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This study investigates the factors influencing gamification in digital marketing at
Tehran Technical Complex. The primary aim is to identify and analyze the components
that contribute to the success of gamification and enhance user engagement, customer
experience, and organizational profitability. The research employed a mixed-methods
approach, incorporating both qualitative and quantitative phases. In the qualitative
phase, semi-structured interviews were conducted with experts and managers from
Tehran Technical Complex, and the data were analyzed using grounded theory. In the
quantitative phase, a researcher-designed questionnaire, informed by the qualitative
findings, was distributed to 384 marketing professionals. The quantitative data were
analyzed using structural equation modeling (SEM). The results indicated that user
engagement, the digital environment, and profitability are the most critical factors
affecting the success of gamification in digital marketing. Additionally, identifying
customer behavior and managing customer experience were also significant.
Organizational culture and specialization had a moderate impact, while environmental
constraints and certain gamification elements showed a lesser influence compared to
other factors. This study highlights that effective gamification design and the creation
of interactive digital environments can significantly enhance user experience and
organizational profitability. However, for sustained success, organizations must foster
a culture of innovation and provide the necessary specialized infrastructure. The
findings suggest that gamification should be implemented strategically, considering
user needs and environmental conditions.

Keywords: Gamification, Digital Marketing, User Engagement, Digital Environment,
Profitability, Structural Equation Modeling, Tehran Technical Complex.
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Introduction

In today’s digital age, businesses are constantly seeking innovative strategies to engage consumers
and enhance marketing effectiveness. One of the emerging and impactful strategies is gamification, which
involves incorporating game design elements into non-game contexts to increase user engagement and
motivation (Huotari & Hamari, 2016). The use of gamification in marketing has gained significant attention
for its potential to improve user experiences, foster consumer loyalty, and influence purchasing behaviors
(Harwood & Garry, 2015). Gamification’s ability to engage users has been shown to be particularly effective
in digital environments, where interactive elements and social features are prevalent (Hofacker et al., 2016).
Previous research has demonstrated that gamification can drive positive outcomes, such as increased user
participation, improved emotional connections with brands, and enhanced consumer loyalty (Al-Zyoud,
2021).

Despite its advantages, the implementation of gamification comes with challenges. The
effectiveness of gamification strategies often depends on the appropriate design and alignment with user
motivations (Leclercq et al., 2018). Additionally, there are ethical considerations and strategic limitations
that need to be addressed to avoid potential negative impacts, such as user fatigue or loss of interest (Thorpe
& Roper, 2017). Ndi (2018) discusses that the strategic power of digital marketing gamification may be
constrained by various factors, such as the political and economic context (Ndi, 2018). Given these
complexities, a comprehensive understanding of the factors that influence the success of gamification in
digital marketing is crucial. This study aims to explore these factors in the context of Tehran Technical
Complex and to provide insights into how gamification can be effectively utilized to achieve marketing
goals.

Methods and Materials

This research employed a mixed-methods approach, combining qualitative and quantitative
methodologies to gain a comprehensive understanding of the factors influencing gamification in digital
marketing. In the qualitative phase, semi-structured interviews were conducted with experts and managers
at Tehran Technical Complex. Participants were selected through purposive sampling, focusing on those
with extensive experience in marketing and technology management. The qualitative data were analyzed
using grounded theory, involving open, axial, and selective coding to identify key themes and constructs.

Based on the qualitative findings, a structured questionnaire was developed for the quantitative
phase. The questionnaire consisted of two sections: demographic information and questions related to the
identified gamification components. It was distributed to 384 marketing professionals and managers at
Tehran Technical Complex. The quantitative data were analyzed using structural equation modeling
(SEM) to test the relationships between variables and assess the impact of each factor on gamification
success.

Findings and Results

The results of the qualitative analysis revealed several key factors influencing the effectiveness of
gamification in digital marketing. These factors were then measured quantitatively, and the analysis
provided the following insights:
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1. User Engagement: With a mean score of 3.465 and a standard deviation of 0.908, user
engagement emerged as one of the most critical factors. The SEM analysis showed a strong and
significant relationship between user engagement and the success of gamification strategies.

2. Digital Environment: The digital environment was also identified as a crucial factor, with a mean
score of 3.627 and a standard deviation of 0.655. This factor demonstrated a significant positive
effect on gamification success, highlighting the importance of a well-designed digital
infrastructure.

3. Profitability: Profitability scored a mean of 3.744 with a standard deviation of 0.538, indicating
that the financial outcomes of gamification are highly valued. The SEM analysis confirmed that
profitability is significantly influenced by user engagement and the digital environment.

4. Customer Behavior ldentification: This factor had a mean score of 3.162 and a standard
deviation of 0.998, showing a moderate impact on gamification effectiveness. It suggests that
understanding customer behavior is essential but less influential compared to user engagement and
digital infrastructure.

5. Customer Experience Management: With a mean of 3.255 and a standard deviation of 0.658,
managing the customer experience was found to have a significant yet moderate effect.

6. Organizational Culture and Specialization: These factors had mean scores of 3.325 and 3.302,
respectively, and showed moderate impacts on the effectiveness of gamification.

7. Environmental Constraints and Gamification Elements: These factors exhibited lower
impacts, with mean scores of 3.186 and 2.651, respectively, indicating that while relevant, they
are less critical compared to other factors.

Conclusion

The findings of this study underscore the importance of user engagement and a well-designed
digital environment in the successful implementation of gamification strategies. The positive relationship
between user engagement and gamification success aligns with previous research by Harwood and Garry
(2015), who found that gamification fosters active participation and emotional attachment to brands
(Harwood & Garry, 2015). Hofacker et al. (2016) also highlighted that interactive and engaging digital
environments enhance user experiences (Hofacker et al., 2016), supporting our findings regarding the
critical role of the digital infrastructure. Additionally, Al-Zyoud (2021) emphasized the impact of
gamification on consumer loyalty and purchase behavior, further validating the significance of engaging
users effectively (Al-Zyoud, 2021).

The strong link between profitability and successful gamification implementation also reflects the
findings of Milanesi et al. (2022), who demonstrated that gamification could improve financial outcomes
by enhancing the consumer experience (Milanesi et al., 2022). This indicates that organizations investing
in gamification can expect tangible economic benefits, provided that their strategies are well-aligned with
user needs and market conditions. However, it is essential to consider the limitations of gamification.
Leclercq et al. (2018) cautioned that poorly designed gamification elements could lead to user frustration
or disengagement (Leclercq et al., 2018). Our study similarly found that certain elements of gamification,
when not properly integrated, had a limited impact.
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Furthermore, the influence of organizational culture and specialization on gamification success
suggests that internal factors, such as staff expertise and a culture of innovation, are critical. Girdauskiene
(2022) argued that a supportive organizational environment enhances the effectiveness of gamification
(Girdauskiene, 2022), which is consistent with our findings. Nevertheless, the lower impact of

environmental constraints highlights the need for adaptive and flexible gamification strategies that can
overcome external barriers.
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