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Abstract. Purpose — the purpose of the current research was to investigate the influence of the experience of players
and no-players on their purchasing behavior in a gamified purchasing setting.

Research methodology — PLS-SEM has been employed to investigate the effect of gaming on consumer behavior and
analyze the data gathered via the questionnaire distributed online.

Findings — unlike studies in different domains, where the positive impact of game experience in a gamified learning
environment and purchasing intention towards gamified products has been highlighted, the results of this research reveal
the irrelevance of game experience in online purchasing behavior.

Research limitations — firstly, no comparison has been made concerning the differences between board-games and
online games. Secondly, the length of time spent playing has not been analyzed. Lastly, the research does not offer any
insight regarding the country, nor compare online and offline buying behavior.

Practical implications — eventually, game experience needlessly impacts the purchasing process in a gamified setting.
Game design, personality, characteristics, cultural background and other attributes of the participants are an important
caveat.

Originality/Value — the research reveals stimulating results for scholars in the field of gamification, game elements,
consumer behavior, and online purchasing.

Keywords: aesthetics, dynamics, game experience, game mechanics, online buying behavior, social media, developing
countries.

JEL Classification: M31.

Conference topic: Digitalization of Business Processes: Trends, Challenges, Solutions.

Introduction

Selling goods via social platforms has received increasing attention due to the benefits of social media as a new revenue
model for companies and as a networking medium which facilitates communication with consumers, ensures quicker
responding to consumer inquiries, provides appealing information sharing and consumer attraction techniques, and
increases the possibilities for becoming an international company. This description is undeniably true. The majority of
social media users consider social media as an influencer towards purchasing decision due to their easy accessibility,
time saver function, information abundance, and credibility (Jashari & Rrustemi, 2017). According to the Kosovo
Agency of Statistics reports (Deliu, Haqifi, Morina, Cakolli, & Sylejmani, 2019; Deliu, Haqifi, Morina, & Sylejmani,
2018) the number of internet user increased from 82.9% to 93.2% during 2018. Moreover, the use of the internet for
online purchasing, public services and for processing their inquiries, in general, has increased to 4.4% compared with
the internet use for the same purpose during 2017. Progress is followed in all countries of Eastern Europe; however,
Kosovo is at the top with the highest number of internet penetrators (Wilczynski, 2014). This gradual annual rise of
internet penetration is naturally prone to receive attention from companies and researchers in the field of marketing.
Games have used a form of relaxing and during leisure time. Based on Limelight Networks report (2018), players
spent around six hours weekly playing video games. In addition to entertainment, games can be employed to motivate
players towards certain behaviors. While utilitarian games are employed to arouse players with the sense of usefulness,
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hedonic games are played to satisfy the need for pleasant sensations in the player. Additionally, games may be em-
ployed to fulfill a dual-purpose through information systems. The suggestion is based on the findings with respect to
hedonic games which revealed a positive relationship between factors that impact more than one other factor, such as
attitude influence of play intention; enjoyment is influenced by playing intention and attitude; perceived usefulness by
perceived ease of use and attitude; enjoyment is connected with perceived usefulness; and ease of use had an impact
in perceived usefulness and enjoyment. Conversely, these factors did not have the same effect when it came to
utilitarian games. Based on the results, a strong relationship was shown between attitude and playing intention, between
usefulness and intention, and between enjoyment and perceived usefulness, followed by the influence of perceived
usefulness on attitude, perceived ease of use with enjoyment and perceived usefulness (Hamari & Keronen, 2017).
Hence, scholars introduced game elements as a successful technique for achieving results.

Due to lack of elucidation regarding the game experience impact on online purchasing, this research paper aims
to investigate the influence of the experience of players and no-players on their purchasing behavior in a gamified
purchasing setting. The contribution of this research is manifold. Initially, it investigates the game experience impact
on purchasing decision. Afterward, it explores the influence of game experience on game elements. For research pur-
pose, game elements have been designed based on the MDA (mechanics, dynamics, and aesthetics) Framework (Kim
& Lee, 2015). Furthermore, each construct was investigated based on the structural model in respect of the relationship
significance. Previously, researchers have focused on the impact of games on improved performance, motivation, so-
cialization, and behavioral changing (Chou & Wang, 2016; Hsiao & Chiou, 2012; Teng & Chen, 2014). The MDA
Framework has been studied in terms of gamification strategy design, implementation, management and optimization
of gamification strategy. Management, education, business, music industry, innovation, behavioral change, and health
are few of the fields where game elements have been considered (Chang & Wei, 2016; Lopez & Tucker, 2017; Robson,
Plangger, Kietzmann, McCarthy, & Pitt, 2015). To the authors’ knowledge, this is the first time that the MDA Frame-
work has been applied in combination with the game experience in a study of social media purchasing, supported by
data from a Balkan country, the Republic of Kosovo.

The paper is organized as follows. The first sections provide a brief introduction to the topic. It continues with
the theoretical background where gamification features, social media, game elements, and its impact were included
along with previous research work. The paper then proceeds with the hypothesis presentation, a description of meth-
odology procedures, data collection methodology, results of the study, implications, and limitations requiring further
research.

1. Literature review

Engaging and motivating costumers seem to be challenging for companies. Moreover, gamification is considered as a
technique of motivating and engaging consumers, end-users, students, patients, and participants by employing game
elements. Positive behavioral changes when gamification is considered have been noticed in most extreme cases, such
as alcohol consumption prevention among college students and depression treatment. Furthermore, Boyle, Earle,
LaBrie, and Smith (2017) suggest the employment of gamification as one of the methods of efficient enhancement of
alcohol consumption prevention. According to Dias, Barbosa, and Vianna (2017) gamification and use serious games
has shown a moderated effect in supporting patients suffering from mid-level depression, while regardless of their
beneficial impact on patient treatment, gamification and serious games did not result important in the patients’ cure.

Generally, purchasing via social platforms seems to facilitate the purchasing process, which a note of variability,
however, when it comes to the factors which influence the purchase decision. Suggestions and collaborative browsing
induce a preferable online shopping experience followed with a notably psychological companionship (Wei, Seedorf,
Lowry, Thum, & Schulze, 2017). In addition to the experience, according to Dong and Li (2018) the consumer-to-
consumer communication fosters the relationship between them and effects on consumer persuasion. Beside purchas-
ing via social platforms, purchasing virtual items is not mainstream. Subsequently, purchasing game items online ap-
peared to be influenced by psychological factors which later are expected to be evoked throughout game player
behavior. Namely, psychological engagement will mirror the player’s behavioral engagement status (Cheung, Shen,
Lee, & Chan, 2015). Lopez and Tucker (2017) presented that the game influence in connection to performing a task is
positively linked with the physical effort required to complete the task. Additionally, game components such as points
and avatar resulted to positively influence performance and negatively impact indirect tasks which are a result of the
content unlocking component.

The game industry and games, in general, are not only considered as a means for leisure but also for engagement
and motivation towards desirable behavior. The Marxist theory explains computer games as a technology manifestation
where players aim to create a better reality according to their preferences (Kirkpatrick, Mazierska, & Kristensen, 2016)
and the factors determining whether to play or not include player’s video game habits, the likelihood for addiction and
their intentions (Hartmann, Jung, & Vorderer, 2012). In addition, loyalty to mobile games and price remarkably affects
the players’ intention to purchase via mobile applications. Playfulness, connectedness, flexibility, and reward posi-
tively impact the player loyalty although the impact of such factors on non-players is lower ( Hsiao & Chen, 2016).
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Applying game elements in a non-game context aim to induce the same feeling and attachment evoked by games
in the player. Presumably, the existence of various types of games leads to diverse results, the reasoning of usage and
implications. The intention to use is not perceived homogeneously across gamification, serious games, social games,
simulation games, and games-for-a-purpose. Players defined the meta-game reward system as a beneficial system due
to the evoked set of feelings related to pleasure, self-esteem and social status (Cruz, Hanus, & Fox, 2017). Due to game
elements diversification the frequency of expressions such as game mechanics, game dynamics and aesthetics appeared
to be high. Moreover, the successful application of game elements has yielded remarkable results. Likewise, the game
mechanics element, reward, improved video game players’ task performance and declarative memory tasks. The results
suggested that playing games may have an impact on the part of the brain associated with memory, emotions, and
motivation (Prena, Reed, Weaver, & Newman, 2018). Virtual items are purchased when they express the players’
uniqueness, exclusivity, function, social appeal, and collectability. Overall, the players’ welfare was impacted by the
possibility of obtaining virtual items and gaming (Cleghorn & Griffiths, 2015). Furthermore, Hamari and Lehdonvirta
(2010) suggested that game elements which can be used to induce repeated purchase are item degradation, inconvenient
gameplay elements, currency as a medium, avatars, special occasions, artificial scarcity and alternatives to existing
content. Furthermore, the avatars importance in twofold, due to the fact of an attribute which is strongly linked to
determining game-base behavior and market segmentation factors. In addition to repeated purchase, consumers were
more likely to be willing to pay more when it came to items for which they obtained points and currency. Oh and Ryu
(2007) suggested that items which include game elements and are in bundle package might increase sales. Game chal-
lenges, in-game flow, and player personality are aligned with the game experience (Alexiou & Schippers, 2018). In
view of the benefits of game elements usage and aiming to dwindle the gap regarding the impact of game experience
on game elements, the following hypotheses have been designed:

Hypothesis 1: Aesthetics are positively affected (H1a) by experienced players who purchased via social platforms
at least once and the relationship is significant (H1b).

Hypothesis 2: Game dynamics are positively influenced (H2a) by the game experience of social media purchasers
and the relationship is significant (H2b).

Hypothesis 3: Game experience positively impacts (H3a) game mechanics for experienced social media purchas-
ers and the relationship is significant (H3b).

Explaining and defining the obsession created by games in the player appears to be challenging. Also, in view of
diverging factors, such obsession varies among players along with the type of game. The positive connection between
happiness evoked while playing games, on one hand, and advertising, on the other hand, leads to better advertising
outcomes and prompts and motivates players to continue playing and experimenting (Chou & Wang, 2016). A study
by Park and Lee (2011) revealed that loyal players ranked visual authority value and monetary value as the crucial
factors towards purchasing game items. Due to their influence on customer spending, motivation factors impacting
selling in-game content have received considerable attention. According to Hamari et al. (2017), factors may be labeled
into unobstructed play, social interaction, competition, rationale, indulging the children and unlocking content. Com-
paring the impact of the factors on the amount of money spent on in-game content, it resulted that unobstructed play,
social interaction, and economic rationale had a significant effect. Hence, designers should pay close attention to the
implementation of artificial limitations, difficulties and social influence due to their impact on spending habits within
in-game content. Jimenez, San-Martin, Camarero, and San Jose Cabezudo (2019) emphasized that hedonic, social and
mainly addiction are motivator which impacts the purchasing intention of game-related products. Liao, Chung, and
Chang (2013) emphasized that playing experience of “World of Warcraft” players affect in brand image, brand trust,
and eWOM, however, brand image is considered as a determinant factor towards the intention to recommend the
playing experience. Although game experience is not studied, attractive social network gamified setting impacted con-
sumer satisfaction and perception of services quality (Liu, Li, Xu, Kostakos, & Heikkild, 2016) and purchase intention
of gamified products is prognosticate impacted by attitudes and perceived usefulness (Bittner & Schipper, 2014). Fur-
thermore, intention to recommend is predictably impacted by the extent of information, interpersonal interaction, and
generous identification when purchasing in a gamified settings (Sheu, Chu, & Wang, 2017). As such, mindful of the
impact of game experience in different domains, the following hypothesis has been designed:

Hypothesis 4: Purchasing behavior is determined (H4a) by game experience and the relationship is significant
(H4b).

2. Data collection, procedures and research methodology

The research methodology is composed of three segments. The first segment was data gathering where a questionnaire
was distributed online via social platforms. The questionnaire was composed of three sets of five statements. The main
elements for each statement were inspired by the MDA Framework (Kim & Lee, 2015). Each statement employed a
Likert scale (from 1-Totally disagree to 5-Totally agree) to measure the participants’ level of agreement. Two closed-
ended questions regarding game experience and purchasing frequency were also included in the questionnaire. The
respondents were asked, “Do you play games (video games, computer games, puzzles, any other game)”? and they
were also asked to choose “yes” if they played in the past but not that often in the last few weeks. The second question
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was modified from Baptista and Oliveira (2017) and it was formulated as it follows: “I bought via social media:” where
they could choose “only once = 0, twice = 1, three times = 2, more than three times = 3, every season = 4, every month
=5, every week = 6, every day = 7”. Furthermore, the questionnaire was distributed in all cities of Kosovo in order to
be able to generalize the results. To be part of the sample, participants had to have purchased previously via social
platforms at least once. The sampling technique used for this research was the purposive sampling technique. Regard-
ing the demographic distribution of population and the sample design, the authors referred to reports of the Kosovo
Agency of Statistics (Deliu et al., 2018; Krasniqi et al., 2018). After data gathering, 255 qualitative questionnaires were
used for further analysis. Previously a pilot test with 50 respondents was conducted. The results of the pilot test sup-
ported the reliability and validity of the proportions. The data have been analyzed using SmartPLS version 3.0.

In the second segment, the techniques, procedures, methods, and tests were chosen to analyze the gathered data.
The deductive procedure has been followed for this research. Initially, articles related to the game experience and game
elements from Scopus and Web of Science were collected. Based on the literature review the gap was defined which
lead to problem formulation, the study started from the theoretical knowledge at disposal. Afterward, the questionnaire
was designed and distributed. The data were analyzed using several statistical tests and it resulted that PLS-SEM is the
most appropriate to reach the aim of the research. Numerous scholars have employed PLS-SEM and to examine the
game experience influence on loyalty toward online games (N. M. Suki, & N. M. Suki, 2017), game experience impact
on brand trust, brand image and eWOM (Liao et al., 2013), and purchasing intention towards gamified products
(Jimenez et al., 2019). The standard procedures described by Vinzi, Chin, Henseler, and Wang (2010) and Hair, Hult,
Ringle, and Sarstedt (2017) were considered. The model was first created, followed by the path modeling creation and
calculation.

The third segment consisted of designing and creating the model which is explained in details in the following
section. The MDA framework was used as inspiration in constructing the model. Afterward, game experience and user
behavior were added in order to reach the research aim. Hypotheses and the research, in general, were designed fol-
lowing the model.

3. Results and discussion

For this research purposes, PLS-SEM was employed due to its aim which is to evaluate the variance of the internal
cause of constructs and their corresponding manifest variables in turn (Vinzi et al., 2010), that subsequently aligns with
the goal of this study. Firstly, the structural model was designed to assist the representation of the constructs by defining
the variables and their relationship. Secondly, the measurement model of the constructs was calculated in order to
demonstrate the relationships between the constructs and indicated variables (Hair et al., 2017).

3.1. Measurement model

The summary of the results of the measurement model is shown in Table 2, 3 and 4. Initially, the frequency of two
closed-ended questions shows that 51% of respondents had played and continue to play different games and 49% did
not play games (SD = .501, 6*>= 251, X = .49). Concerning the purchasing frequency, 8.6% of respondents had pur-
chased only once, followed by 10.6% who had purchased twice, 10.2% who had purchased three times, while the
majority of the respondents purchased more than three times (51.8%), with comparatively less social platforms users
who purchased every season (5.5%), every month (11.8%) and every week (1.6%). Regarding the demographic char-
acteristics of participants, they are presented in Table 1.

Table 2 presents the item loading, the Cronbach’s alpha coefficients, composite reliability, and average variance
extracted. Due to low loading three items of game dynamics and game mechanics have been removed. The Cronbach’s
alpha (.93, .74, .68, 1.0, 1.0) are above the minimum requirements of .70 which may be considered as satisfactory.
However, for game mechanics, it is .68, which according to Lyberg et al. (1997) is acceptable. Furthermore, the com-
posite reliability of constructs fluctuates from 1.0 to .84, which overreached the minimum criteria of .60. Eventually,
the constructs revealed satisfactory convergence reliability. Game mechanics resulted to obtain an average variance
extracted (AVE) of .73, game dynamics .76 and for aesthetics is .73, which is higher than the minimum criteria of .7,
indicating that AVE value explains more than half of the variance of its indicators, namely demonstrates sufficient
convergent validity.

Table 1. Demographic characteristics of participants (N = 255) (source: authors’ own work)

Characteristics n %

Age at the time of the survey

1824 77 30.2
25-35 139 54.5
36-50 33 12.9
51-65 6 24
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End of Table 1

Characteristics n %
Gender
Female 160 62.7
Male 95 37.3
District
Prishtiné 72 28.2
Mitrovicé 14 5.5
Pejé 27 10.6
Prizren 17 6.7
Ferizaj 76 29.8
Gjilan 37 14.5
Gjakové 12 4.7
Employment status
Employed 162 63.5
Unemployed 93 36.5
Education
High school 12 4.7
Bachelor 127 49.8
Master 107 42
More than master 9 3.5

Table 2. Summary of constructs reliability and validity results (source: authors’ own work)

Constructs Loading Cronbach’s Alpha Composite Reliability AVE
Game mechanics ;‘51 68 04 7
Game dynamics 75 74 26 76
.97
Aesthetics .87
.88
.85 93 .84 73
91
.87
Game experience 1.0 1.0 1.0 1.0
User behavior 1.0 1.0 1.0 1.0
Table 3. Cross-loadings of measurement items summarized (source: authors’ own work)
Dimension Items Aesthetics | Game dynamics | Game mechanics Game experience User behavior
Aesthetics ASO01 0.871 0.496 0.426 —0.089 0.076
AS02 0.886 0.565 0.524 —0.048 0.102
AS03 0.858 0.594 0.506 —-0.024 0.161
AS04 0.914 0.588 0.486 —0.055 0.219
AS05 0.878 0.520 0.502 -0.071 0.169
Game dynamics DY04 0.703 0.758 0.515 —0.065 0.159
DYO05 0.517 0.976 0.420 —0.195 0.100
Game mechanics GMO1 0.502 0.342 0.749 —0.048 0.044
GMO02 0.478 0.469 0.957 —0.109 0.094
Game experience FQO05 .07 -0.176 -0.101 1.000 -0.054
User behavior UBO1 15 0.124 0.088 —0.054 1.000
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The cross-loading of measurement items is summarized in Table 3. It is notable in the summary that the items are
ranked between 0.74 to 1.00 which satisfies and overreaches the minimum criteria of 0.6. Table 4 presents the output
of discriminant validity based on Fornell-Larcker Criterion. According to Fornell and Larcker (1981) investigation if
AVE square root transcends the constructs intern-correlation constructs have discriminant validity. Therefore, the re-
sults are shown in Table 2 and 3 indicate that the criteria are fulfilled and constructs have discriminant validity.

Table 4. Summary of discriminant validity (source: authors’ own work)

Constructs AS DY GM GE UB
Game mechanics 0.882
Game dynamics 0.611 0.874
Aesthetics 0.543 0.482 0.859
Game experience —0.074 —0.176 —0.101 1.000
User behavior 0.156 0.124 0.088 —0.054 1.000

3.2. Structural model

The results of the measurement model confirmed the reliability and validity of the data, hence allowing to continue
with the structural model and hypotheses relationship investigation. The evaluation of the structural model is depicted
in Table 5. However, the model constructs for hypothesis testing has been displayed in Figure 1. Regarding the impact
of game experience in user behavior and game elements resulted to be negative for all paths. Namely, negative values
mirror the negative relationship. Additionally, the significance level was 0.05 and the test type was two-tailed.

Aesthetics are negatively affected (B = —0.08) by experienced players who purchased via social platforms at least
once and the relationship is insignificant (p = 0.41), thus rejecting Hla and H1b. Game dynamics are negatively influ-
enced (B = —0.18) by the game experience of social media purchasers and the relationship is significant (»p = 0.002)
leading to rejecting H2a but supporting H2b. Another game element negatively impacted (p =—0.11) with game expe-
rience is game mechanics for experienced social media purchasers and the relationship is insignificant (p = 0.15), so
H3a and H3b are not supported. The results contradict the previous work where game experience had an impact on
purchase repetition (Hamari & Lehdonvirta, 2010; Oh & Ryu, 2007). Lastly, no differences were identified in terms
of game mechanics for Kosovars consumers who purchased via social media when age and city were employed as
moderators (Haziri & Chovancova, 2018).

Table 5. Structural model evaluation (source: authors’ own work)

Constructs Path Standardized Estimate t-value R? p-value
AS Game experience —> Aesthetics —-0.08 .82 .59 41
DY Game experience —> Game dynamics —0.18 .16 .10 .002
GM Game experience —> Game mechanics -0.11 43 44 15
UB Game experience — User behavior —-0.05 .86 73 .39

Game mechanics User Behaviour

Game dynamics

Game experience

Aesthetics

Figure 1. The model constructs for hypothesis testing (source: authors’ own work)

Purchasing behavior is not determined (B = —0.05) by game experience and the relationship is insignificant (p =
0.39), meaning that H4a and H4b are not supported. The results are in the same line with the previous research con-
ducted by Dardis et al. (2015) where game-playing experience unanticipated the prediction of behavior changes to-
wards purchasing intention. On the other hand, the results contradict the research work where game experienced Amer-
ican learners performed better (Landers & Armstrong, 2017) and game experienced Belgians and Hollander’s
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consumers retained greater purchase intention towards gamified products (Bittner & Schipper, 2014). Also, Ravoniar-
ison and Benito (2019) concluded that progressing within the game stimulate the willingness to upgrade in-app pur-
chasing, hence, the game success is expected to impact the in-app purchasing decision.

The interpretation of R? provides information regarding the power of the structural model within the final de-
pendent construct. According to results presented in Table 4, aesthetics (59%), user behavior (73%) and game mechan-
ics (44%) had a high share of variance. Hence, the constructs had a satisfactory level of predicting the power of the
modeled construct of game experience impact on game elements and user behavior.

The authors aimed to investigate the impact of game experience on purchasing behavior and game elements.
Although the results contradict the research work conducted previously, the gamification may not reach players’ ex-
pectation similar to 80% of cases failure due to poor design (Thiebes, Lins, & Basten, 2014) and careless management
(Insley & Nunan, 2014). The appropriated design and appliance of game elements resulted to be crucial. Followed with
personality, characteristics, cultural background and other attributes of participants or members in the gamified envi-
ronment, the mentioned factors resulted to be important in such setting and adjusting them may to be the direct path to
success. Also, player experience and player personality were imbalanced and it resulted in futile when designing and
predicting preferences for game mechanics (Ferro, 2018). The gamified environment tends to influence user experience
by utilitarian and hedonic features. Such influence is expected to reflect in perceived benefits, types of perceived value,
and brand equity (Hsu & Chen, 2018) whereas in developing countries price is an extraordinarily important factor
when purchasing (Hawary & Harahsheh, 2014). Hence, consumers in developing countries are sensitive to the prices
rather than brand equity. Furthermore, according to a World Bank report (2018a), Kosovo as a post-conflict state is
grouped under developing group due to its low GDP growth (the annual GDP growth was 3.7% in 2017) and low GDP
per capita (less than USD 5). As reported by the World Bank (2018b) the unemployment rate in Kosovo during 2016
was 27.47% where the average age is 30.2 years old (Krasniqi et al., 2018). Evidently, Kosovar consumers are unaf-
fected by game experience when purchasing in a gamified setting via social platforms, demographic and cultural dif-
ferences might be the cause of the obtained differences.

Conclusions

Game elements provide useful information regarding the behavioural change in respect of motivation and engagement.
Due to players’ arousal with commitment, joy and delight while playing, scholars, companies, teachers, professors,
trainers and numerous different domains are exploring game elements to evoke those feelings in the consumers, stu-
dents, participants, and end-users. Considering that social platforms are used by numberless users for shopping items
or booking vacations, it is worthwhile to investigate consumer engagement and motivation towards purchasing decision
and purchasing intention. Following the mentioned trends, the results of this study revealed that game experience
impacts negatively game elements and purchasing behavior of social platforms users. Additionally, the relationship
between game experience and game dynamics resulted statistically significant despite the statistical insignificance
relationship between game experience and game mechanics, aesthetics and user behavior.

This study built on the MDA Framework was conducted to examine the impact of game experience on purchasing
behavior and game elements. Based on the literature review the theoretical and practical gap was identified, which lead
to model construct, research, and methodology design. A questionnaire was designed by using the MDA framework
elements which are game mechanics, game dynamics and aesthetics. Before distribution, the questionnaire was tested
with a small sample and after testing the reliability and validity of the data, it was distributed across all cities in Kosovo.
The gathered data were analyzed using SmartPLS version 3.0 software due to its benefits and consentaneity with the
research aim. The model was designed based on the literature review, the data analysis methods and statistical test
were selected in concordance with the model.

The findings of this research may be used as a foundation for further study into the consumer behavior domain
when game elements and game experience are considered. The present study contributed to and advanced the theoret-
ical and practical understanding of the gamification and the impact of game experience on game elements and online
purchasing behavior in developing countries. Additionally, by investigating the game experience impact this study also
contributed to improving the understanding of game elements and their relationship with game experience. The authors
aim to dwindle the gap by providing information regarding the game experience influence on purchasing via social
platforms in a gamified setting for consumers in developing countries, respectively Kosovar consumers. The study
provides important insights into the influence of game experience which is related to game elements usage in a non-
game context and into the relationship significance between constructs in the model. Briefly, the research reveals
stimulating results for scholars in the field of gamification, game elements, consumer behavior, and online purchasing.
The contribution lies in the dissimilarity of results presented in this research work. To the authors’ knowledge, the
present study is one of the first in the area of consumer behavior employing gamified content and mathematical meth-
ods, including PLS-SEM to online shopping behavior.

Eventually, the study has several limitations that invite researchers for further examination and investigation.
With regards to the sample used in this research, it can be concluded that it is biased due to the fact that only social
platforms users who had purchased via social media were part of this study. The respondents were only Albanian
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speakers from Kosovo, hence it would be inadvisable to generalize the data for all Balkan countries or developing
countries. Although the findings of this research can be generalized to countries who share the same similarities with
Kosovo in terms of regional, economical, institutional, political and terminological advancement with developing
countries, the findings of this research are limited to only one country. Also, the comparison of online and offline
purchasing behavior within Kosovars consumers nor other countries has not been conducted. Thus, further research
could be carried out in other countries and the results are subjected to comparison. Additional moderators could be
added and the research conducted with different cultures, settings, and individuals. Furthermore, different game ele-
ments could be employed and the model construct is modified. The present study did not investigate the relationship
of game type and game elements nor the length of time spent playing which allow researchers to further explore in this
direction. As mentioned by Ferro (2018), the player personality to predict purchasing behavior could also be a fruitful
direction for future research. Not every consumer is motivated by the same technique or factors to purchase nor players
are motivated in the same manner, so a comparison between playing motivational factors and purchasing motivational
factors in a gamified environment may provide interesting results. Lastly, for researchers, this study can be used as a
basis for further refinement of individuals and for further research regarding gamification and online buying behavior.
For practitioners, understanding the basic constructs is essential to design and implement game elements to boost
consumer purchasing experience with joy and delight with the correct application of game technique. Eventually, game
experience needlessly impacts the purchasing process in a gamified setting. Game design, personality, characteristics,
cultural background and other attributes of the participants are an important caveat.
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