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Abstract. A gamified loyalty program is a marketing tool used in a mobile app
to promote repeat purchases and customer relationships and provide incentives
through the game component. Several studies have explained the theory, charac-
teristics, and results of conventional loyalty programs. A comprehensive review
investigating the role of gamification in mobile application loyalty programs has
not been carried out by any research and this is needed to help researchers and prac-
titioners understand the concept of gamified loyalty programs. Data were taken
from IEEE, Science Direct, Scopus, Emerald, Wiley, MDPI, and Springer pub-
lished between 2010 and 2022 reviewing 32 selected articles by following Calla-
han’s systematic literature review approach. This research contributes in defining
a gamified loyalty program on a mobile application. Disclosing a gamified loyalty
program is beneficial in enhancing the branded app experience, increasing branded
app engagement, and increasing more active points redemption. Furthermore, the
need for further research on what theories are used in gamified loyalty programs
and the barriers to implementing gamified loyalty programs were also diagnosed.
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1 Introduction

Customer relationship management has the potential to enhance a company’s growth in
today’s broad competitive environment. By knowing customers better it will be possible
for the company to serve them right and keep them loyal forever [1]. Some researchers
agree that loyalty programs can build loyalty in a heterogeneous group simultaneously.
All businesses have realized to use various types of incentive rewards for customers,
and plastic cards have long been used as a medium for delivering these rewards [2]. At
the moment, customer relationship management has adopted a new way of increasing
loyalty, as a result of the advent of the Internet and the continuous development of
technology. Some companies continue to rely on loyalty card delivery media and others
have switched schemes from card media to mobile applications. The advantages of
loyalty programs through mobile applications are that they can increase portability,
interactivity, and accessibility of loyalty points. Users can spend less time and effort
viewing and managing loyalty points, as this information can be accessed instantly via
one touch on the loyalty app [3].
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Given the increasing competition in the use of mobile apps, it allows users to easily
switch between different apps, or own multiple apps and possibly uninstall them with-
out reusing them [4]. For that, the company must offer added value to the application.
One of the tools that can be used to increase the value of brand applications is gamifi-
cation [5]. Gamification is a persuasive technological innovation in motivating people
through entertainment and competition and increasing customer loyalty and interaction
[6]. Gamification is not a serious game that applies game design with conflict resolution
content [5]. Defines that gamification is the use of game design elements that involves
a point system, the level of progress of each individual in participating in certain tasks
in a non-game context. Like gamification, loyalty programs that have been used in cus-
tomer relationship management for decades, also use a credit point system mechanism,
or status advancement levels, such as loyal passenger status [7]. In contrast to the use of
loyalty cards, gamification aims to unify the loyalty program with the latest innovations
in game design. Game design elements tomotivate and increase customers have attracted
attention in digital marketing efforts. Gamification not only offers entertainment benefits
but also leads to new cognitive, emotional, and social use experiences of core offerings
[8].

Several studies have investigated the literature review regarding loyalty programs
as an important instrument in marketing. However, the focus of previous research is
the theoretical review on the characteristics of conventional loyalty programs over three
decades [2] and [9]. Investigated a review of the understanding of the impact of loyalty
programs on profitability for firms. Driven by the advancement of the internet and the
rapid use of mobile devices, the practice of loyalty programs has grown. They imposed
new challenges and created exciting opportunities for future loyalty program research.
Many questions remain unexplored to identify the missing links in the literature and set
the future research agenda to advance LP research and practice. Next, the need for further
research on the role of loyalty program gamification in brand apps was also diagnosed.
There has been no comprehensive review of that research reviewing gamified loyalty
programs on brand apps. This paper is structured to fill in the existing research gaps.

2 Methods

The literature review method was used in this study to identify and discuss any and all
relevant research for a particular question [10]. This literature review aimed at capturing
the state-of-the-art in gamification loyalty programs aswell as to document the important
developments of their application to mobile applications. This study has three steps
consisting of:

(1) Developing research questions;
(2) Creating a search string according research question;
(3) Filtering to select the most relevant article.

The first step was to create research questions that will guide a comprehensive anal-
ysis and make it easier to gain insight into the research topic. To provide a good structure
for this review, the authors follow [11] by using 4 W (What, Where, Why, and How).

Q1. What is a gamified loyalty program on a mobile app?
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Table 1. Keyword search results

A1. Loyalty Program Gamification B1. Definition C1. Brand app

A2. Gamify Rewards Program B2. Concept C2. Cellular Apps

A3. Loyalty Gamified B3.Usefulness C3. Smartphone

B4. Effect C4. Consumer behavior

B5. Benefits C5. Perceived value

B6. Determinant

B7. Affecting factor

Q2. How does a gamified loyalty program affect customer behavior?
Q3. What are the perceived value dimensions of the loyalty program?
The second step was to design the research process. The searching process was

carried out by creating a search string according to the research question and identified
key terms, synonyms and related words Table 1. Shows the items associated with some
of the search strings used.

The third step after generating the search string keywords, the relevant libraries were
selected to implement the search string.Avariety ofwell-known individual databases and
web journals in the field of computer science and marketing, including, IEEE, Science
Direct, Scopus, Emerald, Wiley, MDPI, and Springer were used limited to the period
2010–2022. There was a filter step to select the most relevant articles. Criteria were set
for evaluation and identification with related topics. Eligible criteria for the search were
articles written in English, if it is to be published in conferences and journals, this paper
must provide empirical evidence on the impact and outcomes of loyalty programs on
app brands.

Figure 1 represents each filtering process. The first search step was performed based
on a predefined search string. Then the search resultswere filtered by applying the criteria
and any studies that did not meet the criteria were deleted. Selected papers were stored
in excel software and compiled based on the research library. In the next stage, the paper
was analyzed based on the title, keywords and abstract. Any duplicates were removed.
The last stage was reading and reviewing the content and the conclusion section. As
many as 32 articles passed and met the criteria from all stages of selection.

3 Results and Discussion

In this section, 32 articles that have been reviewed and passed the quality assessment
were described. These results answer the research question by identifying and explaining
what a gamified loyalty program is, what the role of gamification in a loyalty program on
a brand app is, and what the perceived value factors of the loyalty program are. The gam-
ification loyalty program looks intuitively appealing, in which a coherent understanding
is essential for further analysis.
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987 articles

567 articles

337 articles

32 articles

Fig. 1. Selection Process

3.1 Definition of Gamified Loyalty Program

Of the 32 selected papers, none of them attempted to draw a direct relationship between
gamification, loyalty programs, and brand apps. From the selected articles, the definition
of gamification loyalty program found in the articlewas reviewed and identified, inwhich
there were at least two thought concepts of the gamified loyalty program [12]. Defines a
gamified loyalty program in his research as a record that provides incentives for consumer
purchases through the game component. The goal is to increase the effectiveness of
a loyalty program. In this study, gamification is recognized as one of the efforts to
generate greater consumer loyalty to conventional loyalty programs. Gamification offers
an experience in the success of loyalty programs. In other words, the gamified loyalty
program is a reinvention of the conventional loyalty program that implements a new
and interesting component. Furthermore, gamified loyalty programs drive consumer
responses to the intention of downloading mobile apps.

The second definition of loyalty programs is a very new marketing communication
strategy that aims to unify loyalty programs with the latest innovations in game design.
The advantage of a gamified loyalty program for companies is the ability to provide
entertainment and interaction in building brand loyalty [13]. Games are an important
recreational activity carried out by many people and are able to spread globally in a
relatively short time. In this study, it can be concluded that gamification can influence
tourists’ attitudes towards brands, where games composed by combining brands will
affect brand image positively, and as a final result are likely to benefit from competition.

From these two definitions, it can be concluded that a loyalty program is an incentive
system that provides an interesting and entertaining experience with game design in
building customer engagement and loyalty.
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Table 2. The role of gamification in loyalty programs

Benefit Article

Maintaining customer loyalty [12–14]

Improving customer experience [15–18, 18–21]

Increasing customer engagement [22–25], [26], [27]

Increasing the frequency of purchases and more active point exchange [3, 28],

Giving pleasure [29][13, 22]

3.2 How Gamification Loyalty Program Affects Customer Behavior?

Gamification loyalty programs have evolved with advances in technology and increased
in number and popularity, but their impact on customer behavior remains nebulous. This
paper synthesizes the current knowledge related to the role of gamification in promoting
the effectiveness of loyalty programs. Several advantages of gamified loyalty programs
were found from several studies. A summary of the role of gamification in the loyalty
program can be seen in Table 2.

There are many benefits to be gained from implementing gamification in loyalty
programs. It can improve customer experience, increase customer engagement, increase
purchase frequency as well as more active redemption and customer enjoyment because
the nature of the game is engagement and entertainment. In building a good gamification
loyalty program, designing easy-to-use and interactive gamification designs has become
a profitable way of engaging customers, making tedious and repetitive activities more
enjoyable. Gamification in loyalty programs facilitates consumer engagement to foster
lasting psychological and emotional bonds with their customers [30].

3.3 Dimensions of Perceived Value of Loyalty Programs

When customers decide to join a loyalty program, they weigh the perceived cost with
the perceived value. Loyalty program costs must be sacrificed, such as the cost of time
sacrificed while accumulating points, andmaintaining the app without deleting it. Mean-
while, perceived value can take various forms. Table 3 shows the dimensions of perceived
value of the gamification loyalty program that were found from selected articles.

After a customer joins a loyalty program for some time, the perceived value of the loy-
alty program no longer affects his behavior directly. On the other hand, perceived value

Table 3. Value Dimensions in Loyalty Programs

Value Dimension Indicator Reference

Functional Value clear purpose, ease of use, usefulness [13, 14, 19, 31]

Emotional Value Value fun, competence [13, 15, 21, 24, 27, 32]

Social Value linkages [14, 22, 33, 34]



How the Gamification Loyalty Program Affects Customer 793

will affect customer attitudes and feelings [35]. Therefore, loyalty program providers
should carefully design the loyalty program design to increase attractiveness.

4 Conclusion

This systematic review looks for ways to link the two disciplines of study, gamification
and customer relationshipmanagement, particularly in loyalty programs. It provides help
for the further research plan in the area of gamification loyalty program research. There
is a strong and clear link between gamification and loyalty programs, which suggests
that gamification can help in making loyalty programs more enjoyable and interesting.
When designed and used properly, it can improve customer experience, engagement,
and satisfaction. The scientific novelty of this research lies in the formulation of the
definition of the gamification loyalty program and the categorization of the perceived
value of the gamified loyalty program, which can be used as a frame of reference for
future research.
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