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Gamification captured the attention of both marketing researchers and practitioners about a de-
cade ago. Despite the established conceptualization of gamification as a driver of intrinsic moti-
vation and a range of empirical research on the topic, there is still uncertainty about its place as
a marketing tool. Some researchers argue that gamification acts as a driver of customer engage-
ment, others consider it as an outcome of the process. Such dual nature raises the question of the
role which gamification plays in customer relationship management. This study aims to analyze
gamification through the lenses of customer engagement theory in order to identify the features
of the relationship between these concepts. To achieve that a bibliometric analysis was conducted
and the existing knowledge on the topic of customer engagement was systematized. The findings
were divided into four clusters and the content of those clusters was analyzed in details. Gami-
fication was compared with the key customer engagement practices. Which allowed to identify
four types of customers in terms of engagement in gamification: supporters, spectators, super
fans, and fun seekers. The proposed classification may be used by both academics and practitio-
ners for estimating potential outcomes of using gamification for engagement purposes among
different types of customers.

Keywords: gamification, customer engagement, brand engagement, bibliometric analysis, litera-
ture review.

INTRODUCTION

Gamification in marketing is considered as a tool for increasing customers’ motiva-
tion to engage in various promotional activities, loyalty programs or campaigns to raise a
brand awareness [Kim, Ahn, 2017; Koivisto, Hamari, 2019; Leclercq et al., 2020]. Research
aimed to identify overall effect of gamification on marketing activities usually brings con-
tradicting results. Some researchers state that gamification helps to overcome certain par-
ticipation barriers associated with long waiting for gratification [Kim, Ahn, 2017; Sailer
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etal., 2017]. Others argues that the effect gamification has on long-term relationship with
the brand is more dependent on the previous experience of winning or losing [Leclercq,
Hammedi, Poncin, 2018; Eisingerich et al., 2019]. The majority of researchers, however,
have come to an agreement that gamification is a tool which significantly benefits to rais-
ing customer engagement (CE) [Hogberg et al., 2019; Xi, Hamari, 2019].

At the same time, the existing research tests the effect from gamification on engage-
ment either in brand communities [Leclercq, Hammedi, Poncin, 2018; Ding, 2019], or
with the use of advergames [Yang, Asaad, Dwivedi, 2017]. In the first case it is difficult
to firmly conclude that gamification itself led to the result and not the dedication that
customers had to participate in the activities suggested by the favorite brand. In case of
advergaming the effect might be indeed related to the use of it, but there are still no clear
boundaries between different levels of gamification and, hence, understanding whether
the effect from intense advergaming will serve as a positive association with the brand
in the future, or it will attract customers for the sake of the game itself. In both situation
there is a certain ambiguity about the place of gamification among customer engage-
ment tools and the rationale to use it in different settings. This paper suggests that there
are two potential goals which gamification would allow to reach effectively if it is used as
an engagement tool: the value co-creation and continuous use of branded mobile apps.
To understand the effect gamification can have on the outcome the paper suggests first
to identify different levels of intensity in previous engagement of customers with the
brand and then to match it with the intensity of gamification itself. In order to do that
the paper presents a systematic literature analysis provided with the help of VOSviewer
1.6.16 software. The result of the analysis allows to outline the main areas of custom-
er engagement studies and, subsequently, compare those with key papers dedicated to
gamification research.

The paper is structured as following. Firstly, customer engagement literature is stud-
ied with the help of bibliometric analysis which allowed to define how main engagement
tools are related to each other and expected managerial outcomes. Secondly, the role of
gamification among various engagement tools is revealed. Finally, to showcase the close
relationship between customer engagement and gamification, the classification has been
proposed. This classification allows to assess the potential effect (or its absence) from in-
troducing the gamification with a purpose of customer engagement increase. In the final
section the paper presents conclusions and limitations of the study and also introduces
directions for a further discussion. The paper offers insights for academic researchers in-
terested in new ways of studying customer engagement or gamification in marketing, and
for managers who is seeking the best way to maximize results from gamification.

CUSTOMER ENGAGEMENT: A BIBLIOMETRIC ANALYSIS

Definition. Research dialog around the topic of customer engagement has inten-
sified about a decade ago as a response to a growing necessity for customer relation-
ship transformation in a changing environment [Van Doorn et al., 2010]. Even though
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the ability to engage consumers in relationships with the company, create and correctly
communicate value for them, has always been considered as one of the key indicators of
success [Van Doorn et al., 2010], the updated dynamics of consumer behavior, includ-
ing online, moved an importance of customer engagement to another level [Hollebeek,
Glynn, Brodie, 2014]. It is important to highlight that customer engagement research
provides different definitions for engagement itself, its behavioral manifestations (cus-
tomer engagement behaviors) and customer engagement in social media (Table 1).

Table 1. Overview of customer engagement conceptualizations

Customer engagement conceptualization

Type of
channel
Customer engagement Customer engagement behaviors
Customer engagement is an end stage of a Customer engagement behaviors
customer loyalty [Bowden, 2009] go beyond transactions and
may be specifically defined
Customer engagement consists of four as a customer’s behavioral

dimensions: absorption (cognitive), dedication | manifestations that have a brand

(emotional), vigor and interaction (behavioral) | or firm focus, beyond purchase,
[Brodie et al., 2011] resulting from motivational

drivers
[Van Doorn et al., 2010, p. 254]

Customer-brand engagement a psychological
state which encompass a proactive and
interactive customer relationship

[France, Merrilees, Miller, 2016]

Both online
and offline

Customer engagement is the mechanics of a
customer’s value addition to the firm, either
through direct (purchase) or/and indirect
(referrals, knowledge value, influence)
contribution

[Pansari, Kumar, 2017]

Social media engagement as the state that Digital customer engagement
reflects consumers’ positive individual practices — consumers’ online
dispositions towards the community and the behavioral manifestation of brand
focal brand as expressed through varying engagement that goes beyond
levels of affective, cognitive, and behavioral purchase

manifestations that go beyond exchange [Eigenraam et al., 2018]

situations [Dessart, 2017, p. 377]

Online or
digital

The table shows that researchers suggest considering the manifestation of customer
engagement as either behavior or a psychological state. To highlight its dual nature, it
has been proposed to operationalize customer engagement behavioral manifestation as
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direct, such as buying [Pansari, Kumar, 2017; Roy et al., 2018], and indirect, such as
Electronic word-of-mouth communication following brands on social media or act as a
brand ambassador [Eigenraam et al., 2018; Roy et al., 2018].

The duality of the nature of customer engagement and various application contexts
made certain results ambiguous and launched numerous reconceptualization attempts
(e.g., [Van Doorn et al., 2010; Hollebeek, Glynn, Brodie, 2014; Gupta, Pansari, Kumar,
2018; Kumar et al., 2019; Ng, Sweeney, Plewa, 2020; Obilo, Chefor, Saleh, 2021]). To sys-
tematize existing knowledge about the subject and understand the relationship between
outcomes of customer engagement and used engagement tools (e.g., gamification, per-
sonalization, etc.) a bibliometric analysis has been performed.

Bibliometric analysis: methodology and results. Publications were selected from
the Scopus database which provides a compilation from a wider range of leading peer-
reviewed journals in management compared to EBSCO, Google Scholar, or others [Fer-
reira, Fernandes, Ratten, 2016]. The search query at the first stage contained key words
“customer” OR “consumer” AND “engagement”, the match could be in titles, abstracts,
and keywords to ensure the most relevant sources. The search period was not defined on
purpose. Only publications in English were included in the search queue. On the second
stage the search has been limited to comprise only publications in journals included
the Chartered Association of Business Schools list (ABS-list) (8 journals from A-level,
10 from B-level, 11 form C-level, 6 journals from D-level). A summary of the described
methodology can be found in Figure 1. To perform the analysis VOSviewer 1.6.16 soft-
ware has been chosen.

To identify main areas of customer engagement research among total amount of 959
articles left after all the limitations were introduced, co-word analysis of keywords using
VOSviewer has been performed. A database derived from Scopus has been manually
cleared for further research: duplicates and meaningless co-words (e.g., country names,
methods names, standard statistics description words) were eliminated to obtain mean-
ingful keywords clustering. The clustering shows the existing relationships between co-
words and the whole network. Then clusters obtained as a result of co-wording analy-
sis were examined manually to establish a necessary foundation for uniqueness of each
cluster to avoid replication of determined study areas. As a result, five clusters have been
identified, themes of which are: brand communities, brand engagement, customer rela-
tionship management, marketing strategy and consumer innovation on.

Cluster 1: Brand communities. Research in this cluster is dedicated to studying
brand communities as a tool for customer engagement, leaving other important top-
ics, such as social factors and its influence on consumer behavior, beyond the scope.
Customer engagement in brand communities attracted attention of researchers in early
2000s since it became clear that satisfaction with the brand is distinctly influenced by
engagement in community (e.g., [Cova, Cova, 2002; McAlexander, Koenig, Schouten,
2006; Fournier, Lee, 2009]). Brand community engagement became especially relevant
and captivating subject since rapid raising of importance of social media activities [Ku-
mar, Kumar, 2020].

266 Becmuux CII6T'Y. Menedxmernm. 2022. T. 21. Boin. 2



The place of gamification in customer engagement theory

Search terms:
“customer” OR Database: SCOPUS
“consumer” AND 9461 articles

“engagement”

Y

Limit to: Business,
management & accounting
------------ Published in English

Peer reviewed articles

Selected for further
analysis:
2869 articles

Limit to: Journals included
in Chartered Association of

Dty Business Schools list
L (ABS-list)
Selected for further
analysis:

959 articles

\

Five themes of the “Customer/consumer
engagement’:

1. Brand communities

2. Digital brand engagement

3. Customer relationship management
4. Marketing strategy

5. Consumer innovation

Figure 1. Design of the methodology for bibliometric study

N o te: arrows with a solid line show the flow of the main process; arrows with a dotted line show the
points where limitations were manually implemented.

Among antecedents, researchers consider perceived community benefits, an im-
portant role is assigned to brand community experiences [Bazi, Filieri, Gorton, 2020;
Kumar, Kumar, 2020], which are normally created or managed by brand itself. Enhance-
ment of community members’ experiential value is usually done by recognizing their
status with badges or rankings [Hanson, Jiang, Dahl, 2019], provide unique information
[Zaglia, 2013] or engage in co-creation activities [Hollebeek, Juric, Tang, 2017]. Most ac-
tions are directed towards supporting customers’ initial motivation or to drive its further
development. Here we can see the link between gamification and brand communities as
an instrument for increasing customer engagement through motivation.
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If we look further into gamification research [Koivisto, Hamari, 2019], it would be
easy to notice that the second most popular setup for testing various mechanics and its
efficiency were brand communities. At the same time results of testing either contra-
dicted conclusions of the main research stream or added another perspective [Leclercq,
Hammedi, Poncin, 2018]. It also important that research about gamification in brand
communities was for a long time the only research of gamification application for strict-
ly marketing purposes.

Cluster 2: Digital brand engagement. Research represented in this cluster is mostly
dedicated to investigation of the variety of brand engagement tools and its outcomes.
The focus of research is specifics of various tools and features aiming to build or de-
velop customer engagement in digital environment, leaving such things as multichan-
nel relationship development strategies beyond the scope. Authors who studied digital
brand engagement focused on identifying antecedents and uncovering its relationship
with different digital platforms [Eigenraam et al., 2018; Hollebeek, Macky, 2019; Ma-
rino, Presti, 2019]. It has been found that to engage customers with the brand on digital
platforms it’s important to have strong brand orientation from strategic point of view
[Wong, Merrilees, 2015], interactivity and self-congruity of the brand itself [France,
Merrilees, Miller, 2016], online interaction propensity from customers [Tsai, Men, 2013;
Dessart, 2017], general product involvement [Vivek, Beatty, Morgan, 2012; France, Mer-
rilees, Miller, 2016; Dessart, 2017], different types of context targeting both emotional
and rational needs [Dolan et al., 2016]. The study of specific tools did not show any
meaningful differences from existing notion about importance of perceived ease of use
and perceived usefulness when it comes to mobile technology adoption [Bazi, Filieri,
Gorton, 2020; Gu, Kannan, 2021; Qing, Haiying, 2021] and ability to deliver the value in
need [Braun et al., 2016].

An importance of understanding the specifics of digital tools which are used for cus-
tomer engagement is because those tools are normally created with a built-in thoughts
of customer experience management. If ignored, it may overlap with design elements
dedicated to enforcing engagement and causing inconsistent results. In gamification the
understanding of digital platform used for brand engagement is crucial because most
promotional activities are made with various digital apps or similar instruments. In
that case it would be necessary to carefully evaluate the possible outcome of introduc-
ing gamification if, for example, it wasn’t the part of initial design and be able to track
the performance of each design element: platform features, itself, engagement tools and
gamification tools.

Cluster 3: Customer relationship management. Customer engagement research is
largely related to investigating its relationship with fundamental constructs from rela-
tionship marketing theory such as loyalty, trust, satisfaction, and value (e.g., [Bruneau,
Swaen, Zidda, 2018; Roy et al., 2018]). There is a continuous discourse about the ambi-
guity of customer engagement concept [Maslowska, Malthouse, Collinger, 2016] which
encourages a lot of conceptual studies on the topic (e.g., [Grewal et al., 2017; Pansari,
Kumar, 2017; Alvarez-Milan et al., 2018; Ng, Sweeney, Plewa, 2020; Obilo, Chefor, Saleh,
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2021]). At some point researchers even considered customer engagement as one the
manifestations of loyalty [Bowden, 2009; Roberts, Alpert, 2010]. Nevertheless, current
research normally considers customer engagement as a necessary point of customer-
company relationship development stage and positions it as mediator between certain
customer intentions and formation of loyalty, trust, or satisfaction [Vivek, Beatty, Mor-
gan, 2012; De Oliveira Santini et al., 2020; Hepola, Leppaniemi, Karjaluotu, 2020].

Gamification in marketing has been introduced as a tool to change behavior for bet-
ter, more sustainable relationship between company (brand) and customer. Engagement
in this scenario was either outcome of gamification implementation and a foundation
for developing relationship further or the reason of smoother acceptance of gamification
by customers.

Cluster 4: Marketing strategy. While some researchers consider customer engage-
ment as an instrument to reach goals in building long-term relationships [Bowden,
Mirzaei, 2021; Sashi, 2021], others believe that focus on customer engagement as a part
of a strategic framework [Roberts, Alpert, 2010; Maslowska, Malthouse, Collinger, 2016].
The first approach suggests that customer engagement can be presented at any format
which brings necessary results [Ashley et al., 2011] and the main research challenge
is to uncover and manage those antecedents of customer engagement that maximize
outcomes [Kujur, Singh, 2019; Alvarez-Milan et al., 2018]. The second approach implies
that customer engagement is a desirable state to keep customer in [Beckers, Van Doorn,
Verhoef, 2018], but the difference in efficiency of engagement practices is defined by its
match with the value customers get [Grewal et al., 2017; Kaltcheva et al., 2014]. Despite
the seeming similarity between research presented in this cluster and those in clusters
above, there is a key difference for each. If research on brand communities and digital
brand engagement focuses on particular tools or mechanics, customer relationship re-
search investigates the most effective ways of using engagement to foster value creation.
Marketing strategy research considers the variety of implication of customer engage-
ment tools, strategies, or related activities. Basically, this research answers the question
about the role customer engagement plays in different outcomes of marketing activities,
compares the efficiency of approaches, etc. In research on marketing strategy customer
engagement and gamification is often used in conjunction, which makes an understand-
ing of findings even more important.

Cluster 5: Consumer innovation. Customer engagement research is closely connect-
ed with a notion of value co-creation [Jaakkola, Alexander, 2014; Zhang et al., 2018].
Modern consumers appreciate an opportunity to contribute to a product or service de-
velopment, and if companies utilize that readiness for co-creation activities, it leads to
satisfaction, loyalty, long-term relationship building [Ranjan, Read, 2016; Cossio-Silva
et al., 2016]. An appeal for value co-creation can be the part of an initial value propo-
sition design and be reached through customer engagement process [Pansari, Kumar,
2017]. Researchers distinguish two types of customer engagement behavior which are
based on co-creation: involvement in a new product development [Hoyer et al., 2010;
Jaakkola, Alexander, 2014; Hidayanti, Herman, Farida, 2018] and communication about
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the brand among other customers, the phenomenon better known as word-of-mouth
(WoM) or user-generated content (e.g., [Meire et al., 2019; De Oliveira Santini et al.,
2020]). The more active customers are online, creating content that involves brand or
evaluate brand’s performance, the more innovation comes from them, either they are
consciously participating in its creation or communicating about that to brand mana-
gers.

Current studies show that regardless the research approach to customer engage-
ment, the focus should be on the value enhancement through any engagement tool in
use. The more tailored the tool to both value of a customer and company’s aim, the more
significant outcome might be received.

THE ROLE OF GAMIFICATION IN CUSTOMER ENGAGEMENT

Gamification in customer engagement. Many companies struggle to choose be-
tween variety of interactive tools which can solve the issue of consumers attraction
and, more, importantly, retention. Loyalty remains even more desirable outcome of re-
lationship with consumers [Cheng, Wu, Chen, 2020]. Value companies are trying to
create must be easily adaptable and offer the consumer what is the most pressing need.
A growing number of researchers agree that utilitarian values are inferior to hedonic
ones [Koivisto, Hamari, 2019] and companies need to adopt those marketing instru-
ments that will provide hedonic pleasure of experience to consumer. Gamification is
exactly that kind of instrument [Mullins, Subherwal, 2020; Rapp et al., 2018; Eisingerich
etal., 2019].

Link between gamification in marketing and customer engagement has been estab-
lished in studies dedicated to brand communities [Leclercq, Hammedi, Poncin, 2018;
Xi, Hamari, 2019; Leclercq et al., 2020], mobile apps usage [Bitrian, Buil, Catalan, 2021],
loyalty programs [Yang, Asaad, Dwivedi, 2017; Eisingerich et al., 2019; Hollebeek, Das,
Shukla, 2021], and other. However, in most studies the type of demonstrated customer
engagement behaviors had not been considered, the same as chosen gamification me-
chanic or the approach to define gamification. The reason behind that is most likely lies
in continuing focus on gamification as a universal tool to boost motivation [Kim, Ahn,
2017; Koivisto, Hamari, 2019] while ignoring that total obtained effect on motivation
might be influenced by the perception of gamification by the consumer [Ding, 2019; Van
Roy, Zaman, 2019] or the previous level of engagement with the brand, service, or plat-
form. To understand how different types of gamification relate to engagement behaviors
and further behavioral outcomes, comparison of studies has been made (Table 2).

Analysis showed that there are two main applications of gamification for customer
engagement purposes — value co-creation [Hammedi, Leclercq, Van Riel, 2017; Lecler-
cq, Hammedi, Poncin, 2018; Syrjild et al., 2020] and continuous active usage of mobile
apps [Eisingerich et al., 2019; Hogberg et al., 2019]. So, if compared to the clusters iden-
tified in the previous chapters, we will see that the direct match is with clusters 2 and 5.
Interestingly, both effects can be achieved by the means of other instruments.
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It is widely known that the efficiency of mobile apps usage can be evaluated with
the help of technology acceptance model [Kim, Yoon, Han, 2016; Mehra, Paul, Kaurav,
2020] and achieved through various methods such as optimizing user experience [Ma-
lik, Suresh, Sharma, 2017].

An improvement of customer experience leads to a stronger customer engagement
behavior [Roy, Gruner, Guo, 2020]. At the same time, research on gamification in mo-
bile apps showed that indicators of technology acceptance models (e.g., perceived use-
fulness, ease of use) increase consumers’ intention to participate in gamified activities
[Yang, Asaad, Dwivedi, 2017]. Therefore, it might be concluded that an implementation
of gamification has the same effect on customer engagement behavior that an efficient
app design does. However, it is not completely true. Gamification has the power to over-
come certain specific barriers that can be found even in a properly designed system. For
example, a lot of loyalty programs are becoming digital, especially with the continu-
ing change all retailers and restaurants are going through due to COVID-19 pandemic.
Almost every program has such limitations as an expiration date, minimum purchase
amount or product types involved [Henderson, Beck, Palmatier, 2011]. On the other
hand, some loyalty programs have salient rewards, i.e., various grand prizes which nor-
mally attract consumers’ attention significantly [Kim, Ahn, 2017]. In both cases con-
sumers may feel disappointment if they either miss deadlines or loose the grand prize,
which will negatively influence their intention to participate in loyalty programs or hurt
consumer-brand relationships [Cardozo, 1965; Eisingerich et al., 2019]. Gamification
influences intrinsic motivation and helps to shift an extensive engagement into the prize
or the focus on restriction towards engagement into process itself [Kim, Ahn, 2017].
That leads to higher customer referral value and customer lifetime value [Kim, Ahn,
2017; Hollebeek, Das, Shukla, 2021].

Value co-creation behavior is considered a manifestation of high-level customer
engagement, satisfaction, and loyalty [Ranjan, Read, 2016; Syrjéla et al., 2020]. Some
brands to get to value co-creation stage of relationship faster are using intensive gamifi-
cation [Leclercq, Hammedi, Poncin, 2018]. Discussion of gamification intensity is very
fragmented despite the issue with the definition of concept boundaries [Werbach, 2014;
Muravskaia, Smirnova, 2019]. In early studies researchers suggested to adopt the same
approach to gamification classification as it used in game research: hard fun, easy fun,
people fun, serious fun [Lazarro, 2009], which has been used to develop a typology of
behavior in game-like environment, known as Hexad model [Tondello et al., 2019].

The closest attempt to classify various gamification mechanics by the intensity has
been proposed in the studies about online surveys creation, where researchers suggest
dividing it as soft gamification and hard gamification [Adamou, 2011; Puleston, 2011].

Soft gamification supposed to allow respondents to make certain small actions (e.g.,
picking an answer by dragging the option into the appropriate window) or to make the
survey personalized [Puleston, 2011].

Hard gamification was presented as a full immersion into game-like activity, where
a respondent might not understand that he/she is participating in a survey [Adamou,

Becmuux CII6I'Y. Menedswmernm. 2022. T. 21. Boin. 2 273



S. A. Muravskaia

2011]. Comparing to gamification in marketing, soft gamification can be an option for
consumer to choose the product which will have better discount later (e.g., Vkusvill’s fa-
vorite product!), hard gamification is an advergame (e.g., M&M’s beach party?). Though
the proposed division into soft and hard gamification might be a suitable classification
for online survey, in marketing activities it most likely won't work.

The reason is that gamification is closely connected with customer engagement
practices, personalization, and customer loyalty management. For example, if the brand
invites customers to participate in a contest, there might be two main groups of partici-
pants: those, who were previously engaged with the brand and want to show support;
and those, who like contests and might have no meaningful connection with the brand.
However, the idea of differentiating types of gamification by its intensity is valuable for
evaluating the perception of gamification by customers and choosing the most suitable
option for implementation. As we work with gaming context, it would be more correct
to divide gamification as easy (to play, to understand rules) and hard. Considering this,
it is safe to assume that outcomes from any gamified activity will differ in the same way
as should methods for attracting customers to participate. In order to take into account
main possible scenarios of customer engagement with gamification, the classification is
proposed (Figure 2).

A
E Supporters Super fans
Q
< . . . . .
Actively engaged with the brand, Actively engaged, willing to
consider gamification just as a form immerse into brand “universe”,
of feedback and recognition; not engage others and participate
= ready to put extra effort in co-creation
-]
=
-
go
s
g0
=
= Spectators Fun seekers
Ready to engage if they can see that Ready to engage into gamification
others are, or the prize is worthy; from brand more than other brand
° do not care about gamification activities; easily switch between
Z brands
12}
<
= >
Easy Gamification Hard

Figure 2. Customers’ readiness to engage in gamification with the brand

I Vkusvill store website. URL: https://vkusvill.ru/bonuses/lyubimyy-produkt.html (accessed:
15.12.2021).

2 “M&M's Beach Party” game website. URL: https://mms.fandom.com/wiki/M%26M%27s_Beach_
Party (accessed: 15.12.2021).
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This classification has been developed by using two criteria: intensity of gamifica-
tion (easy/hard) and intensity of engagement (passive, active). The intensity of gamifica-
tion is defined by its similarity to an actual game — the more gamification resembles an
experience and immersion customer gains from a game, the more intensive it is. This ap-
proach to define intensity helps to differentiate customers by the value they are seeking
from an experience, drivers, and barriers they will have to engage in a relationship with
the brand further, and potential issues they might have with the design of gamification.
The definition of the intensity of engagement already exists in several papers, where it is
referred as types of customer engagement behaviors [Jaakkola, Alexander, 2014; Roy et
al., 2018] or digital customer engagement practices [Eigenraam et al., 2018]. Basically,
the intensity of engagement means the type of effort consumer is willing to put into ac-
tions towards the brand.

The use of two proposed criteria allowed to define four types of customers in terms
of their readiness to engage into gamification: spectators, supporters, fun seekers, and
super fans.

Spectators have inconsistent relationship with the brand, they switch easily and
ready to engage in gamification only if the prize is worthy and participation does not
require a lot of effort. They might recognize gamification or not, it does not significantly
influence their decision-making process.

Supporters are more interested in developing relationships with the brand, they are
actively engaged and if the brand suggests participating in gamification they probably
would, but they are less likely to recognize gamification or consider it as a special form
of interaction. An actual game (advergame) or high level of gamification intensity might
shift their attention from the brand to the gamification itself which subsequently might
lead to withdraw from participation.

Fun seekers are ready to engage in gamification the brand offers if gamification
is intensive and resembles the actual game experience, they normally want to win but
the prize might be irrelevant. They switch easily and tend to evaluate the gamification
more than the brand itself. They will probably be ready to recommend participation if
they find the experience fulfilling regardless the brand but less likely to recommend the
brand itself or its new offerings.

Super fans are truly loyal customers who are engaged with the brand and ready to
put out an extra effort and participate in an intensive gamification, because they con-
sider it as an immersion into a brand universe. They would recommend both the brand
and participation in gamification, try gamification among the first and probably be ac-
tive in the process.

Each type would demonstrate different reaction to engagement attempts and would
require separate strategies for presenting gamification as a part of it. For example, types
with high level of engagement, or active (supporters, super fans) would require mini-
mum reasoning from the brand in order to join new loyalty program or campaign which
includes gamification. At the same time supporters would require more appeal from the
brand whilst super fans would be equally responsive either from brand or gamification
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appeal. However, engagement to the point of the value co-creation might be expected
from supporters, superfans and fun seekers if the brand will put it as a goal.

The proposed classification is based on conclusions derived from literature analysis
and comparison of main research questions which are posed in articles dedicated to
gamification [Muravskaia, Smirnova, 2019] with a clear focus on customer engagement
and its analysis with the help of bibliometric tools. At this stage classification is more
conceptual, however, it can be already used for introducing additional segmentation cri-
teria.

CONCLUSION

The last decade is characterized by the rapid changes in customer behavior, deci-
sion-making process, and their attitudes to an experience from relationship with the
brand [Bleier, Harmeling, Palmatier, 2021; Kim, Steinhoff, Palmatier, 2021; Morewedge
et al., 2021]. During that period researchers dedicated a lot of attention to customer
engagement research [Grewal et al., 2017; Beckers, Van Doorn, Verhoef, 2018; Roy et
al., 2018; Bailey, Bonifield, Elhai, 2021], personalization [Smith, 2019; Tong, Luo, Xu,
2020], and gamification [Koivisto, Hamari, 2019; Xi, Hamari, 2019; Wolf, Weiger, Ham-
merschmidt, 2020; Hollebeek, Das, Shukla, 2021].

Gamification has become one of the most popular tools to manage the motiva-
tion [Koivisto, Hamari, 2019], but despite its proven efficiency in information systems
[Groening, Binnewies, 2019; Friedrich et al., 2020] an application of gamification in
marketing raised questions about its place among other customer management practices
and its overall ethics [Thorpe, Roper, 2019]. In particular, the question concerned the
relevance of applying any gamification to any type of marketing activity with an expec-
tation of similar results [Leclercq, Hammedi, Poncin, 2018; Eisingerich et al., 2019; Van
Roy, Zaman, 2019]. The ethical issue the gamification has is closely connected with its
use as for customer engagement purposes. Gamification is used to change consumer be-
havior; therefore, research should consider the ethical aspects of possible manipulation
[Thorpe, Roper, 2019]. The rationale for ethical problems in place lies in the not fully
realized mechanism for the change of motivation which underlines the behavioral shift.

To fully investigate this issue, it was important to distinguish different scenarios of
engagement, because the more engaged customer with the brand the easier it would be to
shift the behavior, hence, the more damage carelessly designed gamification could bring.
The contribution of the paper to answer concerning described issue is the proposition of
the classification which allows to point out an existence of various state of customer en-
gagement before the contact with gamification. According to classification certain types
might not even recognize gamification which makes them vulnerable to its influence
arguably even more than those who has proneness to overenthusiastic perception of a
campaign or a brand if its gamified. An issue with the latter type of customers — they
would easily engage into gamification, but they might ignore the brand which will result
in confusing long-term outcomes for marketers.
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The research suggests considering gamification from different perspectives depend-
ing on the purpose that marketers have, more precisely the relation between customer
engagement and outcomes which are supposed to be brought by gamification. First, it
is necessary to establish boundaries between the variety of instruments which can be
attributed as gamification, hence, expected to change motivation and behavior. For ex-
ample, a classic mechanic of a loyalty program — the change of status after gathering
certain number of points looks like reaching new levels in a game.

An introduction of a discussion section on a website might be considered as a game
mechanic for satisfying need to relate. Despite its similarity the purpose which made
gamification popular is to help overcoming barriers which are related to an extrinsic
nature of rewards or barriers [Kim, Ahn, 2017; Mitchell, Schuster, Jin, 2020]. That means
that some ambiguous results about gamification from studies in online communities
might be related to the fact that customers were already engaged with the brand and an
introduced type of gamification was designed without considering actual barriers but
with the only purpose to increase an engagement even more. In an online community
it might be expected to find either supporters or super fans who were already engaged,
so they might either functionalize certain gamification elements in a way that wasn’t
initially conceived by a designer [Ding, 2019; Van Roy, Deterding, Zaman, 2019] or pay
more attention to effect of winning/loosing [Eisingerich et al., 2019].

To adopt the purpose focused use of gamification marketers might differentiate
types of gamification they use for customers of various stage of the journey. Also, to
simultaneously avoid the sense of an unnecessary intensive engagement form the brand
and lessen the inference of manipulation intent, marketers would benefit from educating
their customers about gamification in marketing, its purpose, and benefits for customers
themselves.

The main limitation of suggested typology is the fact that it is a conceptual frame-
work. To develop it further a certain methodology is under development and it would be
a great interest to test various scenarios in future research. However, an existing version
is useful not only for academics who might use this perspective to look at gamification
as a part of customer experience creation and not as standing separately mechanic, but
for practitioners as well. Business can adopt the classification or more precisely use the
criteria or principle for customer segmentation. Why is it possible to use criteria without
previous proper testing? The foundation for the proposed classification is based on ex-
tensive literature review proposed both in this article and by authors cited. Bibliometric
analysis helped to show that there both strategic and instrumental directions in the field
of customer engagement research and the further comparison with literature on gamifi-
cation has helped to demonstrate interactions between two fields.
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TeiiMudukanys NpUBIEK/Ia BHUMaHME KaK aKaJeMU4eCKOro COOOIIecTBa, TaK M IMPaKTUKOB
MapKeTVHIa OKOJIO JeCATU JIeT Hasaj. HecMOTps Ha yCTOABLIYIOCA KOHIICIINIO reiiMuduka-
LMY KaK JABVOKYIIeN CUIbI BHYTPEHHEN MOTUBALMK U JOCTATOYHOE KOJIMYECTBO SMIIMPUYIECKUX
UCCIeJOBAaHNIA, TIOCBAILIEHHBIX 3TOJ TeMe, IO-IPEXHEMY CYILIeCTBYyeT HEOIpe/le/IEeHHOCTb B
OTHOUIEHMM €€ MECTA CPefi MapKETMHIOBBIX MHCTPYMEHTOB. OHU MCCTIE0BATENN YTBEPXK-
JAI0T, 4TO TeiiMU(UKaLUA JefiCTByeT KaK ApaiiBep BOBJIEYEHMsA KIMEHTOB, APYrue CUMTAIOT
ee pe3y/IbTaTOM 3TOro Ipolecca. Takoil ZBOMCTBEHHBIN XapaKTep MOAHMMAET BOIIPOC O POJIN
relIMU(pUKAIMN B yIIPAaBIeHNY B3aMOOTHOLIEHNAMY € KayeHTaMu. Llenb paboThl — OLIEHUTD
relIMUPUKAIINIO Yepe3 MPU3MY TeOpMM B3aMMOHENCTBMA C KIVMEHTaMIU JJIA BBIABIEHUA 0CO-
OeHHOCTell B3aMMOCBS3M MEeX/y BOBIEYEHHOCTBIO K/IMEHTOB U reiimuduxanyeit. [ls ee go-
CTIDKEHM IPOBefieH 6116/IMOMeTPUYeCKIIT aHAIN3 1 CUCTEMATU3MPOBaHbI UMEIOILIMeCs 3HAHNA
10 TeMe B3aMMOJEICTBYA C K/eHTaMM. [1omydeHHbIe pesy/IbTaTbl OblIN pasfie/ieHbl Ha YeThIpe
KJIacTepa, 1 CofiepXKaHue UCCIeJOBaHMII B paMKaX Ka)XX/JOT0 U3 HUX IIPOaHAIN3UPOBAHO Oojiee
noxpo6Ho. [lanee mpoBefieHO CpaBHEHMe TeIMU(PUKALUN C IPYTUMY KIIOYEBBIMU METOLAMU
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B3aMMOJIENICTBIS C K/IMEHTaMI. TaKoil OXOM O3BO/IN/I BBISABUTH Pa3Hble TUIIBI KIMEHTOB C
y4eToM 0COOEHHOCTell MX BOB/ICYEHHOCTY B reiiMU(UKALUIO M B3aUMOAECTBIA C OPEH/OM.
B utore 6bUIN OIpefie/IeHbl YeThIpe THUIIA KIMEHTOB: CTOPOHHUKY, 3PUTENN, CylepdaHaThl U
uckarenu passnedenuii. [Ipenmaraemas kmaccuduKanysa MOXKeT UCIIONb30BaThCs KaK IpefcTa-
BUTE/ISIMI aKa/IeMIYeCKOro COOBIeCTBa, TaK I IPAKTUKAMIY IS OL{EHK) BO3MOXKHbIX PeaKIyit
Pas/IMYHBIX TUIIOB KJVEHTOB NPV BHEAPEHNN TefIMIU(UKALNI C [e/bI0 VX BOB/ICYEHISL.
Kntouesvie cnosa: reiimudukarus, B3auMOJENCTBIE C KIMEHTOM, B3alIMOZIEIICTBIE C OPEH/IOM,
6mbMMoMeTpUYecKuit aHanusa, 0630p IUTEpaTyphl.

CraTbsa noctynuna B pefakuyio 27 uions 2021 .
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