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ABSTRACT

The potential of e-commerce is vast in supporting consumption-driven Indonesian economics. E-commerce has also
become the leading marketing platform for SMEs during the Covid-19 pandemic. Although supported by growing and
dynamic e-commerce start-up ecosystem, Indonesian e-commerce still has several weaknesses in retaining their loyal
consumers, such as less effective and innovative banner blindness due to consumer avoidance of e-commerce
advertisements. In the other side, unique value proposition is needed when Indonesian e-commerce market gets
saturated due to fierce competition and low barrier for new competitors. Hence, an effective marketing strategy is
essential to increase brand engagement of e-commerce consumers with gamification. This study aims to examine the
effect of gameful experience (GAMEX) and game design of e-commerce advergames on self-brand connections that
motivate purchases, which were previously studied separately by researchers. By including the brand engagement
variable as a mediation on this effect, this study also examine the emotional and cognitive engagement on self-brand
connections resulted by experiential marketing. This experimental study employed quantitative approach to 250 frequent
e-commerce users. The results shows a positive and significant effect of gameful experience and game design elements
on self-brand connection mediated by brand engagement. This study is expected to make a practical contribution to e-
commerce marketers and UX designers, identify and recommend experimental qualities in e-commerce advergame
design to engage loyal customers which influence their purchasing intention that directly supports the business

sustainability of SMEs in e-commerce platform.
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1. INTRODUCTION

The market capitalization of e-commerce in
Indonesia is USD 20 billion and becomes the seventh
largest in the world and the largest in Southeast Asia
[1]. Although it is still in the early stages of digitization
due to uneven ICT infrastructure, transactions through
e-commerce have reached 30% of total country
transactions in Indonesia. This trend is supported by the
dynamic growth of the e-commerce start-up ecosystem,
which has a positive impact on the national economy
by providing 26 million employees in the Small and
Medium Enterprise sector.

This rapid growth has also encouraged foreign
direct investment into Indonesia, amounting to USD 3
billion in 2015-2017, which entered several Indonesian
e-commerce sites such as Bukalapak, Matahari Mall
and Tokopedia. A digital savvy millennial makes up
65% of today's "mobile-first" e-commerce shoppers.
This growth also impacts increasing export volume by
USD 22 million, especially in fashion, automotive,
health/beauty and jewelry products [1].

Commerce is having a large impact on the
national economy. Therefore, industry participants
have a great deal of pressure to improve productivity
and to extend access to the workforce for all parts of the
population. To succeed in the new digital era,
businesses in the e-commerce industry must adapt to

the challenge and overhaul their business model so that
they can lead in national and global market share. The
five imperative strategies to spearhead growth and
efficiency are: (1) delivering a consumer-centric
experience for a seamless e-commerce proposition with
competitors, (2 with big data for real-time decisions
across the value chain, (3) boosting cyber security to
protect corporate information capital in a connected
world, and (4) utilizing omnichannel engagement to tie
in online and offline activities [2].

Therefore, innovation and value-added are
expected to be created in the dimensions of
products/services, business models and business
processes [3] [4]. By applying game design concepts to
non-game contexts, such as businesses, we can better
define the phenomenon of gamification [4] [5].

Furthermore, gamification can be useful in
increasing sales and enhancing corporate image. Most
of the research shows that gamification is an effective
marketing tool to raise consumer brand or product
awareness. Gamification has a positive effect on brand
association and brand trust [6]; brand engagement [7],
consumer attitudes [8] [9]; consumer's innovation
adoption [10]; customer loyalty [11] [12]; purchase
intention [13] [14]; customer satisfaction [15];
consumer willingness to pay [16]; actual sales [17].
However, research on gameful experience in these
studies only examines the dimensions of experience
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[18] and separated from game effectiveness by design
(51 [19] [15] [1].

Several studies measure the effect of game
design on customer engagement [20] [21] and
patronage intention [22], but no one has investigated its
effect on self-brand connection in e-commerce. In
addition, research that directly relates the gameful
experience dimension to consumer behaviour is not
sufficient to explain how consumers immersed in
gamified products/services or games because they do
not include psychological factors such as emotional and
cognitive engagement.

Hence, this research aims to determine how
gameful experience (GAMEX) and game design affect
self-brand connection? Moreover, what is the role of
brand engagement mediation in the relationship
between a gameful experience (GAMEX) and game
design on self-brand connection?

The research is expected to provide a theoretical
contribution that describes the interaction and
interrelationships between a gameful experience
(enjoyment, absorption, creativity, absence of adverse
effects, and emotion) and game design (mechanics,
aesthetics, story and technology) with the self-brand
connection. For e-commerce marketers and UX
designers, this study aims to identify and recommend
experimental qualities in e-commerce advergame
design to support SMEs resilience.

2. LITERATURE REVIEW
2.1 Advergame in E-Commerce

The game has five characteristics: (1) it is based
on rules; (2) it has measurable variable outcomes; (3)
different game outcomes are assigned positive and
negative values; (4) it takes effort to improve the
results; (5) the result is essential for the game-player
[24].

Games also be defined experientially [18].
Experience component necessitates a more detailed
description for the game to be fully comprehended [23].
This is because the variety of game types provides more
than a single experience [5]. The difference is a game
can only be distinguished by its various experiences. It
emphasizes the multidimensional nature of gaming
experience. Hence, the game experience functionates as
a mediator between gamified service motivational drive
and the expected behavioral outcomes [18] [25].

However, the personalization of incentives
affects the gamification process because different
people have different motivations [26] [5] [27] [25]
[28]. This statement is relevant to previous research,
which states that self-brand connection is mediated by
intrinsic motivation [31].

Advertising games (advergame) are games that
explicitly or completely incorporate promotional
content as marketing tools into a game. In advergame,
the brand is integrated with the story, mission, and other
activities in the game. Advergame effectiveness usually
supported by several game elements such as characters
with certain brands, gameplay displaying the
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characteristics of certain products, advertising banners
in a game segment, or other elements [32].

Advergames have begun to be glimpsed by
several companies to market their products and brands
to raise awareness of the brands and products owned by
the company [32]; [33]; [35]. Advergames began to
appear, motivated by the tendency of consumers to
engage in avoidance behaviour toward advertisements
through cognitive ways by deliberately ignoring them
and reducing their exposure to the ads content [36].

Furthermore, banner blindness posits about
ineffective communication element in the online
environment because it is unnoticeable by consumers,
either intentionally or unintentionally [37]. Due to the
overload information, consumers are immersed in
activities in the online environment, consumers tend to
pay attention to specific points on online information
pages that can help them carry out these activities and
ignore other points that they consider irrelevant and
distractions.

In advertising, one of the essential elements
forming attitudes in mobile advertising is
entertainment, informativeness, and irritation [38]. The
weakness that arises in the form of intrusiveness caused
by advertising is consumer perceptions of advertising
as harmful because of its certain formats that
consumers consider disturbing [39]. This perception of
intrusiveness arises because advertisements tend to
force consumers to stop all activities they are doing in
the online environment. This disturbing situation
creates negative emotions or feelings of anger
(irritation) consumers [40]. Therefore, attractive, and
fun experience provided by advergame can be a
solution to introduce new products or maintain
consumer engagement with brands and increase sales
than pure advertisement [32].

The characteristics of creating a balanced
advergame are "making purchases part of the game".
By keeping players in the game (allowing players to
buy whatever they want in the game, without
interrupting the game); unify the player experience
(whether players buy on a traditional PC mobile device
or in-store, all transactions look integrated across all
channels; provide personalized offers (cross-selling,
impulse buying promotions, targeted offers and
exclusive merchandise, real-world, game-related); and
add a buy anywhere button (giving developers the
freedom to place a one-click "buy" button anywhere in
the game without them having to learn the trading
logic) [34].

2.2 Gameful Experience

Gamification refers to transforming technology
such as games to generate positive experiences and
motivations and influence user behaviour [41]. Gaming
experience drives behavioural effects on its users [18];
[27]; [28]. As a result, when developing gamified
services for e-commerce, the user's experience should
be the primary consideration. The GAMEX dimension
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used in this study to measure gameful experience [42].
The following is a description of each element:

1. Fun. It is an important aspect of how people interact
with games [43]. People will play if they enjoy the
experience [44], so fun is arguably the primary goal of
a game.

2. Consumption (flow, immersion, and presence)

a. Flow is a repetitive experience in games [45]
[46] [44] that indicated by player’s intense
attention, shifted sense of moment, and
combined awareness and action [47]. A person
in a flow state is autotelic; he acts for his own
sake rather than for the others’ sake [47].
Perceived balance of challenge and skill will
occur flow [48].

b. Immersion has been defined as entering an "in-
game" cognitive state [49], in which the player
has the sensation of being inside another reality
that demands full attention and make players
feel disconnected from the outside world [50].

c. Presence. Presence is defined as a non-
mediation illusion or a feeling of being inside
a computer-generated world [53].

3. Creative thinking. These elements represent the game
experience's dimensions. Most game researchers
consider exploration and imagination to be an important
part of the player's playing experience [52].

4. The absence of any negative consequences. Gamified
applications should be enjoyable to use and reduce the
risk of losing in win-lose situations to avoid negative
feeling effects for players [54].

5. Emotions. Emotions have been described as the
superordinate program that coordinates behavior for it
to be functional (from an evolutionary standpoint) [55].
Emotional states influence experience on a broad level.
Hence, the hypothesis of this research is:

H1: Gameful Experience (GAMEX) has a direct impact
on the self-brand connection.

2.3 Game Design

The Elemental Tetrad Game is a well-known game-
designing framework. The model is made up of four
interconnected design elements that create game’s
cognitive and affective ecosystems [56].

The first element, the story, gives meaning to the
consumption experience. E-commerce companies
understand the value of "storytelling" as a strategy of
persuade consumers, but not how to effectively use in-
game (mobile) story elements for marketing. Narrative
transport research sheds light on the value of stories
[58].

Storytelling is a "convergent process" [57]. First, the
recipient must focus on the story's development and
analyze it. Also, two elements contribute to narrative
delivery: mental imagery and empathy. Empathy, on
the other hand, reflects the recipient's attempt to
understand and connect to the characters of game story.
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The player becomes "lost" in the story and experiences
narrative transport. Besides giving meaning to the
player's experience, story also sets the stage for task
completion, and guide action [58]. Meanwhile,
mechanics set the game's rules, gives information about
the game goals and how players achieve it
Leaderboards and badges are common game
mechanics. [18]

Additionally, making a game look and feel good is
important. Games should instill their players with a
sense of purpose, and a storyline should be
strengthened. Finally, technology is concerned with
how media, specifically mobile platforms in this study,
shape game experiences. For example, the ability of
mobile devices to function as networked computers
allows for dynamic interactivity and gameplay [59].

Abc

Narrative

=

Aesthetics

?

Technology

Mechanics

Figure 1 Tetrad Game Design Elements
Source: [59]

Hence, the hypothesis of this research is:
H2: Game design directly affects self-brand
connection

2.4 Brand Engagement

Brand involvement has been theorized to link
consumers' recent experiences with brand connections
because previous research has shown that it has the
capability to metaphorically conceptualize and link
consumers' personal experiences with  brand
connections [60; 61]. Affective and cognitive responses
can both be triggered when using flow to perform
experiential activities [62]. Refers to previous research,
it was discovered that offering more interactive and
engaging browsing experiences for customers results in
greater website enjoyment [63] and, in turn, more
frequent online shopping [64]. Similar research has
been done in the context of games. In other words,
when players can interact with or feel challenged by the
game, they enjoy it more. Further research on the effect
of games on brand memory indicates that more
interactive relationships with brands lead to increased
brand recognition [67].  Furthermore, studies have
shown that positive influence and persuading brand
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evaluation [69] [70] leads to a stronger relationship
with the brand. This previous study stated that online
experiential  activity, and branding supports
gamification interactions. It is distinguished by high
interactivity. Hence, the following are the research

hypotheses:
H3: A fun experience has a direct impact on brand
engagement.
H4: Game design has a direct impact on brand
engagement.

HS5: Brand engagement moderates the impact of
GAMEX and Game Design on self-brand connection.
As a result, the research model is as follows:
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reliable all of the indicators are. Ideally, the minimum
value is 0.8 or 0.9. Composite Reliability is used, and
interpreted in the same manner as Cronbach's Alpha.
The variance of each indicator must be attributed to
each latent variable by at least 50%. Also, since the
latent variables' relationships with their indicators must
be greater than 0.7, the outer loadings must be greater
than their absolute value. If the external standard
loading is less than 0.4, the reflective indicator should
be omitted from the measurement model.

Both convergent and discriminant validity exist in PLS-
SEM. When the set of indicators represent one latent
variable, and that underlying latent variable, a measure
is called convergent validity. This can be shown to be
unidimensional by demonstrating the AVE, which is

Gameful

experienc
e (GAMFX)

greater than 0.5. Conceptually different concepts must
exhibit sufficient difference to be different concepts.

Brand Self-brand
engagement connectio

Figure 2 Research Model

3. RESEARCH METHOD

This study employs an experimental approach with
quantitative measurement. Participants were instructed
to complete at least the first four levels of the micro-
game on Shopee, a video game recommendation
selected by the researcher. Returning to the online
questionnaire, participants respond to seven-point
Likert scaled answer (from "strongly disagree" to
"strongly agree") to determine how they felt about the
microgame.

Purposive sampling with the criterion of respondents
being between the ages of 18 and 50 was used. This
demonstrated their propensity to frequent use of e-
commerce platforms as proven by their rating as a
Silver user in Shopee. 250 samples were taken, and
SmartPLS was used to analyse the results. Path analysis
explores the relationship between the dependent and
independent variables by testing both the inner and
outer models and the hypothesis that links them.

3.1 Outer Model Analysis

In outer model, the first measurement to be conducted
with the PLS-SEM model 1is the reflective
measurement. The measurement model was evaluated
by determining the reliability and validity of the results.
To obtain high levels of reliability, Cronbach's Alpha
can be utilized. This is the model's estimate of how

Fornell-Larcker and “cross-loadings” are utilized in
discriminant validity. According to the Fornell-Larcker
postulate, the latent variable will have a larger
contribution to the underlying indicator variable than
other latent variables. This conclusion follows from
statistical inference, and according to that inference, the
AVE of each latent variable must have a value greater
than or equal to the highest r2 value with the values of
the other latent variables.

3.2 Inner Model Analysis

Inner model analysis shows the value of direct
effects that represented by path coefficient.
Furthermore, path coefficients between constructs was
carried out to know the relationship's significance and
strength and hypothesis testing. It ranges from -1 to +1.
When the path coefficient value is getting closer to the
+1 value, the relationship between the two constructs is
positive and strong and conversely for value for -1 is
negative relationship [71].

Furthermore, R Square was used to know the
goodness-fit-model test in the PLS-SEM inner model.
The value of the coefficient of determination (R
Square) is expected to be between 0 and 1. R Square
values 0of 0.75, 0.50, and 0.25 indicate that the model is
strong, moderate, and weak [71]. While the Adjusted R
Square is the R Square value that has been corrected
based on the standard error value. Adjusted R Square
value provides a stronger picture than R Square in
assessing the ability of an exogenous construct to
explain endogenous constructs.

To analyse the model fit criteria, criteria for the
fit model include SRMR or Standardized Root Mean
Square < 0.10 or < 0.08 and NFI value > 0.9 [73].

The assumption or requirement in the inner least
square model analysis is that there is no
multicollinearity problem; namely, there is a strong
intercorrelation between latent variables. This study
uses the VIF indicator to evaluate collinearity. The VIF
value must be less than five [71]. Finally, hypothesis
testing uses the Bootstrapping method, with a p-value
criterion of less than 0.05, indicating that the hypothesis
is accepted.
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4. RESULT & DISCUSSION

4.1 Outer Model

The results of outer loading show several indicators that
are less than 0.4, namely GE7, which discusses the
dominance indicator, or feeling automated when
playing advergames, GD6 which is an indicator for
game testing; and BE3, which discusses pride in using
e-commerce brands, so these indicators were excluded
in the subsequent analysis of the inner model.

LS
N
¥ 0886
GE3 0.879
TRV
GE4 4—0.443 —}

40730
GES 0.669
o

G5 Game Design

Figure 3. Outer Loading Result

Furthermore, the reliability and validity test of
the outer model analysis is shown in Table 1 below:
Table 1 Outer Model Analysis
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using the Fornell-Lecker criteria, as presented in Table
2. The results show a higher value than the AVE value
so a latent variable shares more variance with its
indicator compared to other latent variables.

4.2 Inner Model

Based on the results of the path coefficient, Table 3
below shows a value close to +1. The highest path
coefficient is found in the relationship between gameful
experience and self-brand connection with 0.536, while
the lowest direct relationship is in the game design
variable to the self-brand connection of 0.313. Hence,
it can be concluded that there is a direct relationship
between latent variables.

Table 3 Path Analysis

Average
Cronbach's rho A Composite| Variance
Alpha - Reliability Extracted
(AVE)
Brand 0,752 0,770 0,843 0,576

Engagement]

Game Design 0,870 0,885 0,905 0,658
Gametul 0,819 0,864 0,881 0,651
Experience
Self brand
connection 0,866 0,883 0,905 0,661]

Table 2 Discriminant Validity Result
Brand Game | Gameful Self-brand
Engagement| Design| Experience| connection

Brand 0,759

Engagement

Game 0,865 0,811

Design

Gameful

Experience 0,838 0,814 | 0,807

Self-brand | 795 0777 | 0728 0,813

connection

From these results, it can be seen that all variables have
Cronbach's Alpha and composite reliability of all
variables above 0.7. This shows that each latent
variable in this study can explain the variance of each
indicator by at least 50%. The AVE value of each
variable also shows a value above 0.5 which indicates
the convergent validity of each variable indicator.
Furthermore, discriminant validity can be determined

Sample
Path _— P
Coefficient '(\ANT)a n (STDEV) T Statistics Values
Brand
Engagement -> | 54 0,438 0,098 4379 0,000
Self brand
connection
Game Design ->
Brand 0,395 0,544 0,041 13,423 0,000
Engagement
Game Design ->
Self brand 0,313 0,309 0,085 3,689 0,000
connection
Gameful
Experience -> 0,395 0,397 0,045 8,863 0,000
Brand
Engagement
Gameful
Experience ->
Self brand 0,536 0,110 0,067 1,696 0,000
connection
Table 4 Goodness of Fit
Saturated Model Estimated Model

SRMR 0,090 0,076

d_ULS 2,892 2,892

d_G 4,578 4,578

Chi-Square 3380,703 3380,703

NFI 0,91 0,76

Furthermore, the Goodness of Fit results show that the
f-square value is greater than 0.35, the SMSR is 0.076
or less than 0.10, and the NFI value is greater than 0.9.
As a result, it is possible to conclude that the model
meets the criteria. R square in this model's inner
analysis is 0.884, and R Square Adjusted is 0.883
(brand engagement) and 0.658 and 0.655, respectively,
for self-brand connection. As a result, it is possible to
conclude that the value of R square is greater than 0.5,
indicating the strength of the model's fit with the
criteria, and that Adjusted R Square, indicating the
ability of an exogenous construct to explain
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endogenous constructs. The results are also supported
by the fulfilment of the inner model assumption, which
requires the absence of multivariable, as indicated by a
VIF value of less than 5 for each variable indicator.

Because the p-value is less than 0.05 (Table 3), the
hypothesis testing results show that H1, H2, H3, H4,
and HS5 are accepted. These findings suggest that a
gameful experience has a direct impact on the self-
brand connection. Additionally, the game design has a
positive impact on the self-brand connection.
Meanwhile, brand engagement mediates gameful
experience and game design on the self-brand
connection. This study supports previous research on
the importance of fulfilling aspects of enjoyment,
absorption, activation, creative thinking, and the
absence of negative situations on the quality of
experience obtained by e-commerce consumers. [18]
[27] [28]. The quality of a pleasant experience, tailored
to the consumers' perceived value and personality, can
make them feel connected to and loyal to the brand.

Furthermore, game design on self-brand connection,
which supports previous research about game design
impact on consumer behaviour [5]. This demonstrates
that mechanics (game rules), story (narrative),
aesthetics (game environment), and technology all have
an impact on consumers' self-brand connections [19]

[15] [1].

The findings of the analysis on each indicator show that
having clear rules in the game makes easier for
consumers to understand how the game should be
played, and they can achieve scores and level up with
rewards in the form of points that they can use to get
discounts on purchases. The story aspect also assist
consumers in comprehending the advertisement ads
that e-commerce wishes to convey through their
gamification services. Consumers are also at ease with
the aesthetic aspect (game environment), which
features bright colours that match the colours of the e-
commerce brand, eliciting brand recall, enthusiasm,
and a pleasant feeling when using advergames.
Interfaces, navigation, leader boards, buttons, and
badges are also popular with customers because they
demonstrate their performance. Brand engagement also
effectively mediates gameful experience and game
design correlation which supporting previous research
that consumers' emotional and cognitive attachment to
brands prior to using advergames influences gameful
experience and game design on consumer behaviour.
This emotional attachment is reflected in high customer
awareness of e-commerce brands, whereas cognitive
engagement is typically reflected in high consumer
perceived benefits of e-commerce services manifested
in frequent use of e-commerce services (frequent users)
[68].
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5. CONCLUSION

This study concludes that aspects of gameful
experience, game design, and brand engagement
mediation have a positive effect on self-brand
connection, which is expected to have a positive
influence on purchase intention. This is what motivates
e-commerce platforms to improve the user experience
through advertising games. Furthermore, the findings
of this study provide input for UX designers in
identifying and recommending experimental qualities
to address when designing player-centered advergame
design to support SMEs' resilience in the Covid-19
pandemic crisis. Furthermore, more research is needed
to investigate the impact of gamification and game
design on consumer behaviour when moderating
variables such as monetary rewards, mandatory play,
and time pressure are present.
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