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ABSTRACT

Gamification is a term of interacting trends and traditional in designing of
game in non-gaming concepts. It is a new tool of marketing channel that has started
being popularized in online social media or social networking, especially , as an
online marketing technique to encourage customer engagement with a brand.
Customer's natural desires and needs are always changed, Therefore , it is difficult to
build a successful gamification that can achieve long-term loyalty.

This survey research aims to study and describe the characteristics of
gamification and factors enhancing the behavior of using gamification that influence
brand engagement. Data collection method was online survey. Data analysis, using a
Statistical Package, was based on 255 respondents from people having experience of
using gamification via Smartphone, website or other platforms applications.

This results revealed that sustained behavior of using gamification led to
brand engagement. The factors influencing behavior of using gamification were
hedonic and satisfying. Customer Satisfaction in Gamification consists of reward,
status, achievement, self-expression, competition, and altruism. But subjective norms

did not significant affects using-gamification behavior.
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This research results can be used as a guidelines to create and design
appropriate gamification to meet with the desires and needs of target customers.
Designing a gamification by including popular gaming elements should take into
account how to make customer more entertaining, more fun and more fulfilling
experiences. Gamification that has been designed to have rewards will meet
customer's needs. Moreover, creating a successful gamification campaign and public
relation media will encourage customers to long-term use of gamification and will

motivate customers to engage constantly with the brand.
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