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ABSTRACT
Gamification is considered as the execution of game components and dynamic ele-

ments in non-game contexts which are not directly related to the game. Based on the
cognitive evaluation theory (CET), intrinsic motivation increases and external behav-
iors are affected when people find an activity enjoyable. The present study aims to as-
sess the effect of gamification in sports programs on purchase intentions of consumers.
In this study, a five-point Likert electronic questionnaire with 11 questions including
three questions for pleasure (Kim, Suh, & Lee, 2013; Sykes, Venkatesh, & Gosain,
2009), four ones for reward (Kankanhalli et al., 2012; O'Brien, 2010; Sen, Subrama-
niam, & Nelson, 2008), and four ones for purchase intention (Huang, Bao, & Li, 2017)
was used. Then, the data were collected by utilizing purposive sampling method. The
population included 384 Iranian consumers who applied NikeFuel or Nike+ and shared
their results on Facebook. In the next step, 380 questionnaires were returned, among
which 352 ones were approved. The data were analyzed by SPSS 26 and SmartPLS 04
software. Then, the hypotheses were tested by partial least squares method. The com-
posite reliability (CR) coefficient of pleasure, purchase intention, and reward were
0.909, 0.886, and 0.949 respectively. Finally, average variance extracted (AVE) was
employed to measure the validity for pleasure, purchase intention, and reward, which
were 0.770, 0.663, and 0.822, respectively. Based on the results, the AVE is larger than
its correlation with other structures in the model, which ensures distinct structures. In
fact, rewards affect enjoyment positively. In addition, a positive correlation was ob-
served between enjoyment and purchase intention, which means that resolving psycho-
logical needs in sport games can increase the consumer purchases. Rewards can elimi-
nate the primary psychological needs of people, which plays a critical role in increasing
enjoyment in games. The results indicated that enjoyable game in the shopping market
improves consumer behavior.
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Extended Abstract

Introduction

Gamification is used as a relatively new paradigm to increase public engagement and motivate people to partici-
pate in education, marketing, networking, and health-related activities (Bunchball, 2010, p. 4). Sports gamifica-
tion is regarded as a comprehensive skill or method, which plays a critical role in promoting the overall develop-
ment of individuals (Liu & Lipowski, 2021). The above-mentioned technique is considered as the art of embed-
ding game mechanisms in spaces not originally designed for games. Gamification in marketing means utilizing
game-like techniques and concepts in the marketing strategy, leading to high loyalty, brand awareness, and in-
creased sales. The term gamification was first applied during 2002 and became popular during 2010s (Mitchell,
Schuster, & Jin, 2020, p. 325). Therefore, such technique is employed as an emerging method to attract consum-
ers in marketing (Kankanhalli, Taher, Cavusoglu, & Kim, 2012). Gamification has been used for commercial
objectives and influencing customer behavior since 2002. Thus, controlling game elements in gamification may
affect the experience of playing games and creating the customers’ intention to buy (Mitchell et al., 2020; Mullins
& Sabherwal, 2020, p. 310). Several empirical studies concluded that motivation can influence action intention
positively (Ding, 2019; Kyewski & Kramer, 2018).

No study was conducted on gamification in terms of consumer behavior (Sigala, 2015, p. 189), especially sports
consumer behavior. The above-mentioned concept is regarded as a critical resource in decision marketing theo-
ries of consumer behavior (Silic & Lowry, 2020; Tobon, Ruiz-Alba, & Garcia-Madariaga, 2020, p. 128), which
provides a specific direction for researchers in marketing studies and sport marketing. This study seeks to evalu-
ate the effect of gamification of sports programs on the purchase intention of consumers. To this aim, the cogni-
tive evaluation theory (CET) is applied to predict the effect of consumers' enjoyment from the sports game on
their purchase intention (E. L. Deci & Ryan, 2010; Mitchell et al., 2020). Based on the CET, which was presented
during the last years of the 1960s, external rewards decrease the level of motivation. Accordingly, internal re-
wards decrease when the organization employs extrinsic rewards as performance compensation. In other words,
the internal or intrinsic interest decreases, the external stimuli replace the internal or intrinsic ones, and the inter-
nal motivation is lost when a person is rewarded for performing the work he/she likes (Lee & Yang, 2011, p. 88).
The CET facilitates understanding the changes in sports consumer behavior in the context of gamification. Based
on the CET, model 1 is developed to examine how the game element (reward) affects the psychological needs of
sports users, increases consumers' sense of pleasure, and influence their purchase intention.

Methods

This applied study was conducted using a survey method. The data were collected by a five-point Likert ques-
tionnaire with 11 questions including three questions for enjoyment (Kim, Suh, & Lee, 2013; Sykes, Venkatesh,
& Gosain, 2009), four ones for reward (Kankanhalli et al., 2012; O’Brien, 2010; Sen, Subramaniam, & Nelson,
2008), and four ones for purchase intention (Huang, Bao, & Li, 2017). The data were collected from Iranian con-
sumers who utilized NikeFuel or Nike+ and shared the results of their activities on social networks (Facebook).
Totally, 384 samples were selected for the survey applying the purposeful sampling method based on the Cochran
table. In addition, 380 questionnaires were returned, among which 352 ones were approved. Further, two types of
descriptive and inferential analysis were performed on the data obtained due to the quantitative nature of the
study and the collection of data through questionnaires. Finally, the data were analyzed by SPSS26 and
SmartPLS4 software employing the partial least square method.

Results

Most of the respondents including men (43%) and women (57%) aged between 20-50 years. The data were ana-
lyzed using a two-step analytical method. Model reliability and validity were investigated, followed by structural
model to test hypotheses. The external model shows the relationship between questions and structures. The most
significant fit indices of SmartPLS4 based on the outer model of the study in least partial squares are as follows.

Table 1. Results related to partial least squares

Purchase inten- . Convergent Composite Cronbach's
Reward ) Enjoyment o o
tion validity reliability alpha
Enjoyment 0.878 0.770 0.909 0.849
Purchase inten-
0.814 0.455 0.663 0.886 0.836

tion
Reward 0/907 0.529 0.416 0.822 0.949 0.928




The relationship between the reviewed variables in each of the hypotheses was tested based on a causal structure
with PLS partial least squares technique. Figure 1 shows the structural model testing.
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As indicated in Table 3, reward affects pleasure positively (p<0/001, b=0/27). In addition, a positive correlation is
reported between enjoyment and purchase intention (p<0/001, b=0/87), which confirm both hypotheses.

Table2. SmartPLS 4 results

Theories Std Significance VIF f2

H1:Enjoyment— Purchase intention 0.870 (0.634~0.934) 1.000 0.261

H2: Rewards — Enjoyment 0.270 (0.114~0.378) 1.897 0.012
Conclusion

The results can clarify the path for system designers and managers who aim to influence sports consumer behav-
ior through gamification. Professionals or designers can provide consumers with a higher level of enjoyment and
establish a closer connection through such studies. Kotler (1973) claimed that a well-designed sales environment
may affect consumers emotionally and increase the likelihood of purchase. Thus, sports companies need to create
an environment which can affect the consumers positively. Developers should position the product well, enhance
interactions, and create a loyal customer base since gamification in sports motivates users to be more physically
active (Tsai et al., 2022). The above-mentioned study has faced limitations like other ones. The first limitation is
that the achieved data may exhibit bias in market selection. Further studies can apply the native versions because
this study focused on consumers participating in Nike and Nike+ gamification. The second limitation is ignoring
the variable of competition between gamification users. Therefore, more studies are needed to determine the ef-
fect of different competitive structures on enjoyment and purchase intention in the future development of sports
gamification. The conceptualization of gamification and the study conducted on the purchase intention of sports
consumers lead to more attention to gamification by sports management researchers. Thus, the researchers can
conduct more studies in the following fields in the future.

1. How can companies design gamification to create an environment with more emotional impact on sports con-
sumers?

2. How can competitive dynamics, which are often considered in designing the gamification, affect the motiva-
tion of sports consumers?

3. The basic theories related to the title should be considered before developing effective gamification design
strategies.

4. The effect of demographic variables such as gender, age, and education on the motivation to employ sports
gamification or the pleasure and purchase intention of athletes should be evaluated.

5. The effect of sports gamification on purchase intentions and tendencies should be measured experimentally
through instruments used in Neuromarketing.

KEYWORDS
Cognitive  evaluation theory, Sports marketing, Enjoyment, Sports gamification, Facebook.
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