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ABSTRACT

Social Media Marketing is a very popular channel for communicating with
consumers as well as creating marketing activities to promote products and attract
the target group. It is also used to create new innovation by applying the concept of
gamification for engagement between entrepreneurs and consumers, such as likes,
comments and sharing on Facebook. Gamification is a marketing strategy that
strengthens participation. These advantages provide opportunity and competitive
advantage. This research presents experimental research using mechanics or game
elements to make fun games and encourage players to take part in Social Media
Marketing. It is aimed at studying the influence of Facebook marketing using
gamification concerning customers’ intention to purchase. This research was
conducted by using Facebook and collecting data from 450 samples in Thailand via
online questionnaires. Samples were selected from 150 people who play games to
win discount prizes, 150 people who play games to win premium prizes, and 150
people who do not play games. Further, Structural Equation Modeling (SEM) and

Multi-Group Analysis were used to check for consistency between models based on
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assumptions and empirical data. Maximum likelihood estimates were used to analyze
the model based on assumptions.

Results by measurement for evaluating the model fit of influence for
Facebook marketing using gamification on customers’ intention to purchase from 300
samples selected from people who play games to win discount prizes and 150
people who play games to win premium prizes. The data analysis identified the
game elements that samples rated, with most in Facebook marketing being virtual
reality products and customers’ intention to purchase influenced by attitudes
towards social media marketing. Subsequently, the path coefficients in the causal
relationship model were analyzed to identify the details of the factors influencing
Facebook marketing using gamification. The sample experiment was found to play
the game to win a discount prize that intends to purchase product influenced by
perceived financial value, perceived attractiveness, perceived enjoyment and attitude
towards social media marketing. Perceived financial value influenced intent to
purchase. Meanwhile, the sample experiment to play games to win premium prizes
showed that intent to purchase products was influenced by attitude towards social
media marketing, perceived enjoyment and perceived attractiveness. Attitude

towards social media marketing also influenced intent to purchase.
Keywords: Gamification, Social Media Marketing, Facebook, Theory of Consumption

Values, Source Credibility, The Uses and Gratification Theory, Theory of

Planned Behavior, Purchase Intention
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