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Abstract

Background: In the contemporary competitive business environment, brands continually
strive to elevate customer experiences and establish robust connections. This pursuit has
led to the recognition of gamification as a strategic tool for achieving these objectives.

Objective: This article aims to explore and analyze the transformative power of
gamification in revolutionizing brand-customer interactions. The focus is on understanding
how gamified elements can enhance customer engagement, personalize recommendations,
foster loyalty, and elevate brand awareness.

Methods: The study employs Lazada.vn and Shopee.vn as case studies to illustrate the
effective implementation of gamification strategies in the e-commerce sector. These
platforms serve as practical examples of how gamified loyalty programs, interactive
challenges, and social sharing features can be utilized to create immersive and rewarding
online shopping experiences.

Results: Lazada.vn and Shopee.vn have successfully leveraged gamification to engage
users, provide personalized recommendations, build customer loyalty, and amplify brand
awareness. The implementation of gamified loyalty programs, interactive challenges, and
social sharing features has resulted in the transformation of online shopping into a more
engaging and enjoyable activity.

Conclusion: This article concludes by highlighting the significant impact of gamification
on customer experience and loyalty. It emphasizes the potential of gamification as a
dynamic and effective strategy for brands seeking to establish lasting connections with
customers in the constantly evolving digital marketplace. The case studies of Lazada.vn
and Shopee.vn serve as practical illustrations of successful gamification implementation in
the e-commerce sector.

Originality/Value: The originality of the article lies in its combination of theoretical
insights and practical examples, providing a comprehensive and strategic perspective on
the role of gamification in shaping brand-customer relationships in the digital age. This
contributes valuable knowledge to both academia and practitioners in the field of
marketing and customer experience.

Keywords: Gamification, Brand-customer interactions, Customer experiences, Lazada,
Shopee.
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Introduction

In today's highly competitive business landscape, brands are constantly seeking innovative
strategies to elevate customer experiences and establish strong connections (Kaplan &
Haenlein, 2021). One such strategy that has gained significant attention is gamification,
which involves incorporating game-like elements into various aspects of customer
interactions. By infusing elements such as challenges, rewards, and competition,
gamification has the potential to transform the way brands engage with their customers
(Hamari, Koivisto, & Sarsa, 2014). This article explores the power of gamification in
revolutionizing brand-customer interactions, with a specific focus on the case studies of
Lazada.vn and Shopee.vn, two leading e-commerce platforms in Southeast Asia.

Revolutionizing Customer Experiences through Gamified Interactions: Gamification
represents a paradigm shift in how brands engage and interact with customers, offering
immersive and captivating experiences (Deterding et al., 2011). Lazada.vn and Shopee.vn
have successfully utilized gamification to revolutionize customer experiences on their
platforms. Through personalized recommendations, interactive challenges, and virtual
rewards, these platforms have created engaging and rewarding interactions for their users.
For example, Lazada.vn's "Treasure Hunt" gamified experience allows customers to
participate in a virtual treasure hunt, earning points and discounts while exploring the
platform M., & M. (2023, September 8). Similarly, Shopee.vn's "Shopee Games" features
interactive mini-games that users can play to win rewards and discounts (Tran, 2024).
These gamified interactions not only enhance user experience but also contribute to
building brand loyalty and customer satisfaction.

Fostering Lasting Brand Loyalty through Gamified Loyalty Programs: Lazada.vn and
Shopee.vn have implemented gamified loyalty programs to foster lasting brand loyalty
among their customers. These programs incentivize users to engage with the platforms and
offer exclusive perks, personalized offers, and tiered membership levels based on their
activities and purchases. For instance, Lazada.vn's "Lazada Wallet" rewards users with
virtual credits for their purchases, referrals, and participation in promotional events M., &
M. (2023, September 8). These credits can be used for future purchases, creating a sense of
exclusivity, achievement, and loyalty. Shopee.vn's "Shopee Coins" system allows users to
earn virtual currency through various activities, which can be redeemed for discounts and
exclusive deals (Tran, 2024). These gamified loyalty programs have proven effective in
cultivating lasting brand-consumer relationships and encouraging repeat experience.

Amplifying Brand Awareness and Leveraging Social Influence: Gamification also serves
as a powerful tool for amplifying brand awareness and leveraging social influence.
Lazada.vn and Shopee.vn have implemented features that encourage users to share their
achievements, participate in challenges, and invite friends to join the platforms. By
incorporating social sharing mechanisms, leaderboards, and interactive contests, these
platforms tap into the power of social validation and word-of-mouth marketing (Mora,
2022). Users are motivated to showcase their accomplishments, spreading brand awareness
and enticing others to engage with the brands. This social influence further enhances the
visibility and reach of Lazada.vn and Shopee.vn, contributing to their success in the e-
commerce market.

To sum up, gamification has emerged as a powerful strategy for transforming brand-
customer interactions and enhancing customer experiences. Lazada.vn and Shopee.vn serve
as compelling case studies, showcasing the effectiveness of gamification in engaging users,
fostering loyalty, and amplifying brand awareness. By incorporating gamified interactions,
personalized recommendations, and loyalty programs, these platforms have revolutionized
the way customers engage with e-commerce brands. As the digital landscape continues to
evolve, gamification remains a dynamic and potent strategy for brands to create lasting
connections with customers in the competitive marketplace.
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LITERATURE REVIEW

Gamification has gained considerable attention as a strategy for transforming brand-
customer interactions and enhancing customer experiences. This section reviews relevant
literature that explores the impact of gamification on various aspects of customer
experience, loyalty, and brand awareness.

Gamification and Customer Experience: Numerous studies have highlighted the positive
influence of gamification on customer experience. Deterding et al. (2011) define
gamification as the use of game elements in non-game contexts to enhance user motivation
and experience. By incorporating game-like mechanics, such as challenges, rewards, and
competition, brands can create immersive and captivating experiences that motivate
customers to actively participate (Hamari, Koivisto, & Sarsa, 2014).

Personalization and Gamified Recommendations: Gamification can also enhance
personalization in brand-customer interactions. Through the use of data analytics and
algorithms, brands can tailor recommendations based on user preferences and behavior.
This personalized approach not only improves the relevance and quality of
recommendations but also increases customer satisfaction and experience (Zhang et al.,
2020). For example, Lazada.vn and Shopee.vn leverage user data to provide personalized
product suggestions, resulting in higher conversion rates and customer satisfaction ((Tran,
2024) ; (M., & M. (2023, September 8)).

Gamified Loyalty Programs and Brand Loyalty: Gamification has proven effective in
fostering brand loyalty through gamified loyalty programs. By offering rewards, virtual
currency, and tiered membership levels, brands incentivize customers to engage with their
platforms and establish a sense of exclusivity and achievement (Hamari et al., 2014).
Studies have shown that gamified loyalty programs positively impact customer loyalty,
repeat purchase behavior, and brand advocacy (Liu et al., 2022). For instance, Lazada.vn's
"Lazada Wallet" and Shopee.vn's "Shopee Coins" systems offer virtual credits that can be
redeemed for discounts and exclusive deals, promoting continued experience and loyalty
((Tran, 2024) ; (M., & M. (2023, September 8)).

Gamification and Brand Awareness: Gamification can play a crucial role in amplifying
brand awareness and leveraging social influence. By incorporating social sharing features,
leaderboards, and interactive contests, brands encourage users to share their achievements
and experiences, thereby increasing brand visibility and attracting new customers (Mora,
2022). Lazada.vn and Shopee.vn have successfully utilized gamification to create a sense
of community and social validation, contributing to their widespread brand recognition and
market success (Tran, 2024) ; (M., & M. (2023, September 8)).

Table 1: Summarizing the key findings from the literature review on gamification and its
impact on brand-customer interactions:

Aspect Key Findings

Incorporating game-like elements in brand-customer
interactions enhances motivation and experience
(Deterding et al., 2011; Hamari et al., 2014).

Gamification and
Customer Experience

Personalization and | Gamification improves personalization by tailoring
Gamified recommendations based on user preferences and behavior
Recommendations (Zhang et al., 2020).
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Aspect Key Findings

- Gamified loyalty programs incentivize experience, foster a
Sra(l)mgr?g and L%ﬁ% sense of exclusivity, and contribute to brand loyalty, repeat
Loy%lty purchases, and advocacy (Hamari et al., 2014; Liu et al.,

2022).

Gamification features such as social sharing, leaderboards,
and contests amplify brand awareness and leverage social
influence for increased visibility (Mora, 2022).

Gamification and Brand
Awareness

This table provides a concise overview of the main findings from the literature review,
showcasing the positive impact of gamification on customer experience, personalization,
loyalty, and brand awareness.

Table 2: Comparing Lazada.vn's "Lazada Wallet" and Shopee.vn's "Shopee Coins" systems
in terms of their features and benefits:

Feature Lazada.vn's "Lazada Wallet" Shopee.vn's "Shopee Coins"

Virtual  Credit Yes Yes

System

Earni Various activities such as making | Making purchases, leaving
arning

purchases, participating in events,
and referring friends

reviews, participating in

Opportunities games and challenges

Redemption . Discounts and exclusive deals
. Discounts on future purchases .

Options on a wide range of products

Experience Promotes continued experience | Encourages users to actively

Incentives and loyalty among users participate on the platform

Exclusive Deals

Access to exclusive deals within

Exclusive deals on a wide
range of products available on

the Lazada ecosystem

Shopee
. Allows users to save money Offers cost  savings on
Cost Savings ; purchases through Shopee
through discounts .
Coins
Loyalty Fosters loyalty among Lazada | Helps build loyalty among
Building users Shopee users

The reviewed literature demonstrates the transformative potential of gamification in
revolutionizing brand-customer interactions. By incorporating game-like elements into
customer experiences, brands can enhance experience, personalize recommendations,
foster loyalty, and amplify brand awareness. The case studies of Lazada.vn and Shopee.vn
illustrate the practical application and effectiveness of gamification in the e-commerce
industry. As brands continue to seek innovative strategies to connect with customers in the
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digital era, gamification remains a dynamic approach for creating captivating and
rewarding experiences that build lasting brand connections.

While gamification offers a promising avenue for transforming brands and customer
experiences, it is crucial to acknowledge the potential challenges and limitations associated
with its implementation. This section explores these hurdles, drawing insights from recent
researches.

Technical Hurdles:

Kim & Joo (2022) highlight the technical complexity of gamification, particularly the
development and integration with existing systems. Sailer et al. (2022) echo this concern,
emphasizing the need for robust infrastructure and technical expertise to ensure smooth
operation. Overcoming these challenges can demand significant resources and technical
know-how, which may not be readily available for all brands.

Design Dilemmas:

Creating engaging and effective gamification elements requires careful design and
alignment with game objectives (Przybylski & Weichert, 2023). Striking the right balance
between fun and functionality can be tricky, with poorly designed elements potentially
backfiring and leading to user frustration (Yoo et al., 2023). Moreover, cultural sensitivities
and diverse user preferences necessitate adaptable design approaches.

Ethical considerations:

Gamification raises ethical concerns that brands must address responsibly. Przybylski &
Weichert (2023) warn of potential addictive behaviors, manipulation tactics, and privacy
violations. Yoo et al. (2023) raise additional concerns about fairness, discrimination, and
the potential exploitation of vulnerable user groups. Brands must adopt ethical frameworks
and transparent practices to avoid these pitfalls and maintain user trust.

Measurement complexities:

Evaluating the effectiveness of gamification initiatives remains a challenge. Sailer et al.
(2022) point out the difficulty in measuring subjective factors like engagement and
motivation. Metrics like user retention or purchase behavior may not fully capture the
impact on brand perception and customer experience. Developing robust and multifaceted
evaluation methods is crucial for understanding the true impact of gamification efforts.

Beyond the Challenges:

It is important to acknowledge that these challenges are not insurmountable. With careful
planning, thorough research, and ethical considerations, brands can leverage gamification
to achieve their desired outcomes. By understanding the potential pitfalls and actively
mitigating them, brands can unlock the true potential of gamification to transform their
customers' experiences and brand perception.

RESEARCH METHOD

The research employed a mixed-methods approach, combining literature review and
qualitative insights from 2 cases study. This study aimed to examine the impact of virtual
credit systems on customer experience and loyalty in e-commerce platforms, specifically
focusing on Lazada.vn's "Lazada Wallet" and Shopee.vn's "Shopee Coins™ systems.

Overall, the research methods employed in this study aimed to provide a comprehensive
understanding of the influence of virtual credit systems on customer experience and loyalty
in Lazada.vn and Shopee.vn. The combination of cases study analysis and qualitative
approaches allowed for a deeper exploration of the research topic and yielded valuable
insights into the customer experience and motivations within these virtual credit systems.

Migration Letters
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FINDINGS

1. The literature review revealed several key findings regarding the impact of gamification
on brand-customer interactions.

Gamification, defined as the application of game elements and mechanics in non-game
contexts, has emerged as a popular strategy for enhancing customer experience and
fostering positive brand-customer interactions.

1. Increased Experience: Gamification techniques have been found to significantly
increase customer experience with a brand. By incorporating game elements such as
challenges, rewards, and leaderboards, brands create interactive and immersive experiences
that captivate customers' attention and motivate them to participate (Hamari et al., 2014;
Morschheuser et al., 2018). The sense of achievement and progress inherent in games
enhances the overall experience, making it more enjoyable and memorable for customers.

2. Motivation and Intrinsic Rewards: Gamification taps into customers' intrinsic
motivation by providing them with meaningful challenges and rewards. By offering points,
badges, levels, and virtual currencies, brands create a sense of accomplishment and
recognition for customers. This intrinsic motivation encourages continued experience and
loyalty (Zichermann & Cunningham, 2011). Customers are driven to complete activities,
earn rewards, and progress within the gamified system, leading to increased brand-
customer interactions.

3. Social Interaction and Competition: Gamification fosters social interaction and
competition among customers, which further enhances brand-customer interactions. By
incorporating features such as leaderboards, achievements, and multiplayer challenges,
brands create opportunities for customers to connect, compete, and collaborate with each
other (Seaborn & Fels, 2015). This social element creates a sense of community and
belonging, encouraging customers to engage with the brand and each other.

4. Learning and Skill Development: Gamification can also facilitate learning and skill
development, positively impacting brand-customer interactions. By presenting information
in a game-like format, brands can educate customers about their products and services in
an engaging and interactive manner. Gamification also provides opportunities for
customers to develop and improve skills, leading to increased confidence and a deeper
connection with the brand (Landers et al., 2019).

5. Long-term Experience and Loyalty: Gamification has the potential to foster long-
term experience and loyalty among customers. The combination of enjoyable experiences,
intrinsic rewards, social interaction, and skill development creates a strong bond between
customers and the brand. Customers who actively engage with gamified systems are more
likely to develop a sense of loyalty, become brand advocates, and exhibit repeat purchase
behavior (Huotari & Hamari, 2017; Morschheuser et al., 2017).

In summary, the findings of this literature review demonstrate that gamification positively
impacts brand-customer interactions. By increasing experience, motivation, and intrinsic
rewards, fostering social interaction and competition, facilitating learning and skill
development, and fostering long-term experience and loyalty, gamification strategies have
the potential to create memorable and meaningful experiences for customers. Brands can
leverage gamification techniques to enhance brand-customer interactions, strengthen
relationships, and achieve business objectives.

2. Investigating the impact of virtual credit systems on customer experience and loyalty in
e-commerce platforms, specifically focusing on Lazada.vn's "Lazada Wallet" and
Shopee.vn's "Shopee Coins" systems:

The literature review highlighted several key findings regarding the features and benefits
of Lazada.vn's "Lazada Wallet" and Shopee.vn's "Shopee Coins™ virtual credit systems.
Both platforms offer a virtual credit system that allows users to earn credits through various
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activities and redeem them for discounts and exclusive deals ((Tran, 2024) ; (M., & M.
(2023, September 8)).

Lazada.vn's "Lazada Wallet" provides a virtual credit system that enables users to
accumulate credits through activities such as making purchases, participating in events, and
referring friends. These credits can be used for discounts on future purchases within the
Lazada ecosystem. The system aims to promote continued experience and loyalty among
users by providing incentives for ongoing participation and offering cost savings
opportunities (M., & M. (2023, September 8)).

Figure 1. Lazada Games with Free Voucher and LazCoins (M., & M. (2023, September
8)).

On the other hand, Shopee.vn's "Shopee Coins" virtual credit system allows users to earn
credits by making purchases, leaving reviews, participating in games, and completing
challenges. These credits can be used to obtain discounts and exclusive deals on a wide
range of products available on the Shopee platform. The system aims to incentivize active
participation and experience, providing users with cost savings and fostering loyalty (Tran,
2024).

< i b
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"San thuéng” yéu thich

Figure 2. Shopee Games with thousands of attractive gifts (Tran, 2024).

Both virtual credit systems offer experience incentives by encouraging users to actively
participate on their respective platforms. Lazada.vn's "Lazada Wallet" promotes continued
experience through various activities, while Shopee.vn's "Shopee Coins" system
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encourages users to actively participate in games and challenges. These experience
incentives aim to enhance the user experience, increase interaction with the platforms, and
foster loyalty among users ((Tran, 2024) ; (M., & M. (2023, September 8)).

Additionally, both Lazada.vn's "Lazada Wallet" and Shopee.vn's "Shopee Coins" virtual
credit systems provide access to exclusive deals. Lazada.vn offers exclusive deals within
its ecosystem, providing users with access to discounts on a wide range of products.
Shopee.vn's "Shopee Coins" system also offers exclusive deals on various products
available on the platform, further enhancing the value proposition for users ((Tran, 2024) ;
(M., & M. (2023, September 8)).

Furthermore, the virtual credit systems offered by Lazada.vnh and Shopee.vn contribute to
cost savings for users. Lazada.vn's "Lazada Wallet" enables users to save money through
discounts on future purchases, while Shopee.vn's "Shopee Coins" system offers cost
savings through the use of earned credits. Both systems provide users with opportunities to
obtain products at reduced prices, enhancing the overall value of the platforms ((Tran,
2024) ; (M., & M. (2023, September 8)).

In summary, the results of the literature review indicate that both Lazada.vn's "Lazada
Wallet" and Shopee.vn's "Shopee Coins" virtual credit systems offer similar features and
benefits. They provide users with a virtual credit system that allows for earning
opportunities, redemption options, experience incentives, access to exclusive deals, and
cost savings. These features aim to promote customer experience and loyalty within the
respective platforms ((Tran, 2024) ; (M., & M. (2023, September 8)).

3. The literature review revealed several key findings regarding the impact of gamification
on brand-customer interactions, with specific insights into the strategies employed by
Lazada and Shopee.

1. Gamification Strategies: Both Lazada and Shopee have implemented gamification
strategies to enhance brand-customer interactions. Lazada utilizes game elements such as
challenges, rewards, and leaderboards within its ecosystem to increase customer experience
and motivate participation (Lazada, 2023). Shopee, on the other hand, incorporates features
like Shopee Coins, which act as virtual currencies, and interactive games to encourage
customer interaction and foster a sense of community (Shopee, 2023).

2. Experience and Motivation: Gamification strategies employed by both Lazada and
Shopee have been found to significantly increase customer experience. By providing
challenges, rewards, and a sense of accomplishment, Lazada and Shopee motivate
customers to actively participate in gamified activities, leading to enhanced brand-customer
interactions (Hamari et al., 2014; Morschheuser et al., 2018).

3. Intrinsic Rewards: Lazada's gamification strategy through its "Lazada Wallet" and
Shopee's "Shopee Coins" offer customers intrinsic rewards for their experience. Customers
can earn credits or coins through various activities, such as making purchases, leaving
reviews, or referring friends. These intrinsic rewards not only incentivize continued
experience but also contribute to positive brand-customer interactions (Zichermann &
Cunningham, 2011).

4. Social Interaction and Competition: Both Lazada and Shopee leverage
gamification to foster social interaction and competition among customers. Lazada's
leaderboard system encourages customers to compete for top positions and engage in
friendly rivalry, while Shopee's multiplayer challenges and interactive games create
opportunities for customers to connect and collaborate (Seaborn & Fels, 2015). These
social elements contribute to a sense of community and positively impact brand-customer
interactions.

5. Long-term Experience and Loyalty: Gamification strategies implemented by both
Lazada and Shopee have the potential to foster long-term experience and loyalty among
customers. By offering engaging experiences, intrinsic rewards, social interaction, and skill
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development opportunities, Lazada and Shopee promote customer loyalty, repeat
purchases, and advocacy (Huotari & Hamari, 2017; Morschheuser et al., 2017). The
gamified systems create a strong bond between customers and the brands, resulting in
sustained brand-customer interactions.

Overall, the findings suggest that both Lazada and Shopee have successfully leveraged
gamification strategies to enhance brand-customer interactions. Through the incorporation
of game elements, intrinsic rewards, social interaction, and competition, Lazada and
Shopee have created engaging experiences that motivate customers to actively participate
and foster long-term loyalty. These findings highlight the effectiveness of gamification in
positively influencing brand-customer interactions in the context of e-commerce platforms.

DISCUSSION

The literature review provided valuable insights into the relationship and correlations
between Lazada and Shopee regarding gamification and its impact on brand-customer
interactions. Both Lazada and Shopee were found to employ gamification strategies to
enhance brand-customer interactions. These strategies significantly increased customer
experience, as customers were motivated to actively participate in gamified experiences
offered by both platforms.

Both Lazada and Shopee implemented intrinsic rewards systems, namely Lazada Wallet
and Shopee Coins. These systems offered customers incentives for experience, such as
credits or coins, which could be earned through various activities. The presence of these
rewards fostered long-term loyalty among customers, as they were motivated to earn and
redeem the rewards.

Furthermore, gamification strategies employed by Lazada and Shopee facilitated social
interaction and friendly competition among customers. Through gamified features,
customers were able to connect with one another, share experiences, and compete for
achievements or rewards. This social aspect contributed to a sense of community and
enhanced brand-customer interactions on both platforms.

The impact of gamification on brand-customer interactions was found to be positive for
both Lazada and Shopee. By employing gamification strategies, both platforms were able
to create immersive and enjoyable experiences for customers. This, in turn, influenced
customers' perceptions of the brands and strengthened their relationships with Lazada and
Shopee.

Challenges and Limitations of Gamification:

While gamification has shown significant potential in revolutionizing brand-customer
interactions and enhancing customer experiences, it is important to consider the challenges
and limitations associated with implementing gamification strategies. By acknowledging
these factors, a more balanced perspective can be provided to readers. Here are some key
challenges and limitations to consider:

1. Design and Implementation Complexity: Developing effective gamification
strategies requires careful design and implementation. It involves identifying appropriate
game mechanics, understanding user motivations, and aligning them with business
objectives. Designing engaging and meaningful game elements can be a complex task,
requiring expertise in game design, user experience, and behavioral psychology. Poorly
designed gamification efforts may fail to engage users or could even have a negative impact
on the overall customer experience.

2. Lack of Sustainable Engagement: While gamification can initially attract users and
encourage participation, sustaining long-term engagement can be challenging. Users may
lose interest over time, especially if the gamified elements become repetitive or lack
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novelty. To address this challenge, continuous innovation and updates to the gamification
strategy are necessary to keep users engaged and motivated.

3. Overemphasis on Extrinsic Motivation: Gamification often relies on extrinsic
motivators such as rewards, points, and badges to encourage user participation. While these
external incentives can be effective in driving short-term engagement, they may not foster
intrinsic motivation or a genuine connection with the brand. Over-reliance on extrinsic
rewards without considering intrinsic motivators can lead to shallow engagement and a lack
of long-term loyalty.

4. User Resistance and Skepticism: Some users may be skeptical or resistant to
gamification efforts, perceiving them as manipulative or gimmicky. They may question the
authenticity of the brand's intentions and the value of the gamified experience. Overcoming
user skepticism requires transparent communication, clear value proposition, and ensuring
that the gamified elements align with the brand's values and objectives.

5. Cultural and Contextual Relevance: Gamification strategies need to be culturally
and contextually relevant to effectively engage diverse user groups. Cultural differences,
preferences, and expectations should be taken into account during the design and
implementation process. Failure to consider these factors may result in gamified
experiences that are not appealing or effective for certain user segments.

6. Ethical Considerations: Gamification raises ethical concerns related to privacy,
data collection, and user manipulation. Collecting and using user data for personalization
and reward systems should comply with privacy regulations and ensure transparency.
Additionally, careful consideration should be given to avoiding manipulative techniques
that exploit users' psychological vulnerabilities.

7. Measurement and Evaluation: Measuring the impact and effectiveness of
gamification initiatives can be challenging. Traditional metrics such as user engagement
and conversion rates may not fully capture the holistic impact of gamification on customer
experiences and long-term brand loyalty. Developing appropriate metrics and evaluation
frameworks is crucial to assess the success and return on investment of gamification
strategies.

By addressing these challenges and limitations, brands can make informed decisions when
implementing gamification strategies. It is essential to carefully plan and execute
gamification initiatives, considering user preferences, cultural factors, and ethical
considerations. Furthermore, ongoing monitoring, evaluation, and adaptation are necessary
to ensure the continued effectiveness and relevance of gamification efforts.

CONCLUSION

The literature review highlights the significance of gamification in enhancing brand-
customer interactions for Lazada and Shopee. Both platforms have successfully employed
gamification strategies to increase customer experience, foster loyalty, and promote social
interaction and competition among customers. The intrinsic rewards systems, Lazada
Wallet and Shopee Coins, have proven effective in motivating customers to engage with
the platforms and build long-term relationships. The positive impact of gamification on
brand-customer interactions underscores the importance of incorporating gamified
experiences into e-commerce platforms to drive customer experience and loyalty. As
Lazada and Shopee continue to innovate and refine their gamification strategies, it is
expected that they will further enhance brand-customer interactions and solidify their
positions in the highly competitive e-commerce market. It is important for both platforms
to regularly evaluate and optimize their gamification approaches to ensure ongoing
customer experience and satisfaction. Additionally, future research can delve deeper into
specific gamification techniques and their effects on various customer segments to provide
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more nuanced insights into the relationship between Lazada, Shopee, and brand-customer
interactions.

The originality and value of this article lie in its exploration of the transformative impact
of gamification on brand-customer interactions in the context of the competitive digital
marketplace. The article contributes to existing knowledge by:

Case Studies: Providing specific case studies of Lazada.vn and Shopee.vn adds practical
insights into the successful application of gamification in e-commerce. This enhances the
article's value by offering real-world examples that demonstrate the effectiveness of
gamification strategies.

Comprehensive Analysis: The article goes beyond a surface-level discussion by
comprehensively analyzing various aspects of gamification, including its role in engaging
users, personalizing recommendations, fostering loyalty, and amplifying brand awareness.
This depth of analysis adds value by offering a holistic view of the impact of gamification
on customer experiences.

Strategic Emphasis: Emphasizing gamification as a dynamic strategy for creating lasting
connections in the ever-evolving digital marketplace adds a strategic dimension to the
discussion. This strategic emphasis contributes to the originality of the article by
positioning gamification not just as a trend but as a valuable and ongoing approach for
brands.

Relevance to Current Business Landscape: Acknowledging the contemporary competitive
business landscape underscores the relevance of the article. By addressing the challenges
and opportunities brands face today, the article becomes a timely and practical resource for
businesses looking to enhance their customer interactions through innovative strategies.

In summary, the originality of the article lies in its combination of theoretical insights and
practical examples, providing a comprehensive and strategic perspective on the role of
gamification in shaping brand-customer relationships in the digital age. This contributes
valuable knowledge to both academia and practitioners in the field of marketing and
customer experience.

THEORETICAL CONTRIBUTION

This literature review on the relationship and correlations between Lazada and Shopee
regarding gamification and its impact on brand-customer interactions contributes to the
existing body of knowledge in several ways.

Firstly, it contributes to the field of gamification by highlighting the successful
implementation of gamification strategies in the e-commerce industry. By examining the
case of Lazada and Shopee, this review demonstrates the effectiveness of gamification in
enhancing brand-customer interactions and increasing customer experience. The findings
provide empirical evidence that gamification can be a powerful tool for e-commerce
platforms to drive customer participation, foster loyalty, and create positive brand
experiences.

Secondly, this review contributes to the understanding of intrinsic rewards systems within
the context of gamification. The analysis of Lazada Wallet and Shopee Coins reveals the
impact of such systems on customer behavior and loyalty. By offering tangible rewards,
these platforms incentivize customers to actively engage with the gamified experiences,
leading to increased brand-customer interactions. This understanding contributes to the
literature on loyalty programs and virtual currencies, providing insights into how intrinsic
rewards can be effectively utilized to drive customer experience and strengthen brand
relationships.
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Furthermore, this review contributes to the field of social interaction and competition in the
context of gamification. The analysis of Lazada and Shopee demonstrates how gamification
strategies promote social interaction among customers, fostering a sense of community and
camaraderie. The friendly competition aspect adds an element of excitement and
experience, further enhancing brand-customer interactions. These findings contribute to the
understanding of the social dynamics within gamified environments and their effects on
customer behavior and brand perception.

Lastly, this review contributes to the body of knowledge on brand-customer interactions in
the e-commerce domain. By examining the impact of gamification strategies employed by
Lazada and Shopee, it provides insights into how these strategies influence customer
perceptions of the brands and strengthen their relationships. The findings emphasize the
importance of creating immersive and enjoyable experiences for customers, as well as the
significance of building a sense of community and fostering loyalty through gamification.
This understanding contributes to the broader literature on brand-customer interactions and
provides practical implications for e-commerce platforms seeking to enhance customer
experience and loyalty.

Overall, this literature review makes theoretical contributions by advancing the
understanding of gamification, intrinsic rewards systems, social interaction, and
competition in the context of brand-customer interactions within e-commerce platforms.
The findings provide valuable insights for researchers, practitioners, and platform
operators, offering guidance for the design and implementation of effective gamification
strategies to drive customer experience and strengthen brand relationships in the rapidly
evolving e-commerce landscape.

MANAGERIAL CONTRIBUTION

The findings from this literature review on the relationship and correlations between
Lazada and Shopee regarding gamification and its impact on brand-customer interactions
offer several practical implications for managers and e-commerce platform operators.

Firstly, the successful implementation of gamification strategies by Lazada and Shopee
highlights the importance of incorporating gamified experiences into e-commerce
platforms. Managers can leverage gamification technigues to enhance customer experience
and foster loyalty. By designing interactive and enjoyable experiences, platforms can
motivate customers to actively participate in various activities, such as making purchases,
referring friends, or participating in promotions. This, in turn, can lead to increased brand-
customer interactions, higher customer retention rates, and ultimately, improved business
performance.

Secondly, the presence of intrinsic rewards systems, such as Lazada Wallet and Shopee
Coins, demonstrates the effectiveness of providing customers with tangible incentives for
their experience. Managers can consider implementing similar virtual currency or loyalty
programs within their platforms to encourage customer participation and loyalty. By
offering rewards that are valuable and relevant to customers, such as discounts, vouchers,
or exclusive products, platforms can create a sense of value and exclusivity, further
strengthening the brand-customer relationship.

Furthermore, the emphasis on social interaction and competition in gamification strategies
has managerial implications for fostering a sense of community among customers.
Managers can facilitate social interactions by incorporating features that enable customers
to connect, share experiences, and compete with one another. This can be achieved through
leaderboards, achievement badges, or social sharing functionalities. By promoting social
interaction and friendly competition, platforms can create a vibrant and engaged user
community, enhancing brand-customer interactions and driving customer loyalty.
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Additionally, managers should continuously monitor and analyze the effectiveness of
gamification strategies. By leveraging data analytics and customer feedback, platforms can
gain insights into the effectiveness of different gamification elements, such as rewards,
challenges, or social features. This allows for iterative improvements and optimizations to
ensure ongoing customer experience and satisfaction.

Overall, the findings of this literature review provide managerial implications for e-
commerce platform operators. By incorporating gamification strategies, implementing
intrinsic rewards systems, and fostering social interaction and competition, managers can
enhance brand-customer interactions, drive customer experience, and cultivate customer
loyalty. These insights provide practical guidance for managers seeking to leverage
gamification techniques to differentiate their platforms, increase customer satisfaction, and
ultimately achieve business success in the competitive e-commerce industry.

PRACTICAL GUIDELINES FOR IMPLEMENTING GAMIFICATION
STRATEGIES

1. Clearly Define Objectives: Before implementing gamification, it is crucial to
clearly define the objectives and desired outcomes. Identify the specific business goals,
such as increasing customer engagement, fostering brand loyalty, or driving sales. This
clarity will guide the design and implementation of gamification elements.

2. Understand Your Audience: Gain a deep understanding of your target audience's
preferences, motivations, and behaviors. Conduct user research, surveys, or focus groups
to gather insights. This information will help tailor the gamification elements to resonate
with your audience and enhance their experience.

3. Align Game Mechanics with Objectives: Ensure that the game mechanics and
elements align with the defined objectives. Choose elements that incentivize desired
behaviors and actions that contribute to the goals of your brand. For example, if the
objective is to encourage social sharing, incorporate mechanisms that reward users for
sharing content or inviting friends to participate.

4. Design Engaging and Balanced Challenges: Create challenges that are both
engaging and well-balanced. Consider the difficulty level, progression, and variety of
challenges to keep users motivated and interested. Strike a balance between challenging
enough to provide a sense of achievement and not overly difficult to cause frustration.

5. Personalize the Experience: Leverage user data and preferences to personalize the
gamified experience. Tailor challenges, rewards, and recommendations based on individual
user profiles. Personalization enhances engagement by making the experience more
relevant and meaningful to each user.

6. Foster Social Interaction and Competition: Incorporate social elements to
encourage interaction and competition among users. Implement leaderboards, collaborative
challenges, or social sharing features to create a sense of community and encourage users
to engage with each other. This can amplify the social influence and enhance user
engagement.

7. Provide Meaningful Rewards: Ensure that the rewards offered through
gamification are meaningful and desirable to the users. Consider a mix of intrinsic and
extrinsic rewards, such as virtual badges, exclusive content, discounts, or access to
premium features. The rewards should align with the objectives and provide value to the
users.

8. Monitor and Iterate: Continuously monitor the effectiveness of the gamification
strategy and gather user feedback. Analyze user engagement data, track key performance
indicators, and gather qualitative feedback to identify areas for improvement. Iterate and
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refine the gamification elements based on these insights to enhance the user experience and
achieve better results.

9. Integrate with Existing Systems: Plan the integration of gamification elements with
existing systems or platforms to ensure a seamless user experience. Collaborate with the
technical team to address any integration challenges and ensure smooth implementation.

10. Test and Measure: Before launching the gamification strategy, conduct thorough
testing to identify and address any issues or bugs. Establish metrics and analytics to
measure the impact of gamification on key performance indicators. Regularly review and
analyze the data to assess the effectiveness of the strategy and make data-driven
improvements.

By following these practical guidelines, brands can implement gamification strategies that
effectively engage users, foster brand loyalty, and amplify brand awareness. Remember
that each brand and target audience is unique, so it is essential to adapt and tailor these
guidelines to fit specific contexts and objectives.

RESEARCH LIMITATIONS

While this literature review provides valuable insights into the relationship and correlations
between Lazada and Shopee regarding gamification and its impact on brand-customer
interactions, it is important to acknowledge certain limitations that should be considered
when interpreting the findings.

Firstly, the literature review is based on existing studies and research available up until the
knowledge cutoff date of September 2021. As the e-commerce industry is rapidly evolving,
it is possible that new developments, strategies, or platforms have emerged since then.
Therefore, the findings may not capture the most recent advancements in gamification and
its impact on brand-customer interactions within the Lazada and Shopee context.

Secondly, the literature review focuses specifically on Lazada and Shopee as case
examples. While these platforms are prominent players in the Southeast Asian e-commerce
market, the findings may not be entirely generalizable to other e-commerce platforms or
different cultural contexts. The effectiveness of gamification strategies and their impact on
brand-customer interactions can vary depending on the specific characteristics of the
platform and the preferences and behaviors of the target audience.

Furthermore, the literature review primarily relies on existing studies and research, which
may have their own limitations. The methodologies, sample sizes, and research designs of
the studies included in the review may vary, leading to potential biases or limitations in the
findings. It is important to consider the quality and rigor of the individual studies and their
potential implications for the overall conclusions drawn from the literature review.

Additionally, while the literature review provides insights into the theoretical and
managerial implications of gamification, it does not provide a comprehensive analysis of
the financial or operational considerations associated with implementing gamification
strategies. The costs, resources, and technical requirements of implementing and
maintaining gamification features within e-commerce platforms can vary and may pose
challenges for some organizations.

Lastly, it is important to note that the literature review focuses on the positive aspects and
benefits of gamification in the context of brand-customer interactions. The potential
drawbacks, risks, or limitations of gamification, such as user fatigue, over-reliance on
rewards, or potential privacy concerns, are not extensively discussed in this review. Future
research could explore these aspects in more detail to provide a more comprehensive
understanding of the implications and limitations of gamification in e-commerce.
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Overall, while this literature review provides valuable insights into the relationship between
Lazada, Shopee, gamification, and brand-customer interactions, it is essential to consider
the limitations described above. These limitations highlight the need for further research
and exploration in this area to gain a more comprehensive understanding of the
effectiveness, challenges, and potential risks associated with implementing gamification
strategies in the e-commerce industry.

FUTURE RESEARCH

The literature review provides valuable insights into the relationship and correlations
between Lazada and Shopee regarding gamification and its impact on brand-customer
interactions. However, there are several avenues for future research that can further expand
our understanding of this topic:

1. Long-term impact of gamification: Future research could explore the long-term
impact of gamification strategies on brand-customer interactions. Studying the effects over
an extended period could provide insights into the sustainability of customer experience
and loyalty resulting from gamification. Longitudinal studies could shed light on how
customers' perceptions and behaviors evolve over time, as well as identify potential
challenges or diminishing returns associated with prolonged exposure to gamified
experiences.

2. Segment-specific effects: Investigating the effects of gamification on different
customer segments could provide valuable insights. Future research could explore how
factors such as age, gender, cultural background, or shopping preferences may moderate
the impact of gamification on brand-customer interactions. Understanding the varying
responses and preferences of different customer segments can help e-commerce platforms
tailor their gamification strategies to specific target audiences, optimizing experience and
loyalty.

3. Comparative analysis across e-commerce platforms: While this literature review
focuses on Lazada and Shopee, future research could expand the scope to include a wider
range of e-commerce platforms. Comparative analyses across different platforms could
provide insights into the effectiveness of gamification strategies in various contexts and
highlight best practices. Exploring platforms with different business models, target
markets, or gamification approaches could uncover additional factors that influence brand-
customer interactions.

4. Exploring potential drawbacks and risks: While the literature review primarily
focuses on the positive aspects of gamification, future research could delve into potential
drawbacks and risks associated with its implementation. Investigating issues such as user
fatigue, potential over-reliance on rewards, unintended consequences, or privacy concerns
can provide a more balanced understanding of gamification's impact on brand-customer
interactions. This research could help e-commerce platforms develop strategies to mitigate
any negative effects and address customer concerns.

5. Financial and operational considerations: Future research could examine the
financial and operational implications of implementing gamification strategies in e-
commerce platforms. This could include assessing the costs and benefits associated with
developing and maintaining gamified features, as well as evaluating the technical
requirements and resource allocation needed. Understanding these factors would provide
valuable insights to platform operators and help guide decision-making processes.

6. Emerging technologies and gamification: As technology continues to evolve,
future research could explore the integration of emerging technologies, such as augmented
reality (AR), virtual reality (VR), or artificial intelligence (Al), with gamification strategies.
Investigating the potential synergies between these technologies and gamification could
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open up new avenues for enhancing brand-customer interactions and creating immersive
experiences within e-commerce platforms.
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