderate
the effects of reward value or gamified interactions on purchase intention, examining its moderating or mediating
role falls outside the scope of this conceptual paper. Therefore, within the framework proposed in this paper,
perceived fairness is positioned as a direct predictor of purchase intention.

Hypotheses Development
Perceived Value of Rewards and Purchase Intention

In a gamified e-commerce context, when consumers perceive rewards as valuable, useful and beneficial, their
overall evaluation of the platform may improve, thereby encouraging them to make future purchases (Chiu et al.,
2021; Gouw et al., 2024). This indicates that, perceived value plays a significant role in shaping consumers’
evaluations of products and services (Zeithaml, 1988; Sweeney & Soutar, 2001). Existing research also indicates
that perceived value is positively correlated with consumer behavioural responses in digital commercial
environments (Sweeney and Soutar, 2001; Gouw et al., 2024). Therefore, this study posits that the higher the
perceived value of gamified rewards, the stronger the consumers’ willingness to purchase.

H_1: Perceived value of rewards positively influences purchase intention.
Interaction with Gamification Features and Purchase Intention

Interaction with gamified features can enhance consumer engagement with e-commerce platforms by providing
a sense of achievement, social interaction and immersion (Xi & Hamari, 2020; Sailer et al., 2017). When
consumers actively participate in gamified activities such as completing challenges, competing with others or
experiencing personalised game features, they are likely to spend more time interacting on the platform and
develop more positive behavioural intentions (Deng et al., 2023; Tandon et al., 2021). Existing research has shown
that gamification can boost user engagement and influence consumers’ behavioural responses in digital
environments (Xi and Hamari, 2020; Deng et al., 2023). Consequently, the higher the level of interaction with
gamification features, the greater the expected enhancement of consumers’ willingness to purchase.
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H_2: Interaction with gamification features positively influences purchase intention.
Perceived Fairness of Reward Systems and Purchase Intention

Perceived fairness influences consumers’ evaluations of reward systems and their responses to the platform
(Colquitt, 2001). When consumers perceive the distribution of rewards, procedures, interpersonal treatment and
information to be fair and transparent, they are likely to develop greater trust in the platform and adopt a more
positive attitude towards it (Colquitt, 2001; Srivastava et al., 2023). Conversely, perceived unfairness may
undermine consumers’ willingness to participate in the reward system and to make purchases via the platform
(Shin & Shin, 2021). Previous research on fairness and gamified or digital reward environments supports the
importance of fair reward practices in shaping consumer responses (Colquitt, 2001; Srivastava et al., 2023).
Therefore, this study posits that the higher the perceived fairness of a reward system, the stronger the consumer’s
willingness to purchase.

H_3: Perceived fairness of reward systems positively influences purchase intention.
Method

This conceptual paper examines the relationships between gamified reward systems and consumer purchase
intention in e-commerce contexts from a theoretical perspective. This study employs a structured literature search
strategy to identify and synthesize existing academic literature related to gamification, perceived value, consumer
interaction, perceived fairness and purchase intention.

Relevant literature was retrieved from academic databases such as Scopus, Web of Science and ScienceDirect.
The search utilized combinations of keywords, including ‘gamification’ combined with ‘e-commerce’ and
‘purchase intention’, ‘gamified reward systems’ combined with ‘perceived value’, ‘gamification’ combined with
‘consumer interaction’, and ‘gamification’ combined with ‘perceived fairness’.

Study inclusion criteria were research examining gamification or gamified reward systems in digital environments,
online platforms or e-commerce contexts that provided theoretical or empirical evidence relating to consumer
perceptions, engagement or behavioral intentions. Priority was given to articles published in peer-reviewed
journals that directly contribute to the conceptual relationships proposed in this paper, as well as established
theoretical or empirical studies. Studies unrelated to e-commerce, gamification, consumer behavior or the
constructs examined in this research are excluded. Similarly, duplicate literature and materials lacking sufficient
theoretical or empirical relevance are excluded.

The selected literature was synthesized thematically based on four key constructs which are perceived value of
rewards, interaction with gamification features, perceived fairness of the reward system and purchase intention.
The findings of the reviewed studies were compared and integrated to identify the theoretical relationships
between these constructs, and a conceptual framework and research hypotheses were developed accordingly.

Measurement and Operationalization of Constructs
Purchase Intention

Purchase intention is operationalized as the dependent variable, representing consumers’ future willingness and
likelihood to make purchases from e-commerce platforms that offer gamified reward systems. In future empirical
research, this can be assessed using multiple measurement items designed to gauge purchase intention, likelihood
and willingness (Fishbein & Ajzen, 1975; Zeithaml, 1988). These items may be adapted from existing, well-
established scales such as those used in the study by Pefia-Garcia et al. (2020).
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Perceived Value of Rewards Measurement

In this conceptual paper, perceived value is operationally defined based on the multidimensional perceived value
framework proposed by Sweeney and Soutar (2001), encompassing four dimensions which are price value,
quality value, emotional value and social value. These dimensions capture, respectively, consumers’ perceptions
of the economic benefits, quality and utility, emotional benefits and social benefits associated with gamified
rewards. In this manner, perceived value of rewards refers to consumers’ overall assessment of the benefits derived
from gamified rewards relative to the effort required to obtain them (Zeithaml, 1988; Xi & Hamari, 2020).

Table 1

Operationalization of Perceived Value of Rewards

Construct Dimensions Potential Indicators
Perceived Value of Rewards | Price Value Cost-effectiveness, economic benefits, value relative to effort
Quality Value Quality, usefulness, reliability of rewards

Emotional Value | Enjoyment, excitement, positive feelings

Social Value Social approval, social benefits, social interaction

Interaction with Gamification Features

Interaction with gamification features refers to the extent to which consumers actively engage with and participate
in gamification elements embedded within e-commerce platforms (Sailer et al., 2017; Xi & Hamari, 2020). In the
present conceptual paper, this construct is operationally defined based on the three-dimensional framework
proposed by Xi and Hamari (2020), encompassing characteristics across three dimensions related to achievement,
social interaction and immersion. Potential measures include participating in challenging activities, using points
and badges, engaging in competition and social interaction and experiencing personalized or immersive gamified
content.

Table 2

Operationalization of Interaction with Gamification Features

Construct Dimensions Potential Indicators

Interaction with | Achievement-related | Points, badges, levels, leaderboards, challenges

Gamification Features

Features
Social-related Competition, cooperation, social networking
Features
Immersion-related Customization, avatars, narrative or story
Features
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Perceived Fairness of Reward Systems

Perceived fairness in a reward system refers to consumers’ overall assessment of whether the distribution,
procedures, interpersonal treatment and information relating to gamified rewards are fair and reasonable (Colquitt,
2001). In this conceptual paper, perceived fairness is operationally defined based on Colquitt’s (2001) four-
dimensional framework of organizational justice, encompassing the four dimensions of procedural fairness,
distributive fairness, interpersonal fairness and informational fairness.

Table 3

Operationalization of Perceived Fairness of Reward Systems

Construct Dimensions Potential Indicators

Perceived Fairness | Procedural Justice Consistency, unbiased procedures, transparency,
opportunity to appeal

Distributive Justice Rewards reflect effort, contribution and
appropriate outcomes

Interpersonal Justice | Polite, respectful and dignified treatment

Informational Justice | Honest, clear, reasonable and timely information

CONCLUSION AND DISCUSSION

This conceptual paper reviews the relationships among perceived value of rewards, interaction with gamification
features, perceived fairness of reward systems and purchase intention in e-commerce contexts (Deng et al., 2023;
Gouw et al., 2024). Based on the literature review, consumers’ perceptions of reward value, the extent of their
interaction with gamified features and their perceptions of fairness all play significant roles in shaping purchase
intention (Lim et al., 2023). The perceived value of rewards can provide multiple benefits across price, quality,
emotional and social dimensions (Sweeney & Soutar, 2001; Han et al., 2020), while attractive gamification
features encourage consumers to engage more actively with e-commerce platforms (Xi & Hamari, 2020; Tandon
etal.,2021). At the same time, perceived fairness of reward systems helps reinforce positive consumer perceptions
and foster favorable reactions toward the platform (Colquitt, 2001; Srivastava et al., 2023). In summary, the
literature review indicates that these three factors are critical dimensions that must be considered when
understanding consumer purchase intention in gamified e-commerce environments (Gouw et al., 2024). From a
practical perspective, e-commerce platforms should design reward systems that provide meaningful value,
encourage active consumer engagement through achievement, social and immersion-related features, and
maintain a fair and transparent reward process (Deng et al., 2023; Tandon et al., 2021). These management
practices help businesses create more attractive shopping experiences and foster consumer purchase intent (Gouw
et al.,, 2024). From a theoretical perspective, this conceptual paper contributes to the existing literature by
integrating perceived value of rewards, interaction with gamification features and perceived fairness of reward
systems into a single conceptual framework, thereby providing a more comprehensive perspective for
understanding purchase intention in gamified e-commerce environments (Lim et al., 2023). The proposed
framework can also serve as a useful reference for future researchers and e-commerce practitioners interested in
consumer behavior and gamification. In this conceptual framework, the perceived fairness of reward systems is
positioned as an independent variable that directly influences consumers’ purchase intentions. Although perceived
fairness may serve as a moderating or mediating variable in future empirical research, an examination of its
moderating or mediating effects falls outside the scope of this conceptual paper. Consequently, this framework
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focuses solely on its direct relationship with purchase intention. Further research may examine whether perceived
fairness enhances, weakens or mediates the relationship between gamification-related factors and purchase
intention.
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