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ABSTRACT

In recent years, mini-games on mobile commerce platforms have shown a trend of continuous expansion and
development. The emerging gamification phenomenon still requires theory and investigation to supplement its
explanation. Based on the theory of octalysis framework, this study collected data from 207 college students in China
who play pet cultivation game on mobile commerce platform, and conducted statistical analysis with software. The
study found that the majority of users of these games are women, and they are more likely than men to identify with a
sense of choice and accomplishment. In the analysis of octalysis framework, the strongest motivation for people to play
such games is to save money and make money, while the weakest motivation is to socialize. There are individual
differences in the frequency of game use in items of social interaction, sense of choice, achievement and ownership. In
addition, the frequency of game use is positively correlated with the frequency of platform shopping.
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