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The Influence of Gamification Concept on Product Purchasing
Intention Towards Online Shopping Platform of Consumers in Bangkok
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The purposes of this research were: 1) to study gamification concept in terms
of reward and competition influence on online shopping enjoyment 2) Online shopping
enjoyment influence on customer engagement and intention to purchase online
shopping and 3) Customer engagement influence on intention to purchase online
shopping. The sample group consisted of 400 customers of online shopping platform
in Bangkok. Sampling method combined with Purposive sampling and Snowball
sampling. The research tool was a questionnaire. Data was analyzed by frequency,
percentage statistics, frequency distribution, mean, standard deviation, Pearson
correlation coefficient and regression analysis.

The results were as follows: 1) Gamification concept in terms of reward
presented a positive influence on online shopping enjoyment with statistically
significant. However, the term of competition presented a positive influence on online
shopping enjoyment with statistically insignificant. 2) Online shopping enjoyment
presented a positive influence on customer engagement and intention to purchase
online shopping with statistically significant 3) Customer engagement presented a

positive influence on intention to purchase online shopping with statistically significant.
Keywords: Gamification concept, Reward, Competition,
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