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ABSTRACT

This study aims to examine the impact of gamification strategies on the
engagement of new merchants on a food delivery platform, with a particular focus on
the role of intrinsic and extrinsic motivation in influencing merchant behavior.
The research adopts an experimental design using A/B testing to compare outcomes
between a control group (Group A) and an experimental group (Group B).

The variables in this study consist of gamification strategy as the
independent variable, and merchant engagement as the dependent variable. Merchant
engagement is measured through behavioral indicators, including onboarding
completion, campaign joining, and activeness on the platform. The analysis is based
on real operational data from a food delivery platform and employs descriptive
statistics and independent sample t-tests.

The results reveal that the experimental group, which received enhanced
gamification elements, demonstrated significantly higher levels of engagement
compared to the control group across several key indicators, including onboarding

completion (t =-4.780,p < 0.001), campaign joining (t =-3.398,p < 0.001), and
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activeness (t =-4.019, p < 0.001). However, certain behaviors, such as profile photo
setup and delivery activation, did not show statistically significant differences.

Furthermore, the findings indicate a statistically significant positive
relationship between onboarding completion and activeness in both groups (p < 0.001),
with a moderate level of association. This suggests that completing initial onboarding
processes is linked to higher levels of active participation on the platform.

In conclusion, gamification not only influences early-stage merchant
behaviors but also contributes to meaningful business outcomes, particularly in driving
merchant activeness. The findings highlight the importance of designing gamification
mechanisms that effectively motivate merchants during the onboarding stage, thereby

fostering sustained engagement on digital platforms.

Keywords: Gamification, Mission, Merchant Engagement, Food Delivery Platform,

Intrinsic Motivation, Extrinsic Motivation, A/B Testing
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