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Abstract: User engagement seeks to engage users, attract users and hold users attention towards the product

or services. In order to increase user engagement, the user needs to be motivated to interact with the system.
However in current online buying and selling studies, one of the main challenges is to keep the user engaged
in performing their desirable buying and selling behaviors and achieving their transaction goals in e-Commerce

website. This study explored the relationship between ntrinsic motivation and user engagement in online

buymg and selling. It was found that mtrinsic motivation using gamification strategies are able to increase user
engagement to achieve their goals. Tn this study, we propose a set of conceptual gamification strategies which

apply the intrinsic motivation to increase user engagement in online buying and selling. This study, also

presents few environments that applied these strategies which can be adopted to mcrease user engagement

in online buying and selling activities.
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INTRODUCTION

The act of online buying and selling is the
transaction that 18 performed by the public through
the e-Commerce platform. e-Commerce 1s buying and
selling of goods or services, undertaken through
electronic means such as computers and the internet
(Darnel et al., 2002). Online buying and selling i1s now
rapidly expanding and grant various advantages to
the consumers. There are various types of e-Commerce
platform such as Business-to-Consumer (B2C) which 1s
transaction conducted over the mternet between a
business and a consumer; Business-to-Business (B2B)
which is the e-Commerce between companies;
Consumer-to-Consumer (C2C) which is transaction
conducted between individual or consumer and mobile
commerce which 1s buying and selling goods and services
through wireless technology. However, among the factors
that differentiate between e-Commerce website is the way
they approach the engagement of users to thewr website.
In Malaysia, some of e-Commerce websites are in lack of
user engagement because the users only go through an
ordinary experience process of buying and selling without
any hidden motivators for them to visit the website more
often. One of the solutions to mcrease user engagement
in e-Commerce is by implementing gamification strategies

in the website. The goals of gamification applications
include raising engagement, loyalty, brand awareness and
motivation (Lucassen and Jansen, 2014; Muntean, 2011).
Gamification 15 the use of game-thinking end game
mechanics in non-game contexts in order to engage and
motivate people to achieve their goals (Lucassen and
Tansen, 2014). A small body of exploratory research
confirms this positive effect of gamification m specific
settings such as websites, e-Learning and online idea
competitions (Muntean, 2011).

MATERIALS AND METHODS

User engagement

Definition: Basically, engagement is something that
engages consumers towards the product or services and
directly attracts and holds their attention (Chapman, 1997,
O’Brien and Toms, 2010). Tt also acknowledges that user’s
first impression of an applications and the enjoyment they
derive from usmng it has affected thewr engagement
(O Brien and Toms, 2010; Quesenbery, 2003). There are
two types of user engagement which are offline and
online user engagement. Offline or
engagement 1s usually related with wide-ranging brands

in-store user

and well known products. For example, Apple store they
provide physical samples of their products to the public
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to attract them to buy the product. Online user
engagement usually focuses on interface design that
matches the user-service experience. It 18 important to
design the website that tailor to the user needs. Overall,
all of these attribute in user engagement demonstrate the
physical, cognitive and affective components of user

experiences.

User engagement studies: Based on research conducted
by O’Brien and Toms (2010) they examine these four
theories which are flow, play, aesthetics and information
mteraction. Flow theory has been used to explore
situational and personality variables associated with
computer-based tasks (O’Brien and Toms, 2010,
Woszezynski et al., 2002). Flow 1s the situation that
describes where the people are so involved in an activity,
regardless of other things. Even at high cost, people are
willing to do so because the experience itself is so,
enjoyable (Csikszentmihaly1, 1990; O’Brien and Toms,
2010). Second theories which 1s aesthetics 1s the visual
appearance of the interface as it follows to design
principles and has been applied in interface design by the
software developers. Aesthetic experiences are closely
related to mitrinsic motivation, require focused attention,
stimulate curiosity, interesting and pleasurable (Tennings,
2000; O'Brien and Toms, 2010). Some of these attributes
1s highly linked with engagement. Besides that, play 1s the
physical activity that encourages learming and creativity,
develops psychological and social needs and involves
aspects of competition and collaboration (Rieber, 1996).
Play has been closely linked in increasing frequency and
satisfaction in using a system as 1t ncreased motivation
and challenge while using it. Interactions related to the
communication interface between user and computer
(Shneiderman, 1997). The specific context used in the
mnteraction between users and system operating will
generate an engaging experience. These four theories
have its distinctive attributes that will form a model of
user engagerment.

User engagement model: User engagement model is
proposed to study the attributes in a previous theoretical
framework of flow theory, aesthetic theory, play theory
and also mformation interaction (Heather and Toms,
2008). Engagement is maintained when users can maintain
their attention and interest in the application and are
characterized by encouraging emotions. In the followimng
are some attributes that associated with user engagement
(O’Brien and Toms, 2010).

Focused attention: Focused attention 1s

a fully

concentrate being engaged in an experience without

thinking of other things (Attfield et al., 2011; O’Brien and
Toms, 2010). The more someone is engaged with the task
they do, the more likely they are to underestimate the
passage of time. This 13 because it related to distortions
in the subjective perception of time during interaction
(Attfield et al., 2011; O’Brien and Toms, 2010). That loss
of self-consciousness has led to the engagement when
their mental state 1s fully immersed in what they are doing
(Attfield et al, 2011; O’Brien and Toms, 2010).

Perceived usability: Perceived usability s a way to
understand whether flexibility guidelines or tasks that
exist are convenient to the users. It is different from
informal policies because it applies to each individual’s
view of their own comfort level with using policies, not to
whether others can use them.

Aesthetics: Aesthetics related to factors such as screen
layout, graphics and the use of design principles in the
application (Heather and Toms, 2008). With these
attributes, it will lead to promote focused attention and
stimulate interest of user in using the application. Tt
concerns the sensory, visual appeal of an interface and 15
seen as an important factor for engagement.

Endurability: This attribute of engagement refers to the
someone that are able to remember the experiences that
they went through in complete certain task and ready to
repeat it (Read et al., 2002). Humans love to remember
things that are pleasurable, useful and have remarkable
experience which will encourage them to repeat such
things. Something that are exciting be rewarded with
benefits and incentives can increase engagement
(Heather and Toms, 2008).

Novelty: Novelty 15 one of the factors in engagement,
for creating feelings of curiosity and encourage
behavior that would like to know things (Attfield et al.,
2011; O’Brien and Toms, 2010). It is something unfamiliar,
surprising and unexpected experiences which will
cause excitement and joy to users in experience new
things.

Felt involvement: Felt involvement 1s closely related to the
user emotion in order to be immersed in the environment
and maintain their involvement in the environment
{(Jennings, 2000). Heather and Toms (2008) found that a
meaningful mvolvement with materials or applications
based on cognitive challenge and motivation because
participants across applications needed personal interest
to continue their tasks and adequate levels of physical or
cognitive challenge.
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Gamification: Gamification is an emerging trend,
especially for those who want to embed game mechanics
into their products or services in order to engage and
motivate their employees or customers better. In general,
gamification 15 “the use of game design elements in
non-game contexts” (Deterding, 201 2). Gamification is the
process of using or adding game mechanics and game
dynamics into something to produce gameness, free from
intentions defined by its context. For companies and
organizations, gamification might simply be defined as the
act of embedding points, badges and leaderboards mto
their business in confidence that the game elements will
have influence on their worker’s and client’s engagement
and motivation. Popular examples of raised user
engagement driven by game techniques that can be seen
m various online applications such as recogmitions of
status (e.g., the badges m foursquare), features for
creating challenges among users (e.g., Nike+) and for
education (e.g., Khan Academy).

The earliest known use of the term “gamification”
was made by Nick Pelling back in 2003 but did not gain
popularity until 2010. In 2010, the term became more
popular, being adopted by compamnies such as Bunchball
and Badgeville. This can describe the platforms they had
created for integrating game elements into sites. In 2011,
more companies started developing gamification platforms
as they became more popular. In 2012, Gartner predicts
70% of Global 2000 orgamzations will have at least one
gamified application by 2014. In 2014, M2 research
predicts that gamification will be a 2.8 billion dollar
industry. Gamification has become mainstreams for both
businesses and consumers. When it is implemented
correctly, gamification produces positive results and is
likely to remain a cultural force for years to come.

Intrinsic motivation: Basically, motivation can be
categorized into two types; intrinsic motivation and
extrinsic motivation. Intrinsic motivation involves
engaging in action because it is personally rewarding or
more accurately, performing an activity for its own
sake rather than the craving for some external rewards
(Ryan and Deci, 2000a, b). Extrinsic motivation occurs
when people are motivated to perform a behavior or
engage in an activity to attain some separable
outcome or avoid punishments (Ryan and Deci, 2000a, b).
These two types of motivation have been distinguished
m  Self-Determination Theory (SDT) based on the
causes or objectives giving rise to a different behavior
(Righy and Ryan, 2011).

RESULTS AND DISCUSSION
Gamification strategies for intrinsic motivation: The aim

of this study 1s to shed further light on the effect of

gamification strategies for intrinsic motivation within

e-Commerce website. Implementation of gamification
strategies on e-Commerce sites has emerging lately and it
is very possible to adapt on all e-Commerce field (Hansun,
2012). Gamification has been defmmed as a process of
improving services with motivational values in order to
raise remarkable gaming experiences and further
behavioural outcomes (Hamari et al, 2014). Some of
simplest components of gamification such as points,
levels, leaderboards and badges resulting that the
implementation can be a powerful experiences (Deterding,
2012; Rigby and Ryan, 2011). When the users are
experiencing enjoyment and fun in domng things they can
become intrinsically motivated (Shi et al., 2014).

Self-Determmation Theory (SDT) 18 a theory of
motivation that is concerned with supporting individual
natural or mntrinsic tendencies to motivate in effective and
healthy ways (Ryan and Deci, 2000a, b). As a guide to the
gamification conceptual model, SDT i1s applied to promote
infrinsic motivation in the e-Commerce environments.
Hence, in order to encourage motivation to the user, SDT
proposes three basic needs to be fulfilled which is
competence, relatedness and autonomy (Ryan and Dect,
2000a, b).

Competence: Competence refers to an individual with the
continuous interaction in completing certain task in the
social environment to experiencing opportunities. To meet
the requirements of competence, it would lead someone to
seek challenges in improving and maintaming their skills
through activities (Ryan and Deci, 2000a, b). Hence, by
offering interesting challenges by combining clear rules
and objectives can enhance the competence feelings
(Groh, 2012).

Relatedness: Relatedness refers to the mteractions,
relationships and experience to pay attention of others.
This is because every action and daily activities done by
someone will involve other people and the community and
through this they will find a sense of belongingness
(Ryan and Deci, 2000a, b). Various social mteractions
such as ratings, comments, social status and reputation
such as pomts, level and leaderboard can enhance
relatedness in connecting users on social e-Commerce
field with a common interest (Ryan and Deci, 2002a, b).

Autonomy: Ryan and Deci (2000a, b) stated that
autonomy refers to the sense of free will n domg
something or acting out of the interests and values of
their own. So, in order to satisfy the need of autonomy, it
is essential to let the users to feel their behaviour is based
on their own intentions. This can be done by providing
interesting and flexible options to further offset the
curiosity, skills and goals towards certain things. So by
offering mntrinsic choices of voluntary behaviour, thus, it
can maintain the intrinsic motivation of users (Groh, 2012).
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Identification gamification strategies in interface design:
The rising of social networking makes the uses of
gamification gamn more popularity among community. This
15 because they will compete against each other to be the
best in the society. Therefore, the concept of gamification
has opened up the opportunities for online businesses to
attract more users and directly converts them into loyal
buyers. Gamification strategies are some of the mdicative
desires that effect to the user through the game elements.
Every human being has needs and desires that consist of
various aspects. So, it 1s very important for game
designers to know how to address their needs in the
game environment to allow these methods are widely
used

Points: Points can be used to reward users across
multiple dimensions and different categories of points
can be used to drive different behaviors within the same
site or application. Typical types of points that have
been used are experience Pomts (XP), skill pomts
(score, rank) and influence points (rating, reputation).
Tn social e-Commerce, points will be rewarding to the user
when they perform a valuable behavior in the website. For
mstant, for each complete transaction that made by the
user they will receive pomnts. When they make more
transaction there will be more points that will be earned by
the users.

Levels: Levels are a system or “obstacle” by which
players are rewarded by an increasing value for
accumulating points. Often features or abilities are
unlocked as player’s progress to hugher levels. Leveling
13 one of the highest components of motivation for
gamers. At the certain stage on social e-Commerce, the
user will “level up”™ from the collected point that the user
earmned from their behavior. Level may help to give a clear
plcture to the user where they are standing in a
commumnity. Tt may also help to stimulate friendly
competition and show the user progress towards the
overall goals (Fig. 1 and 2).

Leaderboard: The overwhelming majority of successful
games have wisely implemented a “high-score table™.
They bring aspiration, “fame” and your name m lights. In
the context of gamification, leaderboards are used to track
and display desired actions, using competition to drive
valuable behavior. Leaderboard will rank all users on the
social e-Commerce and shortlist the top user based on the
points and levels that they have eamed from transaction
they make. Purpose of leader boards is to encourage the
users to perform better behavior in order to achieve their
goals and to seal the top spot (Table 1).

5,518

credits

Active Rewards

895 XP

to Level 13

View all

to receive these rewards!

Mext Objectives

Post a project

Post a contest

Invite a Friend

Follow us on Twitter

Post a Featured project

View My Rewards

Fig. 1: Example of pomts elements

Fig. 2: Example of level progressing bar

Home

My Profile

Team Standings

+11 XP

+77 XP

+5 XP

+10 XP

+50 XP

Teams

Kasey McCurdy

Current Points: 14,

14,140 Points

My Teams:

140
14

San Jose, Western Region, Retail

Table 1: Example of leaderboard

Leaderborad

Ranks Username Levels Scores

1 mhanif Level 20 2,237,630
2 R8General Level 20 309,836
3 MCZ Level 20 174,036
4 pksigmip Level 20 129,065

5 phpMeastro Level 20 54,120
8910 amrosamaeg Level 12 2,761

8516



J. Eng. Applied Sci., 12 {Special Issue 9: 8513-8517, 2017

CONCLUSION

In this study, we have presented a few gamification
strategies that can be implemented 1n social e-Commerce
website for online buying and selling activities. We also
have adopted gamification approach that applies the
intrinsic motivation for the social interaction in the
e-Commerce environment.

RECOMMENDATION

Therefore, the future research is to seek to implement
these strategies into social e-Commerce website to
increase the user engagement.

REFERENCES

Attfield, S., G. Kazai, M. Lalmas and B. Piwowarski, 2011.
Towards a science of user engagement (position
paper). Proceedings of the WSDM Workshop on
user Modelling for Web Applications, February 9-12,
2011, ACM, Hong Kong, China, pp: 1-8.

Chapman, P., 1997. Models of engagement: Intrinsically
motivated interaction with multimedia learning
software. Master Thesis, University of Waterloo,
Waterloo, Canada.

Csikszentmihalyl, M., 1990. Flow: The Psychology of
Optimal Experience. Harper and Row Publication,
New York.

Daniel, E., H Wilson and A. Myers, 2002. Adoption
of e-Commerce by SMEs in the UK: Towards a stage
model. Int. Small Bus. T, 20: 253-270.

Deterding, S., 2012. Gamification: Designing for
motivation. Interact., 19: 14-17.

Groh, F., 2012. Gamification: State of the Art Defimtion
and Utilization. University of Ulm, Ulm, Germany,.

Hamari, T, J. Koivisto and H. Sarsa, 2014. Does
gamification work?-A literature review of empirical
studies on gamification Proceedings of the47th
Hawaii International Conference on System Sciences
(HIC'SS), Tanuary 6-9, 201 4, TEEE, Tampere, Finland,
ISBN:978-1-4799-2504-9, pp: 3025-3034.

Hansun, S., 2012. Gamified E-commerce a new paradigm
on E-media business. Ultimatics, 4: 28-31.

Heather, L.O. and E.G. Toms, 2008. What 1s user
engagement? a conceptual framework for defining
user engagement with technology. . Am. Soc. Inf.
Sei. Technol., 59: 938-955.

Jenmngs, M., 2000. Theory and medels for creating
engaging and immersive ecommerce websites.
Proceedings of the 2000 ACM SIGCPR Conference
on Computer Personnel Research, April 06-08, 2000,
Chicago, llmois, USA., ISBN:1-58113-228-X, pp:
77-85,

Lucassen, G. and S. Jansen, 2014. Gamification in
consumer marketing-future or fallacy?. Proceeding of
the 2nd International Conference on Strategic
Innovative Marketing, August 25, 2014, Elsevier,
Amsterdam, Netherlands, pp: 194-202.

Muntean, C.I., 2011. Raising engagement in E-leaming
through gamification. Proceedings of the 6th
International Conference on Virtual Learning TCVT.,
October 28-29, 2011, University of Bucharest,
Bucharest, Romama, pp: 323-329.

O'Brien, HL. and E.G. Toms, 2010. The development and
evaluation of a survey to measure user engagement.
T. Am. Soc. Inf. Sci. Technol., 61: 50-69.

Quesenbery, W., 2003. Dimensions of Usability. In:
Content and Complexity: Information Design in
Techmeal Communications Mahwah, Albers, M. and
B. Mazur (Eds.). Lawrence Erlbaum, New Jersey,
USA., pp: 81-102.

Read, T.C., S.J MacFarlane and C. Casey, 2002
Endurability,  engagement and  expectations:
Measuring children's fun. Proceedings of the
International Conference on Interaction Design and
Children, Vol. 2, August 28-29, 2002, Shaker
Publishing, Emdhoven, Netherlands, pp: 1-23.

Rieber, 1..P., 1996. Seriously considering play: Designing
interactive learning environments based on the
blending of microworlds, simulations and games.
Edu. Technol. Res. Dev., 44: 43-58.

Rigby, S. and R M. Ryan, 2011. How Video Games Draw
us n and Hold us Spellbound. Greenwood
Publishing  Group,  Westport,  Connecticut,
TSBN:978-0-313-36224-5, Pages: 185.

Ryan, RM. and E.L. Deci, 2000. Intrinsic and extrinsic
motivations: Classic defimtions and new directions.
Contemp. Educ. Psychol., 25: 54-67.

Ryan, R M. and EL. Deci, 2000. Self-determination theory
and the facilitation of intrinsic motivation, social
development and well-being. Am. Psychol, 55:
68-78.

Shi, L., AT Cristea, 3. Hadzidedic and N. Dervishalidovic,
2014, Contextual gamification of social interaction-
towards increasing motivation in social E-learmng.
Proceedings of the International Conference on
Web-Based Learning, August 14-17, 2014, Springer,
Tallinn, Estonia, pp: 116-122.

Shneiderman, B., 1997, Direct mampulaton for
comprehensible, predictable and controllable user
mterfaces. Proceedings of the 2nd International
Conference on Intelligent user Interfaces, Tanuary
06-09, 1997, ACM, Orlando, Florida, TSA.,
ISBN:0-89791-839-8, pp: 33-39.

Woszezynski, AB., PL. Roth and AH. Segars, 2002.
Exploring the theoretical foundations of playfulness
n computer interactions. Comput. Hum. Behav., 18:
369-388.

8517



	8513-8517 - Copy_Page_1
	8513-8517 - Copy_Page_2
	8513-8517 - Copy_Page_3
	8513-8517 - Copy_Page_4
	8513-8517 - Copy_Page_5

