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ABSTRACT

With the changing face of digital and omnichannel retailing, gamification has emerged
as an important strategy to enhance consumer experiences and behaviors. This study
examines the impact of gamification features on customer engagement and purchase
intentions in the contexts of Sri Lankan supermarkets and electronic commerce, with
a particular focus on perceived enjoyment among Generation Y and Z consumers.
Based on the theoretical underpinnings of Self-Determination Theory (SDT),
Cognitive Evaluation Theory (CET), and the Theory of Planned Behavior (TPB), this
study develops and empirically tests a conceptual model integrating gamification,
perceived enjoyment, customer engagement, and online and offline purchase
intentions. Data were collected through a structured questionnaire survey of 407
respondents and analyzed using Structural Equation Modeling (SEM) with SmartPLS
4.0. Results show that gamification has a strong positive impact on perceived
enjoyment and customer engagement, and that customer engagement positively affects
online and in-store purchase intentions. In addition, perceived enjoyment serves as a
mediating but not moderating factor in the gamification-engagement relationship. This
study underscores the strategic role of gamification in retail marketing and provides
practical implications for promoting emotionally interactive and behaviorally effective
consumer experiences. This study concludes by recognizing its limitations and making
recommendations for future studies on expanding the applicability of gamification to

diverse markets and consumer groups.
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Intention, Self-Determination Theory



ACKNOWLEDGEMENT

This research would not have been possible without the support and guidance of
several pillars. My sincere gratitude goes to my research supervisor, Dr. Adeesha
Wijayasiri, Senior Lecturer, Department of Computer Science and Engineering,
University of Moratuwa for his invaluable guidance, support and encouragement on
this study. His criticisms and helpful suggestions are greatly appreciated in every stage
of this dissertation & without his support this research project would not have been a
success. Then again, members of the academic staff of Department of Computer
Science and Engineering who have enhanced my knowledge base in the vast ground
of Management and Information Technology and sharpen myself, by preparing and
directing the path to the dynamic and challenging nature of discipline. This research
would have not been possible without all the respondents who spent their precious time
in completion of the questionnaire and providing valuable insights towards the study.
Last but not least I would also like to thank my family and friends for their

encouragement and immense support throughout the study



TABLE OF CONTENTS

DECLARATION ... tttetettestetestesteseasesteseeseeseseeseesesseseesesbesbeseeseabeeeseabe st eseabesseseeseatesseneesensens I
COPYRIGHT STATEMENT ..vtttesterestesteseesesteseesessessesessessessesessessesessessessessssessessesessensesessens I
AABSTRACT L.t ttteteete et ee sttt e sttt b e se et e b e e st et et e st e be st e s e s e e b et e Re e b et et e Rt be st e neeEe et e reen s i
ACKNOWLEDGEMENT ....ttttesiatestetasessesteseesesseseesessessessasessessesessessesessessessessasessensesessens v
TABLE OF CONTENTS ...ciutietieeittesteeasteesteesstaesteessbeesbeesmeeesseeasbeesbesssneesbeeanbeeabeesnneenanesnns V
LIST OF FIGURES ...ttt VI
LIST OF TABLES ...uttteitiie ettt ettt st e st e bt e e et e e s bn e e ensneeennneeas IX
LIST OF ABBREVIATIONS . ...ttt et ettt et ettt e et et e e et e e e e X
LIST OF APPENDIXES. ...t etetetetetetetet e et e e e e et e e e e et e e e e e e X1
1. INTRODUCTION .......ootiiiiiiitt ittt sttt enaene e 1
I R = - Tod (o {0 o OSSPSR 1
1.1.1. INAUSEIY OVEIVIEW........oeeiecie ettt 5
1.1.2. IMOBIVALION .. 9
1.1.3. RESEAICN SCOPE ..ot 10

1.2.  Research Gap and Problem Statement............ccocvviiiiininnee 12
1.2.1. Research Gap ANAIYSIS ..o 12
1.2.2. Problem Statement ..........ccooeiiee e 16
1.2.3. Research ODJECLIVES ........cvi i 16
1.2.4. Research QUESTIONS .........coviiieeiiie ettt 17
1.2.5. Research SignificanCe .........cccocvevi e 18
1.2.6. Methodological OVEIVIEW.............cccueiieiiiiicceee e, 19
1.2.7. L@ 11 1 1 - SRR 21

2. LITERATURE REVIEW ...ttt 23
220 A ] 0o 1! 1 o o USSR 23
2.2 Theoretical Background .............cooviiiiiiiiiiieseeeee e 23
2.2.1 Self-Determination TREOIY ........coviiiieiie e 23
2.2.2 Cognitive Evaluation TheOrY.........cccceiiiiiiiiie e 25
2.2.3 Users and Gratification TheOIY........cccccvvviiiiie i 26
2.2.4 Theory of Planned Behavior............cccocoiiiiiiii i 29

2.3 Gamification and Gamification FEAtUIES .........ccccevvereerieiiiesi e 29
2.4 CuStomer ENQAgEMENT .......cuviiiiiie ittt 32



2.5 Perceived ENJOYMENT ..ot 34

2.6 PUICNAse INTENSION........couiiieiieie et 36
2.7 SUMIMAEY ettt ettt sttt e e st e st e e s st e e e ssb e e e sab e e e bb e e e bbeesnseeeanseee s 38
. RESEARCH METHODOLOGY ....cceiiiiiiiieriiiesieise e 41
3.1, Conceptual FrameworK ..........cccoooeiiiiiie e 41
3.2.  Operational Definition .........cccccoeiiiieieie e 44
3.3, Operationalization TabIe..........ccceriiiiiiiiiie e 48
3.4, RESEAICH DESION ..ottt 55
3.5.  Process of Data ColECtioN ..........ccooveiiiiiiieii e 58
3.6, SAMPIE ProCEAUIE. ..ot 58
3.7.  Sampling MEethod ........cc.ooviiiiiecc e 60
3.8, Data ANAIYSIS ..ocuviieiiiieeie et 60
DATA ANALYSIS .ottt 61
4.1.  Preparation Of Dataset..........ccccceevieiiiiiiie i 61
4.1.1 Handling MisSing ValUEs ..........cccoooiiiiiiiiiniiieec e 61
4.2 SAMPIE PrOfile ... 62
4.3 Assessment of Relability .........c.ccooviiiiiiiii e 71
4.4 Assessment of Validity TeSHING.......covriiiririiiiiieee e 72
4.4.1 Convergent Validity ..o 72
4.5 Structural Equation Modelling .........ccooveiiiiiiiice e 74
4.6 Introduction to Measurement Model .............coovoiiiiiiiei e, 75
4.6.1 Formative Vs. Reflective Measurement ...........ccocevereveneneneseseeieeenenn 75
4.6.2. Model with both Formative and Reflective Models..............ccccevvvininnn. 77
4.7 Confirmatory Tetrad ANalYSIS........ccccooiiiiiiiiiie e, 77
4.8 Assessing the Measurement Model ..., 78
4.9 Assessment of Structural Model............cooviiiieiiic e 80
4.9.1. AssesS the 18VEI OF R2...........ocoovieeieiieeeceeeseeeeee e, 81
4.9.2 AsSES the FZEFFECE SIZE w.v.vvveveececeeieeeeece e, 81
4.9.3 Model Fit Summary of PLS-SEM ........ccccccoiiiiiiiiiecccce e 82
4.10 HYPOLNESIS TESING ...ecvvieiiiieiie ettt 83
4.10.1 Bootstrapping Direct Effect RESUILS ..........ccoveviiiiiiiiiceccc e, 84
4.10.2 Bootstrapping INdireCt RESUIES..........cccoiiiiiiiiiiiere e 85
4.11 Chapter SUMMAIY ........oiieiieiieieese e seese e sre e eseesraestesnaesreessesseesseeseaneesrens 87

\



5. RECOMMENDATIONS AND CONCLUSION .....cccooiiiiiiiiiiiiiceee e 89

5.1.  Key Findings and DISCUSSION.........c.cccieriiriniiiniiieieie e 89
5.2. RECOMMENUALIONS ...t e e e e e e e ee e 98
5.3 Future RESEAICH DITBCLIONS .....veeeeeeee oo e e e 100

Vil



Figure 1.
Figure 2.
Figure 2.
Figure 3.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.

LIST OF FIGURES

1: E-commerce Growth (Global) .........cccooiiieiiiiiiiee e 5
1: Self-Determination Theory (SDT).....ccccceveiieiieieiiere e 24
2: Users and Gratification TREOIY .........cccovveveiiieieeie e 27
1: Conceptual FrameWOrK...........cceiiiiiiiiniiineeeee s 43
I 17 0o [ PRSPPSO 63
2 A e 64
O I 1S ¢ o! ST U PRSPPI 65
A OCCUPALION ...ttt bbbttt 66
01 INCOMI .t nnne e 67
B: EQUCALION ...ttt bbb 69
72 PUrChase LOCALION........coiiiieiieieieie et 70
8: PLS-SEM Model EValuation ..........cccoceiierieiieieein e 76
9: Assessment Model Using Smart PLS ... 79

VIII



Table 3.
Table 3.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.

LIST OF TABLES

1: Operational DefinitioNS..........cccooiiiiiieiei e, 44
2: Operationalization Table..........cccoeiiiiiiiii e, 48
1: Reliability ANAlYSIS.......ccoveiieiiie e 71
2: Fornell-Lacker Criterion .........ccevviiieiiiisesieeee e 73
3: Heterotrait-Monotrait ratio (HTMT) — MatriX.........ccoecvvvenieeneninneeiene 73
4: Confirmatory Tetrad ANAlYSIS ........ccooviiiiiiiiiiice s 78
5: Structural Model ANALYSIS ........ccviieiieiiceceee e 80
6: Rand R Squared ValUES ...........cceeveiieiiiic e 81
7: F Squared EffECt SIZe.......cccoiiiiiieese e 81
8: Model Fit SUMMAIY ......ooiiiiiiieeee e 82
9: Bootstrapping Direct Effect RESUILS ...........coovviiiiiiii e, 84
10: Bootstrapping Indirect ReSUILS...........cceoveeriiiieiieiece e 86



SDT
UGT
CET
TPB
SEM
CE
PE
OPI
OFPI
AVE
HTMT
CTA

LIST OF ABBREVIATIONS

Self-Determination Theory
Uses and Gratifications Theory
Cognitive Evaluation Theory
Theory of Planned Behavior
Structural Equation Modelling
Customer Engagement
Perceived Enjoyment

Online Purchase Intention
Offline Purchase Intention
Average Variance Extracted
Hetrotrait-Monotrait Ratio

Confirmatory Tetrad Analysis



LIST OF APPENDIXES

Appendix I: Sample QUeStionNaiIre. .........oovvviriiiiii it
AppendixX II: CTA ANalysSiS......ouiiriieiiiii e,
Appendix I VIF Values. ......ooooiiiiiii e

Xl





