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A	B	S	T	R	A	C	T	
Gamification	marketing	has	become	an	important	strategy	for	strengthening	consumer–
brand	 relationships	 in	 immersive	 digital	 environments.	 However,	 limited	 empirical	
research	has	examined	how	gamified	brand	experiences	in	Roblox	influence	consumers’	
hedonic	 motivation	 and	 utilitarian	 value	 through	 brand-related	 psychological	
responses.	 This	 study	 investigates	 the	 effects	 of	 brand	 engagement,	 brand	 love,	 and	
gamification	marketing	 on	 hedonic	motivation	 and	 utilitarian	 value	 in	 Roblox-based	
brand	interactions.	A	quantitative	survey	was	conducted	with	100	Roblox	users,	and	the	
data	were	 analyzed	 using	 Partial	 Least	 Squares	 Structural	 Equation	Modelling	 (PLS-
SEM).	The	results	show	that	brand	engagement	does	not	significantly	influence	hedonic	
motivation	 or	 utilitarian	 value,	 suggesting	 that	 interaction	 alone	 is	 insufficient	 to	
generate	 enjoyment	 or	 perceived	 usefulness.	 In	 contrast,	 brand	 love	 significantly	
enhances	both	hedonic	motivation	and	utilitarian	value,	highlighting	the	importance	of	
emotional	 attachment	 in	 shaping	 consumer	experiences.	Gamification	marketing	also	
has	 a	 significant	 positive	 effect	 on	 hedonic	 motivation,	 confirming	 the	 role	 of	 game	
design	in	promoting	enjoyment	and	immersive	participation.	These	findings	contribute	
to	gamification	marketing	literature	by	demonstrating	that	emotional	attachment	and	
experiential	design	are	more	 influential	 than	engagement	alone	 in	creating	consumer	
value	in	virtual	brand	environments.	The	study	also	offers	practical	guidance	for	brands	
designing	engaging	and	meaningful	experiences	in	Roblox.	
	

1. INTRODUCTION	
	Digital	 technologies	 have	 shifted	marketing	 from	 one-way	 persuasion	 toward	 interactive,	 experience-

centric	exchanges	in	which	connected	consumers	actively	participate	and	co-create	value	through	ongoing	dialogue	
and	 networked	 interaction	 rather	 than	 remaining	 passive	 audiences	 (Rodrigues	 et	 al.,	 2021;	 Helmefalk	 &	
Marcusson,	2019).	In	this	environment,	gamification	marketing	integrating	game	design	elements	into	non-game	
contexts	 has	 been	 adopted	 to	 make	 digital	 brand	 experiences	 more	 engaging	 and	 enjoyable	 and	 to	 stimulate	
continued	 participation	 in	 platforms	 and	 services	 capes	 (digital/physical)	 that	 shape	 cognitive	 and	 affective	
responses	(e.g.,	flow,	emotions)	linked	to	approach	behaviors	and	marketing	outcomes	(Helmefalk	&	Marcusson,	
2019;	Sheetal	et	al.,	2022;	Thorpe	&	Roper,	2017)	

Empirical	studies	indicate	that	gamified	applications	can	strengthen	engagement	and	brand	attitudes	via	
social	influence	mechanisms	(e.g.,	social	circles	increasing	intentions	to	interact	with	the	brand)	RODRIGUES	et	al.	
(2021)	and	that	gameful	experiences	can	improve	users’	attitudes	toward	embedded	advertising,	partly	through	
psychological	ownership,	while	mitigating	perceived	intrusiveness	when	perceived	ad	effectiveness	is	high	(Mishra	
&	 Malhotra,	 2021).	 However,	 multiple	 sources	 caution	 that	 gamified	 marketing	 can	 raise	 ethical	 dilemmas	
(including	 “stealth”	 influence)	 and	 may	 negatively	 affect	 user	 welfare,	 with	 evidence	 of	 adverse	 mental	 and	
emotional	outcomes	in	gamified	online	community	contexts	(Thorpe	&	Roper,	2017;	Sheetal	et	al.,	2022;	Srivastava	
et	al.,	2022).	

Gamification	marketing	 is	 an	 important	 contemporary	digital-marketing	 trend	because	 it	 applies	 game	
design	elements	in	non-game	contexts	to	create	gameful	experiences	that	stimulate	motivation,	engagement,	and	
loyalty-related	 behaviors	 (Rodrigues	 et	 al.,	 2021;	 Helmefalk	&	Marcusson,	 2019,	Mishra	&	Malhotra,	 2021).	 In	
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services	and	platform	environments	(“servicescapes”),	gamified	mechanics	can	be	designed	as	visible	or	non-visible	
and	platform-dependent	features	that	shape	cognitive	and	affective	responses	(e.g.,	engagement,	flow,	emotions),	
which	 then	 influence	 short-	 and	 long-term	marketing	 outcomes	 (Helmefalk	 &	 Marcusson,	 2019).	 Accordingly,	
commonly	 deployed	 elements	 (e.g.,	 challenges/levels,	 rewards,	 competition/leaderboards,	 avatars,	 and	 social	
interaction)	 are	 used	 to	 make	 brand	 touchpoints	 more	 enjoyable	 and	 participation-oriented,	 strengthening	
customer	experience	and	brand-related	 responses	 (Rodrigues	et	al.,	2021),	 Sheetal	et	al.,	2022).	Evidence	 from	
gamified	brand	applications	further	suggests	that	social	influence	within	gamified	systems	can	increase	intentions	
to	interact	with	brands	and	improve	brand	attitudes	(Rodrigues	et	al.,	2021).	At	the	same	time,	gamification	can	be	
positioned	as	less	intrusive	when	design	builds	psychological	ownership	and	perceived	advertising	effectiveness,	
which	can	counteract	perceived	ad	 intrusiveness	(Mishra	&	Malhotra,	2021).	However,	scholars	also	emphasize	
ethical	risks	and	potential	welfare	harms	from	covertly	persuasive	or	manipulative	engagement	designs,	implying	
the	need	for	careful	governance	and	evaluation	(Thorpe	&	Roper,	2017;	,	Sheetal	et	al.,	2022).	

One	 platform	 that	 is	 particularly	 relevant	 for	 examining	 gamification	marketing	 is	 Roblox.	 Roblox	 is	 a	
relevant	empirical	setting	for	gamification	marketing	because	it	can	be	conceptualized	as	a	gamified	co-creation	
platform	where	 value	 emerges	 through	 ongoing	 user	 participation	 and	 dialogue,	 consistent	with	 evidence	 that	
connected	 consumers	 increasingly	 co-create	 experiences	 and	 that	 gamified	 co-creation	 can	 improve	 firms’	
competitiveness	 while	 also	 introducing	 potential	 downsides	 (Rodrigues	 et	 al.,	 2021).	 Framed	 through	 a	
servicescape	lens,	such	platforms	can	be	analyzed	as	environments	in	which	platform-dependent	and	visible/non-
visible	gamified	mechanics	act	as	stimuli	shaping	users’	cognitive	and	affective	states	(e.g.,	engagement	and	flow),	
which	in	turn	influence	approach	behaviors	and	marketing	outcomes	(Helmefalk	&	Marcusson,	2019;	Rodrigues	et	
al.,	 2021).	 Moreover,	 research	 on	 gameful	 experiences	 and	 advertising	 suggests	 that	 when	 users	 develop	
psychological	 ownership	 and	 perceive	 advertising	 as	 effective,	 gamified	 advertising	 can	 reduce	 perceived	
intrusiveness	 while	 improving	 attitudes,	 offering	 a	 mechanism	 by	 which	 branded	 experiences	 inside	 game	
platforms	may	feel	less	disruptive	(Mishra	&	Malhotra,	2021).	Nevertheless,	marketing	ethics	scholarship	cautions	
that	 gamification	may	 operate	 as	 “stealth”	 persuasion	 and	 can	 raise	 consumer-welfare	 risks,	 requiring	 careful	
evaluation	and	governance	in	platform-based	campaigns	(Thorpe	&	Roper,	2017;	Rodrigues	et	al.,	2021).	

From	 a	marketing	 perspective,	 Roblox	 can	 be	 theorized	 as	 a	 fertile	 setting	 for	 gamification	marketing	
because	prior	research	links	gamification	to	enhanced	engagement,	motivation,	and	loyalty	when	game	elements	
are	embedded	into	digital	customer	experiences	(Sheetal	et	al.,	2022;	Helmefalk	&	Marcusson,	2019).	Conceptually,	
a	platform	can	be	treated	as	a	(digital)	servicescape	in	which	platform-dependent	gamified	mechanics	operate	as	
stimuli	 shaping	 users’	 cognitive/affective	 states	 (e.g.,	 engagement,	 flow,	 emotions)	 that	 subsequently	 influence	
approach	behaviors	and	marketing	outcomes	(Helmefalk	&	Marcusson,	2019).	Likewise,	gamification	is	argued	to	
support	 co-creation	 by	 enabling	 more	 active,	 connected	 consumer	 participation	 and	 interactive	 dialogue,	
potentially	 strengthening	 firms’	 competitiveness	 while	 also	 requiring	 attention	 to	 implementation	 risks	
(RODRIGUES	et	al.,	2021).		

Empirical	evidence	from	gamified	brand	applications	further	suggests	that	social	circles	within	gamified	
systems	can	increase	intentions	to	interact	with	a	brand	and	improve	brand	attitudes	(RODRIGUES	et	al.,	2021).	
However,	the	literature	also	cautions	that	gamification	may	reduce	perceived	intrusiveness	only	under	conditions	
such	as	high	perceived	advertising	effectiveness	and	psychological	ownership	(Mishra	&	Malhotra,	2021),	and	that	
ethical	and	consumer-welfare	risks	(“stealth”	influence;	negative	well-being	impacts)	must	be	explicitly	evaluated	
(Thorpe	&	Roper,	2017;	Srivastava	et	al.,	2022).	Previous	studies	have	shown	 that	digital	engagement	plays	an	
important	 role	 in	 shaping	 relationships	 between	 consumers	 and	 brands.	 Ali	 and	 Alqudah	 (2022)	 found	 that	
influencer	marketing	affects	overall	brand	equity	through	brand	awareness	and	customer	brand	engagement	in	the	
context	of	five-star	hotels	in	Jordan.	Their	study	confirms	that	consumer	engagement	and	brand	awareness	serve	
as	 important	mechanisms	 for	 strengthening	 brand	 equity.	 This	 finding	 is	 relevant	 to	 the	 context	 of	 Roblox,	 as	
community-based	 platforms	 such	 as	 Roblox	 also	 facilitate	 user	 engagement,	 social	 interaction,	 and	 the	
dissemination	of	digital	experiences	that	may	strengthen	the	relationship	between	users	and	brands.	Subsequently,	
Coelho	et	al.	(2023)	demonstrated	that	hedonic	shopping	motivation	mediates	the	relationship	between	personal	
values	 and	 impulse	 buying.	 Their	 findings	 indicate	 that	 enjoyment,	 entertainment,	 emotional	 satisfaction,	 and	
pleasurable	experiences	can	influence	consumer	behavioral	responses.	In	the	context	of	gamification	marketing,	
hedonic	aspects	are	particularly	important	because	users	are	likely	to	be	attracted	to	experiences	that	are	enjoyable,	
challenging,	and	exploratory.	In	the	same	year,	Song	et	al.	(2023)	found	that	social	media	engagement	contributes	
to	relationship	quality	and	brand	performance	 in	higher	education	marketing.	This	 finding	further	supports	the	
argument	that	user	engagement	in	digital	platforms	is	a	crucial	factor	in	building	relationship	quality	and	improving	
brand	performance.	

In	a	 later	development,	Behl	et	al.	(2024)	emphasized	that	gamification	can	be	understood	as	a	form	of	
marketing	 innovation	 capable	 of	 improving	 organizational	 marketing	 performance	 and	 supporting	 the	
sustainability	of	international	firms.	This	study	extends	the	understanding	of	gamification	beyond	entertainment	
or	promotional	functions	by	positioning	it	as	an	innovation	strategy	that	can	enhance	marketing	effectiveness.	This	
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insight	is	highly	relevant	to	Roblox,	as	the	platform	provides	opportunities	for	developing	innovative	marketing	
experiences	through	games,	user	creativity,	and	virtual	interaction.	More	recent	studies	have	further	highlighted	
the	importance	of	immersive	digital	experiences	in	marketing.	Al-Adwan	et	al.	(2025)	found	that	gamification	in	
metaverse	 environments	 can	 enhance	 consumer	 engagement,	 purchase	 intention,	 word	 of	 mouth,	 and	 brand	
loyalty.	 Their	 findings	 suggest	 that	 well-designed	 virtual	 experiences	 can	 strengthen	 consumer–brand	
relationships.	Similarly,	tom	Dieck	et	al.	(2025)	showed	that	augmented	reality	technology	can	create	both	hedonic	
and	utilitarian	value	 for	users.	This	 finding	 reinforces	 the	 view	 that	 immersive	digital	 experiences	 can	provide	
consumers	with	both	emotional	and	functional	benefits.	

Despite	 the	 growing	 body	 of	 research	 on	 hedonic	 motivation,	 social	 media	 engagement,	 gamification,	
metaverse	marketing,	and	augmented	reality,	several	research	gaps	remain.	First,	prior	studies	have	largely	focused	
on	hotels	and	hospitality,	where	influencer	marketing	and	customer	brand	engagement	have	been	linked	to	brand	
equity	(Ali	&	Alqudah,	2022),	as	well	as	retailing,	where	hedonic	motivation	has	been	shown	to	influence	impulse	
buying	behavior	(Coelho	et	al.,	2023).	Other	studies	have	examined	social	media	engagement	in	higher	education	
marketing	(Song	et	al.,	2023),	gamification	as	a	marketing	 innovation	for	 international	 firms	(Behl	et	al.,	2024),	
metaverse	gamification	in	relation	to	engagement,	purchase	intention,	word	of	mouth,	and	loyalty	(Al-Adwan	et	al.,	
2025),	and	augmented	reality	as	a	source	of	hedonic	and	utilitarian	value	(tom	Dieck	et	al.,	2025).	However,	studies	
that	specifically	position	Roblox	as	a	research	object	within	the	context	of	gamification	marketing	remain	relatively	
limited.	Second,	most	existing	studies	discuss	digital	engagement	or	gamification	in	general	terms,	while	limited	
attention	has	been	paid	to	how	Roblox’s	creative,	participatory,	avatar-based,	and	community-oriented	features	
may	 shape	distinctive	marketing	 experiences.	 This	 gap	 is	 important	 because	 social	 interaction	within	 gamified	
brand	applications	can	increase	intentions	to	interact	with	a	brand	and	improve	brand	attitudes	(Rodrigues	et	al.,	
2021).	Third,	the	Indonesian	context,	as	a	rapidly	growing	digital	market,	remains	underexplored,	particularly	in	
relation	to	how	Indonesian	users	respond	to	gamification-based	marketing	strategies	on	Roblox.	In	addition,	ethical	
and	 consumer-welfare	 concerns,	 including	 stealth	 influence,	 perceived	 intrusiveness,	 and	 potential	 well-being	
impacts,	also	need	to	be	considered	in	gamified	marketing	research	(Mishra	&	Malhotra,	2021;	Thorpe	&	Roper,	
2017;	Srivastava	et	al.,	2022).	

Based	on	these	gaps,	this	study	positions	Roblox	as	an	important	context	for	advancing	the	literature	on	
gamification	marketing.	Roblox	combines	game	elements,	user	creativity,	social	interaction,	virtual	communities,	
and	digital	experiences	within	an	open	digital	ecosystem.	These	characteristics	make	Roblox	a	promising	platform	
for	explaining	how	gamification	marketing	may	shape	user	engagement	and	consumer	behavioral	responses.	This	
study	is	expected	to	provide	theoretical	contributions	by	extending	the	understanding	of	gamification	marketing	
within	 platforms	 based	 on	 user-generated	 virtual	 experiences.	 It	 also	 offers	 practical	 contributions	 for	 digital	
marketers,	application	developers,	content	creators,	and	business	actors	in	designing	more	interactive,	creative,	
and	consumer-oriented	marketing	strategies.	

Therefore,	research	on	gamification	marketing	in	Roblox	is	important	not	only	because	it	reflects	current	
digital	 trends,	but	also	because	 it	offers	a	new	research	context	within	the	marketing	 literature.	Roblox	enables	
marketing	experiences	to	be	delivered	not	merely	through	promotional	messages,	but	through	play,	exploration,	
creativity,	and	social	interaction.	Accordingly,	this	study	seeks	to	address	the	existing	literature	gap	by	positioning	
Roblox	 as	 a	 research	 object	 in	 the	 context	 of	 gamification	marketing,	while	 enriching	 academic	 discussions	 on	
experience-based	digital	marketing	in	the	era	of	virtual	platforms,	the	metaverse,	and	the	digital	creative	economy.		
	
2. HYPOTHESIS	DEVELOPMENT	
2.1.	Brand	Engagement	and	Hedonic	Motivation	

Brand	engagement	is	expected	to	enhance	hedonic	motivation	because	consumers’	active	involvement	with	
a	brand	often	generates	positive	affective	responses,	such	as	fun,	pleasure,	enjoyment,	and	emotional	stimulation.	
These	affective	responses	are	central	to	hedonic	motivation,	particularly	in	digital	and	gameful	environments	where	
consumers	 do	 not	merely	 receive	 brand	 information	 but	 also	 participate	 in	 interactive	 and	 entertaining	 brand	
experiences	 (Sheetal	 et	 al.,	 2022;	Mishra	 &	Malhotra,	 2021).	 From	 the	 perspective	 of	 the	 Stimulus–Organism–
Response	 framework,	 gamified	 stimuli	 embedded	 in	 digital	 or	 physical	 servicescapes	 can	 activate	 internal	
organismic	 states,	 including	 emotion,	 flow,	 and	 engagement,	which	 subsequently	 encourage	 approach-oriented	
responses	(Helmefalk	&	Marcusson,	2019).	Empirical	evidence	from	gamified	brand	applications	further	suggests	
that	 engagement	 can	 strengthen	 brand	 attitudes	 by	 creating	 more	 enjoyable,	 interactive,	 and	 psychologically	
involving	brand	experiences	(Rodrigues	et	al.,	2021).	Nevertheless,	prior	studies	also	caution	that	gamification-
driven	engagement	may	involve	ethical	concerns	and	potential	negative	implications	for	consumers’	psychological	
and	emotional	well-being,	suggesting	that	hedonic	outcomes	should	be	interpreted	with	theoretical	nuance	(Sheetal	
et	al.,	2022;	Srivastava	et	al.,	2022).	Taken	together,	these	arguments	indicate	that	stronger	brand	engagement	is	
likely	 to	 intensify	 consumers’	 hedonic	 motivation.	 Accordingly,	 this	 study	 advances	 the	 following	 hypothesis:	
H1.	Brand	engagement	has	a	positive	effect	on	hedonic	motivation.	
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2.2.	Brand	Engagement	and	Utilitarian	Value	
Brand	engagement	may	also	strengthen	utilitarian	value	because	consumers	who	actively	 interact	with,	

respond	to,	and	share	information	about	a	brand	are	more	likely	to	obtain	clearer,	more	relevant,	and	more	useful	
information.	 Such	 engagement	 can	 improve	 relationship	 quality	 between	 consumers	 and	 brands,	 which	
subsequently	contributes	to	more	favorable	brand	evaluations,	including	brand	image	and	brand	loyalty	(Song	et	
al.,	2023).	In	this	regard,	engagement	does	not	only	generate	emotional	involvement	but	also	supports	functional	
outcomes	by	reducing	uncertainty,	improving	information	clarity,	and	increasing	perceived	efficiency	in	decision-
making.	Within	the	S-O-R-based	servicescape	framework,	gamified	or	interactive	brand	stimuli	can	trigger	cognitive	
and	affective	responses,	including	engagement	and	flow,	which	then	influence	marketing	outcomes	(Helmefalk	&	
Marcusson,	2019).	This	logic	suggests	that	engagement	may	serve	as	a	psychological	mechanism	through	which	
consumers	perceive	the	brand	experience	as	more	purposeful,	informative,	and	task-supportive.	Empirical	evidence	
from	gamified	applications	also	shows	that	engagement	contributes	to	more	favorable	brand	attitudes	(Rodrigues	
et	 al.,	 2021),	 while	 research	 on	 augmented	 reality	 experiences	 indicates	 that	 interactive	 characteristics	 can	
strengthen	 utilitarian	 experiences	 by	 increasing	 reality	 congruence,	 satisfaction,	 and	 word-of-mouth	 intention	
(Dieck	et	al.,	2024).	Therefore,	brand	engagement	is	expected	to	improve	consumers’	perception	of	utilitarian	value.	
On	this	theoretical	basis,	the	following	hypothesis	is	formulated:	
H2.	Brand	engagement	has	a	positive	effect	on	utilitarian	value.	

	
2.3.	Brand	Love	and	Hedonic	Motivation	

Brand	love	reflects	consumers’	strong	affective	attachment,	emotional	connection,	passion,	and	positive	
relationship	with	a	brand.	When	consumers	develop	love	for	a	brand,	their	interaction	with	the	brand	is	likely	to	
become	 more	 emotionally	 rewarding,	 personally	 meaningful,	 and	 enjoyable.	 This	 affective	 attachment	 can	
strengthen	 hedonic	 motivation	 because	 consumers	 are	 not	 only	 driven	 by	 functional	 benefits	 but	 also	 by	 the	
pleasure,	 excitement,	 and	 emotional	 satisfaction	 derived	 from	 brand-related	 experiences.	 Carroll	 and	 Ahuvia	
(2006)	conceptualized	brand	love	as	passionate	emotional	attachment	toward	a	brand	and	showed	that	brand	love	
is	strongly	associated	with	hedonic	product	categories	and	favorable	consumer	outcomes.	Similarly,	Batra	et	al.	
(2012)	 emphasized	 that	 brand	 love	 represents	 a	 rich	 emotional	 relationship	 between	 consumers	 and	 brands,	
involving	passion,	attachment,	positive	affect,	and	long-term	connection.	In	digital	and	gamified	contexts,	positive	
brand	experiences	can	further	stimulate	enjoyment,	flow,	and	experiential	satisfaction,	thereby	reinforcing	hedonic	
motivation	(Sheetal	et	al.,	2022;	Helmefalk	&	Marcusson,	2019).	Research	on	immersive	digital	experiences	also	
indicates	that	interaction	and	immersion	can	intensify	hedonic	responses	when	consumers	perceive	the	experience	
as	entertaining	and	emotionally	engaging	(Dieck	et	al.,	2024).	Thus,	consumers	who	feel	stronger	love	toward	a	
brand	are	more	likely	to	experience	pleasure-oriented	motivation	in	their	interaction	with	that	brand.	Following	
this	line	of	reasoning,	this	study	proposes	the	following	hypothesis:	
H3.	Brand	love	has	a	positive	effect	on	hedonic	motivation.	

	
2.4.	Brand	Love	and	Utilitarian	Value	

Brand	love	can	also	contribute	to	utilitarian	value	because	consumers	who	have	a	strong	emotional	bond	
with	a	brand	tend	to	evaluate	the	brand	more	favorably,	not	only	in	affective	terms	but	also	in	functional	terms.	
Consumer–brand	relationship	theory	suggests	that	strong	brand	relationships	influence	how	consumers	interpret,	
evaluate,	and	sustain	their	interactions	with	brands	(Fournier,	1998).	When	consumers	love	a	brand,	they	are	more	
likely	to	perceive	the	brand	as	reliable,	useful,	efficient,	and	capable	of	supporting	their	goals.	Although	prior	studies	
often	position	functional	or	utilitarian	value	as	an	antecedent	of	brand	love,	this	relationship	can	also	operate	in	the	
opposite	direction	when	emotional	attachment	creates	a	positive	evaluative	lens	through	which	consumers	assess	
the	brand’s	practical	benefits.	Bairrada	et	al.	(2018)	demonstrated	that	both	functional	and	symbolic	or	emotional	
brand	 qualities	 are	 important	 in	 explaining	 brand	 love,	 indicating	 that	 affective	 and	 functional	 evaluations	 are	
closely	interconnected.	Recent	evidence	in	digital	retail	also	shows	that	perceived	value	and	brand	love	are	strongly	
linked,	 particularly	 when	 consumers	 experience	 interactivity,	 informativeness,	 entertainment,	 and	 perceived	
relevance	in	brand	communication	(Hanaysha	&	Alhyasat,	2025).	In	this	study	context,	consumers	who	love	a	brand	
are	 therefore	 expected	 to	 perceive	 the	 brand	 experience	 as	 more	 useful,	 informative,	 efficient,	 and	 decision-
supportive.	 Literature	 on	 perceived	 value	 also	 commonly	 treats	 functional,	 emotional,	 and	 social	 value	 as	
interrelated	dimensions	of	consumer	evaluation,	strengthening	the	argument	that	affective	attachment	may	shape	
perceptions	of	practical	usefulness.	Consequently,	the	following	hypothesis	is	developed:	
H4.	Brand	love	has	a	positive	effect	on	utilitarian	value.	

	
2.5.	Gamification	Marketing	and	Hedonic	Motivation	

Gamification	 marketing	 is	 expected	 to	 increase	 hedonic	 motivation	 because	 it	 integrates	 game-like	
elements,	such	as	challenges,	points,	rewards,	badges,	levels,	and	interactive	tasks,	into	the	consumer	experience.	
These	 elements	 can	 transform	 ordinary	 brand	 interactions	 into	 more	 enjoyable,	 stimulating,	 and	 emotionally	
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engaging	experiences.	In	online	retail	contexts,	gamification	has	been	reported	to	make	shopping	activities	more	
enjoyable	and	attractive	by	increasing	consumers’	motivation,	engagement,	and	experiential	satisfaction	(Sheetal	
et	al.,	2022).	Conceptually,	when	gamification	mechanics	operate	as	stimuli	within	a	servicescape,	they	can	activate	
affective	responses	such	as	emotion,	enjoyment,	and	flow,	which	subsequently	encourage	approach	behavior	and	
favorable	marketing	outcomes	(Helmefalk	&	Marcusson,	2019).	Evidence	from	gamefication	brand	environments	
also	shows	that	gamified	experiences	are	associated	with	positive	emotions,	including	pleasure,	fun,	and	enjoyment,	
while	 psychological	mechanisms	 such	 as	 psychological	 ownership	may	 further	 strengthen	 consumers’	 positive	
responses	(Mishra	&	Malhotra,	2021).	However,	gamification	marketing	should	not	be	viewed	as	entirely	risk-free.	
Prior	 studies	 have	 warned	 that	 gamification	 may	 raise	 ethical	 concerns,	 including	 stealth	 marketing	 and	 the	
exploitation	 of	 cognitive	 biases	 (Thorpe	 &	 Roper,	 2017),	 and	 may	 negatively	 affect	 consumers’	 mental	 and	
emotional	well-being	when	game	mechanics	encourage	excessive	attachment	or	distraction	(Srivastava	et	al.,	2022).	
Despite	these	concerns,	the	dominant	theoretical	and	empirical	evidence	suggests	that	gamification	marketing	can	
stimulate	pleasurable	and	enjoyable	consumption	experiences.	In	light	of	the	above	discussion,	this	study	posits	the	
following	hypothesis:	
H5.	Gamification	marketing	has	a	positive	effect	on	hedonic	motivation.	

	

3. METHODS		
	This	study	examined	the	determinants	of	consumers’	responses	to	gamification	marketing	by	employing	a	

rigorous	quantitative	approach	through	survey	research.	The	research	design	is	causal,	aiming	to	empirically	test	
the	influence	of	Hedonic	Motivation	and	Utilitarian	Value	on	Brand	Engagement	and	Brand	Love	within	the	context	
of	Gamification	Marketing.	 In	 this	study,	gamification	marketing	 is	positioned	as	a	digitally	mediated	marketing	
strategy	 that	 integrates	game-like	elements	 into	brand-related	 interactions	 to	enhance	consumers’	experiential,	
emotional,	 and	 behavioral	 responses.	 Accordingly,	 the	 proposed	 model	 seeks	 to	 explain	 how	 consumers’	
pleasurable	 and	 functional	 evaluations	 of	 gamified	 brand	 experiences	 contribute	 to	 stronger	 engagement	 and	
affective	attachment	toward	the	brand.	

Data	 were	 collected	 using	 an	 online	 questionnaire	 administered	 via	 the	 Easypaths	 platform.	 The	
respondents	 were	 selected	 based	 on	 specific	 eligibility	 criteria,	 namely	 individuals	 who	 had	 experienced	 or	
interacted	with	gamification-based	marketing	activities,	such	as	branded	games,	reward	systems,	digital	challenges,	
points,	badges,	leaderboards,	virtual	brand	experiences,	or	other	game-like	marketing	features	within	the	previous	
12	months.	 A	 purposive	 sampling	 technique	was	 employed	 to	 ensure	 that	 the	 selected	 respondents	 possessed	
relevant	experience	with	gamified	marketing	contexts	and	were	therefore	able	to	provide	meaningful	responses	to	
the	research	constructs.	This	sampling	strategy	is	appropriate	for	behavioral	marketing	research	because	it	enables	
researchers	to	target	participants	whose	prior	experiences	are	theoretically	aligned	with	the	objectives	of	the	study.	

The	questionnaire	was	developed	using	validated	measurement	items	adapted	from	prior	studies	in	brand	
engagement	(Gligor	et	a.,	2016),	brand	love	(Bazi	et	al.,	2023).	Hedonic	Motivation	was	measured	by	capturing	the	
extent	 to	 which	 consumers	 perceive	 gamified	 marketing	 activities	 as	 enjoyable,	 entertaining,	 exciting,	 and	
emotionally	 stimulating	 (Wu	 and	 Huang,	 2023).	 Utilitarian	 Value	 was	 assessed	 by	 measuring	 consumers’	
perceptions	of	the	practical,	functional,	and	informational	benefits	obtained	from	gamified	marketing	experiences	
(Lee	 et	 al,	 2020).	 Brand	 Engagement	 was	 measured	 through	 consumers’	 cognitive,	 emotional,	 and	 behavioral	
involvement	with	the	brand	during	or	after	interacting	with	gamified	marketing	activities.	Brand	Love	was	assessed	
by	 examining	 consumers’	 emotional	 attachment,	 passion,	 affection,	 and	 long-term	 positive	 feelings	 toward	 the	
brand.	All	constructs	were	measured	using	a	structured	Likert-type	scale	to	capture	respondents’	level	of	agreement	
with	each	statement.	

The	data	analysis	used	the	Partial	Least	Squares	Structural	Equation	Modelling	(PLS-SEM)	method,	utilizing	
SEMinR	software	(Edeh	et	al.,	2022).	This	method	was	chosen	due	to	its	ability	to	handle	complex	models	while	
minimizing	potential	estimation	bias	(Hair	et	al.,	2022)	and	its	robustness	in	handling	complex	predictive	models,	
suitability	for	exploratory	and	theory-building	contexts,	and	tolerance	for	non-normal	data	distributions	(Henseler	
et	al.,	2015).	Prior	to	hypothesis	testing,	we	performed	a	comprehensive	assessment	of	the	measurement	model.	
Instrument	reliability	and	validity	were	evaluated	using	Cronbach’s	Alpha	and	Average	Variance	Extracted	(AVE)	
to	ensure	internal	consistency	and	convergent	validity	across	all	constructs	(Hair	et	al.,	2017).	Discriminant	validity	
was	further	assessed	through	the	heterotrait-monotrait	ratio	(HTMT),	which	is	widely	acknowledged	as	a	more	
stringent	and	reliable	criterion	for	establishing	construct	distinctiveness	(Henseler	et	al.,	2015).	

To	mitigate	potential	Common	Method	Bias	(CMB),	a	frequent	concern	in	self-reported	behavioral	studies,	
the	 full	 collinearity	 variance	 inflation	 factor	 (FCVIFs)	 technique	was	 applied.	This	procedure	provides	 a	 robust	
assessment	of	 common	method	variance	 and	 confirms	 that	 the	 results	 are	not	 substantially	 affected	by	 single-
source	response	patterns	(Kock,	2015).	Collectively,	this	methodological	approach	provides	a	strong	foundation	for	
generating	robust	empirical	insights	into	the	antecedents	of	revisit	intention	within	the	tourism	context,	thereby	
contributing	to	both	theoretical	advancement	and	managerial	relevance	(Chin,	2008).	
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4. RESULTS		
4.1.	Respondent	Profile	

The	 characteristics	 of	 the	 respondents	 in	 this	 study	 were	 classified	 based	 on	 gender,	 educational	
background,	and	 income	 level.	This	 classification	was	used	 to	describe	 the	demographic	composition	of	Roblox	
users	who	participated	in	the	study	and	to	provide	contextual	information	before	further	statistical	analysis.	The	
detailed	respondent	profile	is	presented	in	Table	1.	

	
Table	1.	Respondent	profile	

Profile	 Classification	 Count	 %	
Gender	 Men	 45	 44.79%		

Women	 55	 55.21%	
Education	 Junior/Senior	High	School	 14	 13.54%	

	 Diploma/bachelor’s	degree	 81	 83.33%	
	 Master's/Doctoral	Degree	 5	 3.13%	

Income	(IDR)	 <	500.000	 34	 34.38%		
500.000	-	1.000.000	 30	 30.21%		

>1.000.000	 36	 35.42%	
	
The	demographic	data	indicate	that	the	majority	of	respondents	in	this	study	are	female,	accounting	for	

55.21%	of	the	total	sample,	while	male	respondents	represent	44.79%.	In	terms	of	educational	background,	the	
sample	is	predominantly	composed	of	individuals	holding	a	diploma	or	bachelor’s	degree,	comprising	83.33%	of	all	
respondents.	This	suggests	that	the	participants	generally	possess	a	relatively	high	level	of	educational	attainment,	
while	those	with	secondary	education	(13.54%)	and	postgraduate	qualifications	(3.13%)	constitute	only	a	small	
proportion	of	the	sample.	With	regard	to	monthly	income,	the	distribution	of	respondents	is	relatively	balanced	
across	 the	 three	 categories.	 Respondents	 earning	 above	 1,000,000	 form	 the	 largest	 group	 at	 35.42%,	 followed	
closely	 by	 those	 earning	 less	 than	 500,000	 at	 34.38%,	 and	 those	 in	 the	 middle-income	 category	 (500,000–
1,000,000)	at	30.21%.	The	combination	of	relatively	high	educational	attainment	and	a	varied	income	distribution	
suggests	that	the	sample	may	consist	largely	of	university	students	or	young	professionals	in	the	early	stages	of	
their	careers.	
	
4.2.	Reliability	Testing	

Before	proceeding	to	the	validity	assessment,	the	reliability	of	each	construct	was	evaluated	to	ensure	that	
the	measurement	items	demonstrated	adequate	internal	consistency.	Cronbach’s	Alpha	was	used	as	the	basis	for	
assessing	the	consistency	of	the	indicators	within	each	construct.	The	results	of	the	reliability	testing	are	presented	
in	Table	2.	

Table	2.	Reliability	Testing	
Variable	 Cronbach	Alpha	 Note	

Brand	Engagement	 0.905	 Very	good	
Brand	Love	 0.924	 Very	good	

Gamification	Marketing	 0.828	 Very	good	
Hedonic	Motivation	 0.850	 Very	good	
Utilitarian	Value	 0.856	 Very	good	

	
Based	 on	 the	 reliability	 testing	 results	 presented	 in	 Table	 2,	 all	 variables	 in	 this	 study	 demonstrate	

Cronbach’s	Alpha	values	above	the	commonly	accepted	threshold	of	0.70.	This	indicates	that	all	constructs	have	a	
very	good	level	of	internal	consistency.	Specifically,	Brand	Engagement	obtained	a	Cronbach’s	Alpha	value	of	0.9050,	
while	Brand	Love	showed	the	highest	value	at	0.9243,	suggesting	that	the	measurement	items	for	these	constructs	
are	highly	reliable.	Furthermore,	Gamification	Marketing	recorded	a	Cronbach’s	Alpha	value	of	0.8280,	Hedonic	
Motivation	obtained	0.8500,	and	Utilitarian	Value	obtained	0.8564.	 These	values	 also	 fall	within	 the	very	good	
reliability	category.	Therefore,	 it	 can	be	concluded	that	all	measurement	 items	used	 in	 this	study	are	 internally	
consistent	and	reliable	in	measuring	their	respective	constructs.	Accordingly,	the	research	instrument	is	considered	
appropriate	for	further	statistical	analysis.	

	
	
4.3.	Convergent	Validity	Result	
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The	outer	loading	results	presented	in	Table	3	indicate	that	all	measurement	indicators	have	loading	values	
above	 the	 recommended	 threshold	 of	 0.70,	 as	 suggested	 by	Hair	 et	 al.	 (2019).	 This	 finding	 confirms	 that	 each	
indicator	demonstrates	adequate	indicator	reliability	and	is	able	to	explain	more	than	50%	of	the	variance	in	its	
respective	 construct.	 Therefore,	 none	of	 the	 indicators	 fall	within	 the	 range	of	 0.40–0.70,	which	would	 require	
consideration	 for	removal,	and	no	 indicator	has	a	 loading	below	0.40,	which	would	 indicate	poor	measurement	
quality.	For	the	Brand	Engagement	construct,	the	outer	loading	values	range	from	0.7699	to	0.8566,	indicating	that	
all	six	 indicators	reliably	measure	brand	engagement.	Similarly,	 the	Brand	Love	construct	shows	 loading	values	
ranging	 from	0.7361	 to	0.8376,	 suggesting	 that	all	 ten	 indicators	have	sufficient	 convergent	quality	and	can	be	
retained	 in	 the	measurement	model.	 The	Gamification	Marketing	 construct	 also	 demonstrates	 strong	 indicator	
reliability,	 with	 loading	 values	 between	 0.8523	 and	 0.8803,	 reflecting	 a	 high	 level	 of	 consistency	 among	 its	
indicators.	Furthermore,	the	indicators	of	Hedonic	Motivation	have	outer	loading	values	ranging	from	0.7780	to	
0.8678,	confirming	that	the	items	are	appropriate	for	measuring	respondents’	hedonic	motivation.	The	Utilitarian	
Value	 construct	 shows	 particularly	 strong	 outer	 loadings,	 ranging	 from	 0.8788	 to	 0.8831,	 indicating	 that	 its	
indicators	 have	 very	 high	 reliability	 in	 representing	 the	 construct.	 Overall,	 the	 results	 demonstrate	 that	 all	
indicators	meet	the	recommended	criteria	for	outer	loadings.	Thus,	all	measurement	items	are	considered	reliable	
and	valid	for	representing	their	respective	latent	constructs.	Consequently,	no	indicator	needs	to	be	removed,	and	
the	measurement	model	is	suitable	for	further	analysis.	

	
Table	3.	Outer	Loadings	

Indicators	 Brand	
Engagement	

Brand	Love	 Gamification	
Marketing	

Hedonic	
Motivation	

Utilitarian	Value	

BraEng1	 0.814	
	 	 	 	

BraEng2	 0.843	
	 	 	 	

BraEng3	 0.856	
	 	 	 	

BraEng4	 0.769	
	 	 	 	

BraEng5	 0.847	
	 	 	 	

BraEng6	 0.807	
	 	 	 	

BraLov1	
	

0.778	
	 	 	

BraLov10	
	

0.749	
	 	 	

BraLov2	
	

0.748	
	 	 	

BraLov3	
	

0.817	
	 	 	

BraLov4	
	

0.766	
	 	 	

BraLov5	
	

0.736	
	 	 	

BraLov6	
	

0.747	
	 	 	

BraLov7	
	

0.767	
	 	 	

BraLov8	
	

0.837	
	 	 	

BraLov9	
	

0.762	
	 	 	

GamMar1	
	 	

0.855	
	 	

GamMar2	
	 	

0.880	
	 	

GamMar3	
	 	

0.852	
	 	

HedMot1	
	 	 	

0.852	
	

HedMot2	
	 	 	

0.867	
	

HedMot3	
	 	 	

0.822	
	

HedMot4	
	 	 	

0.778	
	

UtiVal1	
	 	 	 	

0.882	
UtiVal2	

	 	 	 	
0.883	

UtiVal3	
	 	 	 	

0.878	
	
4.4.	Validity	and	Reliability	

Before	 testing	 the	structural	relationships	among	constructs,	 the	measurement	model	was	evaluated	to	
ensure	 that	all	 constructs	met	 the	 required	standards	of	validity	and	reliability.	Table	4	presents	 the	 results	of	
construct	 validity	 and	 reliability	 assessment,	 including	 Cronbach’s	 alpha,	 composite	 reliability,	 and	 average	
variance	extracted	(AVE)	for	each	construct.	These	indicators	were	used	to	assess	the	internal	consistency	reliability	
and	 convergent	 validity	 of	 Brand	 Engagement,	 Brand	 Love,	 Gamification	 Marketing,	 Hedonic	 Motivation,	 and	
Utilitarian	Value.	



International	Journal	of	Economics	and	Business	Issues,	Vol.	05,	No.	01,	2026,	pp.	01-19 8 

IJEBI.	P-ISSN:	958-6410	E-ISSN:	958-6429	

	
Table	4.	Construct	Validity	&	Reliability	

Variable	 Cronbach	Alpha	 Composite	Reliability	 Average	Variance	
Extracted	

Brand	Engagement	 0.905	 0.926	 0.678	
Brand	Love	 0.924	 0.936	 0.595	
Gamification	Marketing	 0.828	 0.897	 0.744	
Hedonic	Motivation	 0.850	 0.899	 0.690	
Utilitarian	Value	 0.856	 0.912	 0.776	

	
The	 results	 of	 construct	 validity	 and	 reliability	 testing	 are	 presented	 in	Table	 4.	Overall,	 all	 constructs	

demonstrate	 satisfactory	 internal	 consistency	 reliability	 and	 convergent	 validity.	 The	 Cronbach’s	 Alpha	 values	
range	 from	 0.8280	 to	 0.9243,	 which	 are	 above	 the	minimum	 acceptable	 threshold	 of	 0.70	 and	 fall	 within	 the	
recommended	reliability	range.	This	indicates	that	the	measurement	items	used	for	each	construct	are	internally	
consistent.	 In	addition,	none	of	 the	Cronbach’s	Alpha	values	exceed	0.95,	 suggesting	 that	 the	 indicators	are	not	
redundant	 and	 that	 the	 constructs	 maintain	 adequate	 content	 validity.	 The	 Composite	 Reliability	 values	 also	
support	 the	reliability	of	 the	measurement	model.	All	 constructs	show	Composite	Reliability	values	above	0.70,	
ranging	from	0.8972	for	Gamification	Marketing	to	0.9363	for	Brand	Love.	These	results	indicate	that	the	indicators	
consistently	 represent	 their	 respective	 latent	 variables.	 Specifically,	 Brand	 Engagement	 recorded	 a	 Composite	
Reliability	value	of	0.9268,	Brand	Love	0.9363,	Gamification	Marketing	0.8972,	Hedonic	Motivation	0.8990,	and	
Utilitarian	 Value	 0.9126.	 Therefore,	 all	 constructs	 meet	 the	 recommended	 criteria	 for	 internal	 consistency	
reliability.	Furthermore,	the	Average	Variance	Extracted	values	indicate	that	convergent	validity	has	been	achieved.	
All	AVE	values	are	above	the	minimum	threshold	of	0.50,	ranging	from	0.5955	to	0.7768.	Brand	Love	has	the	lowest	
AVE	value	at	0.5955,	but	it	still	exceeds	the	acceptable	criterion,	while	Utilitarian	Value	has	the	highest	AVE	value	
at	0.7768.	These	findings	suggest	that	each	construct	can	explain	more	than	50%	of	the	variance	in	its	indicators.	
Based	on	these	results,	it	can	be	concluded	that	all	constructs	in	the	measurement	model	have	adequate	reliability	
and	convergent	validity.	Thus,	the	measurement	model	 is	considered	valid,	reliable,	and	appropriate	for	further	
structural	model	analysis.	
	
4.5.	Convergent	Validity	

After	assessing	construct	reliability	and	convergent	validity,	discriminant	validity	was	evaluated	to	ensure	
that	 each	 construct	 was	 empirically	 distinct	 from	 the	 other	 constructs	 in	 the	 model.	 Table	 5	 presents	 the	
discriminant	validity	results	based	on	the	Fornell–Larcker	criterion,	where	the	diagonal	values	indicate	the	square	
root	 of	 the	AVE	and	 the	off-diagonal	 values	 represent	 the	 correlations	 among	 constructs.	 This	 assessment	was	
conducted	 to	 examine	 whether	 each	 construct	 shares	 more	 variance	 with	 its	 own	 indicators	 than	 with	 other	
constructs	in	the	measurement	model.	

	
Table	5.	Discriminant	Validity	-	Fornell-Larcker	Criterion	

Variables	 Brand	
Engagement	

Brand	Love	 Gamification	
Marketing	

Hedonic	Motivation	 Utilitarian	
Value	

Brand	Engagement	 0.823	
	 	 	 	

Brand	Love	 0.792	 0.771	
	 	 	

Gamification	Marketing	 0.663	 0.787	 0.862	
	 	

Hedonic	Motivation	 0.710	 0.847	 0.774	 0.830	
	

Utilitarian	Value	 0.624	 0.705	 0.696	 0.727	 0.881	
	

4.6.	Discriminant	Validity	Based	on	the	HTMT	Criterion	
Table	5	presents	the	discriminant	validity	assessment	using	the	heterotrait–monotrait	ratio	of	correlations	

(HTMT).	The	HTMT	criterion	is	recommended	by	Henseler	et	al.	(2015)	as	a	more	reliable	and	sensitive	approach	
for	 detecting	 discriminant	 validity	 problems	 compared	 with	 the	 traditional	 Fornell–Larcker	 criterion.	 HTMT	
measures	the	degree	of	similarity	between	constructs	by	comparing	the	correlations	of	indicators	across	different	
constructs	 with	 the	 correlations	 of	 indicators	 within	 the	 same	 construct.	 In	 general,	 discriminant	 validity	 is	
considered	problematic	when	HTMT	values	exceed	0.90	for	constructs	that	are	conceptually	similar	or	exceed	0.85	
for	constructs	that	are	theoretically	distinct.	

The	results	in	Table	5	show	that	several	construct	pairs	meet	the	recommended	threshold	for	discriminant	
validity.	For	example,	the	HTMT	values	between	Brand	Engagement	and	Gamification	Marketing	(0.7619),	Brand	
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Engagement	and	Hedonic	Motivation	(0.8015),	Brand	Engagement	and	Utilitarian	Value	(0.7072),	Brand	Love	and	
Utilitarian	 Value	 (0.7890),	 Gamification	Marketing	 and	Utilitarian	 Value	 (0.8276),	 and	Hedonic	Motivation	 and	
Utilitarian	 Value	 (0.8472)	 remain	 below	 or	 close	 to	 the	 acceptable	 threshold.	 These	 results	 suggest	 that	 these	
constructs	are	generally	distinguishable	from	one	another	within	the	measurement	model.	However,	some	HTMT	
values	 indicate	 potential	 discriminant	 validity	 concerns.	 The	 relationship	 between	 Brand	 Love	 and	 Hedonic	
Motivation	shows	the	highest	HTMT	value	of	0.9515,	exceeding	the	recommended	threshold	of	0.90.	This	finding	
suggests	a	substantial	empirical	overlap	between	these	two	constructs.	Conceptually,	this	result	is	understandable	
because	both	Brand	Love	and	Hedonic	Motivation	are	strongly	affective	in	nature.	In	the	context	of	gamification	
marketing	 on	 Roblox,	 enjoyable,	 immersive,	 and	 emotionally	 engaging	 brand	 experiences	 may	 simultaneously	
stimulate	 hedonic	motivation	 and	 strengthen	 emotional	 attachment	 to	 the	 brand.	 In	 addition,	 the	HTMT	 value	
between	Gamification	Marketing	and	Hedonic	Motivation	is	0.9199,	which	also	exceeds	the	0.90	threshold.	This	
indicates	 that	 respondents	 may	 perceive	 gamification	 elements,	 such	 as	 interactivity,	 challenges,	 rewards,	
entertainment,	and	immersive	gameplay,	as	closely	related	to	hedonic	pleasure.	Therefore,	the	overlap	between	
Gamification	Marketing	and	Hedonic	Motivation	may	reflect	the	experiential	nature	of	gamified	platforms,	where	
marketing	stimuli	are	designed	to	create	enjoyment,	excitement,	and	playful	engagement.	

The	HTMT	value	between	Brand	Love	and	Gamification	Marketing	is	0.8984,	which	is	slightly	below	the	
0.90	threshold	but	above	the	stricter	0.85	criterion	for	conceptually	distinct	constructs.	This	result	should	also	be	
interpreted	 cautiously,	 as	 it	 suggests	 a	 relatively	 strong	 relationship	 between	 gamified	 brand	 experiences	 and	
consumers’	emotional	attachment	to	the	brand.	In	other	words,	gamification	marketing	may	not	only	function	as	a	
promotional	strategy	but	also	as	an	affective	mechanism	that	contributes	to	the	development	of	brand	love.	Overall,	
the	HTMT	results	indicate	that	discriminant	validity	is	supported	for	most	construct	pairs,	but	not	fully	established	
across	the	entire	measurement	model.	The	main	concerns	are	found	in	the	relationships	between	Brand	Love	and	
Hedonic	Motivation,	 and	between	Gamification	Marketing	 and	Hedonic	Motivation.	 These	 findings	 suggest	 that	
affective	and	experience-based	constructs	in	the	model	may	share	substantial	conceptual	and	empirical	similarities.	
Therefore,	the	interpretation	of	the	structural	model	should	be	conducted	carefully,	and	further	evaluation	of	item	
wording,	cross-loadings,	and	conceptual	distinctions	among	constructs	is	recommended.	

Table	 5	 presents	 the	 coefficient	 of	 determination,	 or	 R-square,	 for	 the	 endogenous	 constructs	 in	 the	
structural	model.	The	R-square	value	 indicates	 the	proportion	of	variance	 in	a	dependent	construct	 that	can	be	
explained	by	its	predictor	variables.	In	PLS-SEM,	R-square	values	are	commonly	used	to	evaluate	the	explanatory	
power	of	the	model,	where	values	around	0.75,	0.50,	and	0.25	may	be	interpreted	as	substantial,	moderate,	and	
weak,	respectively.	

Table	5.	Discriminant	Validity	–	HTMT	
Variables	 1	 2	 3	 4	 5	

Brand	Engagement	 0.823	
	 	 	 	

Brand	Love	 0.792	 0.771	
	 	 	

Gamification	Marketing	 0.663	 0.787	 0.862	
	 	

Hedonic	Motivation	 0.710	 0.847	 0.774	 0.830	
	

Utilitarian	Value	 0.624	 0.705	 0.696	 0.727	 0.881	

	
As	shown	in	Table	5,	Hedonic	Motivation	has	an	R-square	value	of	0.7506	and	an	adjusted	R-square	value	

of	 0.7425.	 This	 result	 indicates	 that	 75.06%	 of	 the	 variance	 in	 Hedonic	 Motivation	 can	 be	 explained	 by	 the	
independent	variables	included	in	the	model.	Based	on	the	classification	criteria,	this	value	falls	into	the	substantial	
category.	 Therefore,	 the	 model	 has	 strong	 explanatory	 power	 in	 predicting	 Hedonic	 Motivation.	 This	 finding	
suggests	that	the	predictors	in	the	model	are	highly	relevant	in	explaining	consumers’	pleasure,	enjoyment,	and	
emotional	stimulation	in	the	context	of	gamification	marketing	on	Roblox.	

Table	5	also	shows	that	Utilitarian	Value	has	an	R-square	value	of	0.5574	and	an	adjusted	R-square	value	
of	0.5430.	This	means	that	55.74%	of	the	variance	in	Utilitarian	Value	can	be	explained	by	its	predictor	variables.	
This	value	is	categorized	as	moderate,	indicating	that	the	model	has	an	acceptable	level	of	explanatory	power	in	
explaining	 consumers’	 perceived	 functional	 and	 practical	 value.	 Although	 the	model	 explains	 Utilitarian	 Value	
reasonably	well,	 the	moderate	classification	also	suggests	that	other	factors	outside	the	current	model	may	still	
contribute	 to	 consumers’	 perceptions	 of	 usefulness,	 efficiency,	 and	 informational	 value.	 Overall,	 the	 R-square	
results	 in	 Table	 5	 indicate	 that	 the	 structural	model	 demonstrates	 adequate	 explanatory	 power.	 The	model	 is	
particularly	strong	in	explaining	Hedonic	Motivation,	while	its	explanatory	power	for	Utilitarian	Value	is	moderate.	
These	findings	imply	that	gamification-related	and	brand-related	factors	are	more	dominant	in	shaping	hedonic	
responses	than	utilitarian	evaluations	in	the	Roblox-based	gamification	marketing	context.	
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Table	 6	 presents	 the	 coefficient	 of	 determination,	 or	 R-square,	 for	 the	 endogenous	 constructs	 in	 the	
structural	model.	The	R-square	value	 indicates	 the	proportion	of	variance	 in	a	dependent	construct	 that	can	be	
explained	by	its	predictor	variables.	In	PLS-SEM,	R-square	is	commonly	used	to	assess	the	explanatory	power	of	the	
model,	with	values	of	approximately	0.75,	0.50,	and	0.25	generally	interpreted	as	substantial,	moderate,	and	weak,	
respectively.	

Table	6.	R-Square	
Dependent	 R-Square	 R-Square	Adjusted	 Status*	
Hedonic	Motivation	 0.750	 0.742	 Substantial	
Utilitarian	Value	 0.557	 0.543	 Moderate	

	
As	shown	in	Table	6,	Hedonic	Motivation	has	an	R-square	value	of	0.7506	and	an	adjusted	R-square	value	

of	0.7425.	This	 indicates	that	75.06%	of	 the	variance	 in	Hedonic	Motivation	can	be	explained	by	the	predictors	
included	in	the	model.	Based	on	the	classification	criteria,	this	value	falls	into	the	substantial	category.	Therefore,	
the	 model	 demonstrates	 strong	 explanatory	 power	 in	 explaining	 consumers’	 hedonic	 motivation.	 This	 finding	
suggests	that	the	proposed	predictors	are	highly	relevant	in	shaping	consumers’	enjoyment,	pleasure,	excitement,	
and	emotional	stimulation	in	the	context	of	gamification	marketing	on	Roblox.	Table	6	also	shows	that	Utilitarian	
Value	has	an	R-square	value	of	0.5574	and	an	adjusted	R-square	value	of	0.5430.	This	means	that	55.74%	of	the	
variance	 in	 Utilitarian	 Value	 is	 explained	 by	 the	 predictor	 variables	 in	 the	model.	 This	 value	 is	 categorized	 as	
moderate,	 indicating	that	 the	model	has	an	acceptable	and	meaningful	 level	of	explanatory	power	 in	explaining	
consumers’	perceived	functional	and	practical	value.	However,	the	moderate	level	also	suggests	that	other	factors	
outside	the	current	model	may	still	contribute	to	the	formation	of	utilitarian	value,	such	as	perceived	usefulness,	
information	quality,	ease	of	use,	or	task-related	benefits.	Overall,	the	R-square	results	in	Table	6	indicate	that	the	
structural	 model	 has	 adequate	 explanatory	 capability.	 The	 model	 is	 particularly	 strong	 in	 predicting	 Hedonic	
Motivation,	while	its	explanatory	power	for	Utilitarian	Value	is	moderate.	These	findings	imply	that	gamification-
related	 and	 brand-related	 factors	 may	 be	 more	 influential	 in	 generating	 hedonic	 responses	 than	 in	 shaping	
utilitarian	evaluations	within	the	Roblox-based	gamification	marketing	context.	

	
Table	7.	Path	Coefficients	

Hypothesis	 Sample	
Mean	

Standard	
Deviation	

T-Test	 Upper	
CI	

Lower	
CI	

Status	

Brand	Engagement	→	Hedonic	Motivation	 0.073	 0.100	 0.735	 -0.100	 0.238	 Not	Significant	
Brand	 Engagement	 →	 Utilitarian	 Value		 0.137	 0.118	 1.162	 -0.052	 0.325	 Not	Significant	
Brand	 Love	 →	 Hedonic	 Motivation		 0.573	 0.089	 6.400	 0.431	 0.723	 Significant	
Brand	 Love	 →	 Utilitarian	 Value		 0.314	 0.135	 2.317	 0.081	 0.527	 Significant	
Gamification	Marketing	→	Hedonic	Motivation		 0.274	 0.092	 2.955	 0.128	 0.427	 Significant	
Gamification	 Marketing	 →	 Utilitarian	 Value		 0.357	 0.108	 3.308	 0.178	 0.534	 Significant	

	
4.7.	Hypothesis	Testing	and	Path	Coefficients	

Table	7	presents	 the	 results	of	hypothesis	 testing	based	on	 the	path	 coefficients,	 standard	deviation,	 t-
statistics,	confidence	intervals,	and	significance	status.	In	PLS-SEM,	a	relationship	is	generally	considered	significant	
when	the	t-value	exceeds	1.96	at	the	5%	significance	level	and	the	confidence	interval	does	not	include	zero.	The	
results	show	that	four	hypotheses	are	supported,	while	two	hypotheses	are	not	supported.	

The	first	hypothesis	examines	the	effect	of	Brand	Engagement	on	Hedonic	Motivation.	The	result	shows	a	
positive	but	insignificant	effect,	with	a	path	coefficient	of	0.0739	and	a	t-value	of	0.7359.	Since	the	t-value	is	below	
the	recommended	threshold	of	1.96	and	the	confidence	interval	ranges	from	-0.1004	to	0.2388,	this	relationship	is	
not	statistically	significant.	This	finding	indicates	that	brand	engagement	does	not	directly	influence	consumers’	
hedonic	motivation	in	the	Roblox-based	gamification	marketing	context.	

The	 second	 hypothesis	 investigates	 the	 effect	 of	 Brand	 Engagement	 on	 Utilitarian	 Value.	 The	 path	
coefficient	is	0.1379,	with	a	t-value	of	1.1625.	Although	the	relationship	is	positive,	it	is	not	statistically	significant	
because	the	t-value	is	below	1.96	and	the	confidence	interval	ranges	from	-0.0524	to	0.3256,	which	includes	zero.	
Therefore,	 Brand	 Engagement	 does	 not	 have	 a	 significant	 direct	 effect	 on	 Utilitarian	 Value.	 This	 suggests	 that	
consumer	 engagement	 with	 the	 brand	 may	 not	 be	 sufficient	 to	 shape	 perceptions	 of	 practical,	 functional,	 or	
informational	value.	

In	 contrast,	 the	 third	 hypothesis,	 which	 examines	 the	 effect	 of	 Brand	 Love	 on	 Hedonic	 Motivation,	 is	
supported.	The	result	shows	a	strong	positive	and	significant	effect,	with	a	path	coefficient	of	0.5730	and	a	t-value	
of	6.4009.	The	confidence	interval	ranges	from	0.4314	to	0.7233,	indicating	that	the	effect	is	statistically	significant.	



International	Journal	of	Economics	and	Business	Issues,	Vol.	05,	No.	01,	2026,	pp.	01-19 11 

	
Endang	Hariningsih	et	al.,	/	Beyond	Engagement:	Examining	the	Effects	of	Brand	Love	and	Gamification	Marketing	on	Hedonic	and	Utilitarian	

Value	in	Roblox	

This	finding	suggests	that	consumers	who	have	stronger	emotional	attachment	and	affection	toward	a	brand	are	
more	likely	to	experience	enjoyment,	pleasure,	and	emotional	stimulation	in	gamified	brand	interactions.	

The	fourth	hypothesis	also	shows	a	significant	relationship	between	Brand	Love	and	Utilitarian	Value.	The	
path	coefficient	is	0.3146,	with	a	t-value	of	2.3175,	and	the	confidence	interval	ranges	from	0.0817	to	0.5278.	This	
indicates	that	Brand	Love	significantly	contributes	to	consumers’	perceptions	of	utilitarian	value.	In	other	words,	
emotional	 attachment	 to	 the	brand	may	enhance	 consumers’	perception	 that	 the	gamified	experience	 is	useful,	
meaningful,	and	functionally	valuable.	

The	fifth	hypothesis	tests	the	effect	of	Gamification	Marketing	on	Hedonic	Motivation.	The	result	indicates	
a	positive	and	significant	effect,	with	a	path	coefficient	of	0.2744	and	a	t-value	of	2.9551.	The	confidence	interval	
ranges	from	0.1284	to	0.4272,	confirming	the	significance	of	this	relationship.	This	finding	implies	that	gamification	
elements,	 such	 as	 interactivity,	 challenges,	 rewards,	 entertainment,	 and	 immersive	 experiences,	 can	 stimulate	
consumers’	hedonic	motivation	in	the	Roblox	environment.	

The	sixth	hypothesis	examines	the	effect	of	Gamification	Marketing	on	Utilitarian	Value.	The	result	shows	
a	positive	and	significant	effect,	with	a	path	coefficient	of	0.3578	and	a	t-value	of	3.3088.	The	confidence	interval	
ranges	 from	 0.1784	 to	 0.5343,	 indicating	 that	 the	 relationship	 is	 statistically	 significant.	 This	 suggests	 that	
gamification	marketing	not	only	provides	enjoyment	but	also	contributes	to	consumers’	perception	of	functional	
and	practical	value.	In	the	Roblox	context,	gamified	brand	experiences	may	help	users	obtain	useful	information,	
interact	more	effectively	with	brand	content,	and	perceive	the	marketing	experience	as	valuable.	

Overall,	 the	 results	 in	 Table	 7	 indicate	 that	 Brand	 Love	 and	 Gamification	 Marketing	 are	 significant	
predictors	of	both	Hedonic	Motivation	and	Utilitarian	Value.	Among	all	relationships,	the	strongest	effect	is	found	
in	the	relationship	between	Brand	Love	and	Hedonic	Motivation	with	a	path	coefficient	of	0.5730.	Meanwhile,	Brand	
Engagement	does	not	significantly	influence	either	Hedonic	Motivation	or	Utilitarian	Value.	These	findings	suggest	
that,	 in	 the	 context	 of	 Roblox-based	 gamification	marketing,	 emotional	 attachment	 to	 the	 brand	 and	 gamified	
marketing	experiences	are	more	influential	than	brand	engagement	in	shaping	consumers’	hedonic	and	utilitarian	
responses.		

The	structural	model	tested	in	this	study	is	presented	in	Figure	1.	The	figure	illustrates	the	hypothesized	
relationships	among	Brand	Engagement,	Brand	Love,	Gamification	Marketing,	Hedonic	Motivation,	and	Utilitarian	
Value.	Specifically,	the	model	shows	that	Brand	Engagement,	Brand	Love,	and	Gamification	Marketing	are	proposed	
as	predictor	variables,	while	Hedonic	Motivation	and	Utilitarian	Value	serve	as	the	endogenous	constructs.	This	
visual	representation	provides	an	overview	of	the	proposed	causal	paths	examined	through	the	path	coefficient	
analysis.	

Figure	1.	Structural	Model	

	
	
	
	

	
5. Discussion	

The	 findings	 of	 this	 study	 offer	 important	 insights	 into	 the	 role	 of	 gamification	 marketing,	 brand	
engagement,	and	brand	love	in	shaping	consumer	motivation	within	the	Roblox-based	marketing	context.	Overall,	
the	results	show	that	emotional	attachment	to	a	brand	has	a	stronger	influence	on	both	hedonic	motivation	and	
utilitarian	value	than	brand	engagement	alone.	Specifically,	brand	engagement	did	not	significantly	affect	hedonic	
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motivation	or	utilitarian	value,	whereas	brand	love	significantly	influenced	both	hedonic	motivation	and	utilitarian	
value.	In	addition,	gamification	marketing	was	found	to	significantly	enhance	hedonic	motivation.	These	findings	
suggest	 that	 in	 a	 gamified	 digital	 environment	 such	 as	 Roblox,	 consumer	motivation	 is	 shaped	 not	merely	 by	
interaction	with	 the	 brand,	 but	 by	 the	 extent	 to	which	 the	 brand	 experience	 generates	 emotional	 attachment,	
enjoyment,	and	perceived	value.	

First,	 the	 insignificant	 effect	 of	 brand	 engagement	 on	 hedonic	 motivation	 indicates	 that	 consumer	
interaction	 with	 a	 brand	 does	 not	 automatically	 create	 pleasure,	 enjoyment,	 or	 entertainment.	 This	 finding	 is	
somewhat	 different	 from	previous	 studies	 suggesting	 that	 digital	 engagement	 can	 strengthen	 consumer–brand	
relationships	 and	 enhance	brand-related	 responses.	 For	 example,	Ali	 and	Alqudah	 (2022)	 found	 that	 customer	
brand	 engagement	 plays	 an	 important	 role	 in	 strengthening	 brand	 equity	 through	 brand	 awareness	 in	 the	
hospitality	 context.	 Similarly,	 Rodrigues	 et	 al.	 (2021)	 showed	 that	 social	 interaction	 within	 gamified	 brand	
applications	can	increase	consumers’	intention	to	interact	with	brands	and	improve	brand	attitudes.	However,	the	
present	finding	suggests	that	in	the	Roblox	context,	engagement	may	remain	at	a	behavioral	or	cognitive	level	if	it	
is	not	accompanied	by	deeper	emotional	involvement.	Users	may	interact	with	branded	features,	avatars,	virtual	
spaces,	or	game-based	activities,	but	such	engagement	does	not	necessarily	produce	hedonic	feelings	unless	the	
experience	is	perceived	as	fun,	immersive,	and	personally	meaningful.	

Second,	 brand	 engagement	 also	 did	 not	 significantly	 affect	 utilitarian	 value.	 This	 result	 suggests	 that	
interaction	with	a	brand	 in	Roblox	does	not	necessarily	 lead	users	 to	perceive	the	brand	as	useful,	practical,	or	
functionally	 valuable.	 This	 finding	 may	 be	 explained	 by	 the	 nature	 of	 Roblox	 as	 a	 platform	 that	 is	 primarily	
associated	with	 entertainment,	 creativity,	 and	 social	play	 rather	 than	 functional	decision-making.	 In	 this	 sense,	
brand	engagement	in	gamified	environments	may	be	more	symbolic	and	experiential	than	instrumental.	Although	
previous	studies	have	emphasized	the	potential	of	gamification	to	improve	marketing	performance	and	consumer	
responses	(Behl	et	al.,	2024),	the	current	result	indicates	that	engagement	alone	may	not	be	sufficient	to	generate	
utilitarian	value.	Consumers	may	participate	in	brand-related	activities,	but	they	may	not	directly	interpret	such	
participation	 as	 providing	 practical	 benefits	 unless	 the	 gamified	 experience	 clearly	 communicates	 usefulness,	
relevance,	or	problem-solving	value.	

Third,	 brand	 love	 was	 found	 to	 have	 a	 significant	 positive	 effect	 on	 hedonic	 motivation.	 This	 finding	
confirms	that	emotional	attachment	is	a	key	driver	of	pleasure-oriented	motivation	in	gamified	brand	experiences.	
When	users	develop	affection,	passion,	and	emotional	closeness	toward	a	brand,	they	are	more	likely	to	experience	
enjoyment,	excitement,	and	satisfaction	during	brand	interaction.	This	result	is	consistent	with	the	argument	that	
hedonic	 motivation	 is	 closely	 related	 to	 positive	 emotions,	 pleasure,	 and	 enjoyable	 consumption	 experiences	
(Coelho	et	al.,	2023).	 In	 the	Roblox	context,	brand	 love	may	strengthen	the	emotional	meaning	of	virtual	brand	
experiences,	making	consumers	more	willing	to	explore,	participate,	and	enjoy	brand-related	activities.	Therefore,	
hedonic	motivation	in	gamification	marketing	is	not	only	driven	by	game	mechanics,	but	also	by	the	emotional	bond	
that	consumers	develop	with	the	brand.	

Fourth,	brand	love	also	had	a	significant	effect	on	utilitarian	value.	This	finding	is	important	because	brand	
love	is	often	understood	as	an	affective	construct,	yet	the	result	shows	that	emotional	attachment	can	also	shape	
consumers’	rational	evaluation	of	value.	Consumers	who	love	a	brand	may	perceive	its	products,	services,	or	digital	
experiences	as	more	useful,	relevant,	and	beneficial.	This	indicates	that	emotional	brand	relationships	can	influence	
both	affective	and	functional	evaluations.	In	other	words,	when	users	feel	emotionally	connected	to	a	brand,	they	
may	be	more	likely	to	interpret	the	brand	experience	as	meaningful	and	valuable.	This	finding	extends	previous	
research	 by	 showing	 that	 brand	 love	 does	 not	 only	 contribute	 to	 pleasure	 and	 enjoyment,	 but	 also	 enhances	
perceived	usefulness	in	a	gamified	digital	environment.	

Fifth,	gamification	marketing	was	found	to	significantly	influence	hedonic	motivation.	This	result	supports	
previous	 studies	 arguing	 that	 gamification	 can	 create	 enjoyable	 and	 engaging	 consumer	 experiences	 through	
gameful	elements	such	as	rewards,	challenges,	competition,	social	interaction,	and	immersive	digital	environments.	
Al-Adwan	 et	 al.	 (2025),	 for	 example,	 demonstrated	 that	 metaverse-based	 gamification	 can	 influence	 purchase	
intention,	word	of	mouth,	and	loyalty	by	creating	interactive	and	engaging	brand	experiences.	Behl	et	al.	(2024)	also	
emphasized	 that	 gamification	 functions	 as	 an	 innovation	 tool	 that	 can	 improve	marketing	 performance.	 In	 the	
Roblox	context,	this	finding	is	particularly	relevant	because	the	platform	itself	is	built	around	play,	creativity,	virtual	
interaction,	and	user-generated	experiences.	Therefore,	when	brands	integrate	gamified	elements	into	Roblox,	they	
can	strengthen	consumers’	hedonic	motivation	by	making	brand	 interaction	more	entertaining,	 immersive,	and	
emotionally	 rewarding.	 However,	 the	 findings	 also	 highlight	 that	 gamification	 marketing	 should	 be	 designed	
carefully.	Previous	research	has	warned	that	gamification	may	not	always	generate	positive	consumer	outcomes,	
especially	when	consumers	perceive	the	experience	as	intrusive,	manipulative,	or	overly	commercial.	Mishra	and	
Malhotra	 (2021)	 argued	 that	 gamification	 can	 reduce	perceived	 intrusiveness	 only	under	 certain	psychological	
conditions,	such	as	perceived	advertising	effectiveness	and	psychological	ownership.	Thorpe	and	Roper	(2017)	and	
Srivastava	et	 al.	 (2022)	also	emphasized	 the	 importance	of	 considering	ethical	 issues	and	 consumer	welfare	 in	
gamified	marketing	practices.	Therefore,	although	gamification	marketing	can	enhance	hedonic	motivation,	brands	
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need	to	ensure	that	gamified	experiences	remain	transparent,	enjoyable,	and	beneficial	for	users	rather	than	merely	
functioning	as	hidden	persuasive	tools.	

Taken	 together,	 the	 findings	 suggest	 that	 in	 Roblox-based	 gamification	 marketing,	 emotional	 and	
experiential	 mechanisms	 are	 more	 influential	 than	 simple	 engagement.	 Brand	 engagement	 alone	 does	 not	
necessarily	lead	to	hedonic	or	utilitarian	outcomes,	while	brand	love	plays	a	stronger	role	in	shaping	both	pleasure-
oriented	 and	 functional	 value	 perceptions.	 This	 indicates	 that	 marketers	 should	 not	 only	 focus	 on	 increasing	
interaction	metrics,	such	as	participation,	clicks,	visits,	or	time	spent	in	branded	virtual	spaces.	Instead,	they	should	
design	 gamified	 experiences	 that	 build	 emotional	 attachment,	 strengthen	brand	meaning,	 and	 create	 enjoyable	
interactions.	The	findings	therefore	reinforce	the	importance	of	integrating	gamification	strategies	with	affective	
brand-building	efforts.	

	

6. CONCLUSION	
	This	 study	 concludes	 that	 gamification	 marketing	 in	 Roblox-based	 brand	 experiences	 does	 not	

automatically	 generate	 consumer	 value	 through	 brand	 engagement	 alone.	 The	 empirical	 findings	 indicate	 that	
brand	engagement	has	no	significant	effect	on	either	hedonic	motivation	or	utilitarian	value.	This	suggests	 that	
consumer	interaction	with	a	brand	in	a	gamified	environment	may	not	be	sufficient	to	create	enjoyment,	pleasure,	
usefulness,	 or	 functional	 value	 unless	 such	 engagement	 is	 accompanied	 by	 stronger	 emotional	 attachment	 and	
meaningful	brand	experiences.	In	contrast,	brand	love	plays	a	significant	role	in	shaping	both	hedonic	motivation	
and	utilitarian	value.	Consumers	who	develop	emotional	affection	toward	a	brand	are	more	likely	to	perceive	the	
gamified	 experience	 as	 enjoyable,	 meaningful,	 and	 functionally	 valuable.	 Furthermore,	 gamification	 marketing	
significantly	enhances	hedonic	motivation,	confirming	that	gameful	elements	in	Roblox	can	stimulate	enjoyment,	
excitement,	and	playful	interaction	among	users.	

Overall,	the	findings	highlight	that	emotional	bonding	and	well-designed	gamification	are	more	influential	
than	 simple	 brand	 engagement	 in	 shaping	 consumer	 motivation	 and	 perceived	 value	 in	 immersive	 digital	
environments.	In	the	Roblox	context,	gamification	marketing	should	not	only	focus	on	increasing	user	interaction	
but	 also	 on	 creating	 emotionally	 appealing,	 enjoyable,	 and	meaningful	 experiences	 that	 strengthen	 brand	 love.	
Theoretically,	this	study	contributes	to	the	gamification	marketing	literature	by	showing	that	the	effectiveness	of	
gamified	brand	experiences	depends	on	the	quality	of	emotional	connection	and	experiential	design.	Practically,	the	
results	 suggest	 that	 brands	 using	 Roblox	 should	 design	 gamified	 interactions	 that	 combine	 entertainment,	
emotional	resonance,	and	functional	relevance	to	increase	consumer	motivation	and	value	perception.	

Future	research	should	expand	 the	model	by	examining	additional	psychological	mechanisms	 that	may	
explain	how	gamification	marketing	influences	consumer	responses	in	immersive	platforms.	Variables	such	as	flow	
experience,	 perceived	 immersion,	 social	 presence,	 self-brand	 connection,	 perceived	 authenticity,	 and	 avatar	
identification	may	provide	deeper	insight	into	how	users	process	gamified	brand	experiences.	Future	studies	may	
also	 test	 mediating	 effects,	 particularly	 whether	 brand	 love	 mediates	 the	 relationship	 between	 gamification	
marketing	and	consumer	motivation	or	whether	hedonic	motivation	subsequently	influences	behavioral	outcomes	
such	as	brand	loyalty,	purchase	intention,	word-of-mouth,	or	continued	platform	engagement.	

Further	 research	 should	 also	 consider	 moderating	 variables	 that	 may	 influence	 the	 strength	 of	 these	
relationships.	User	age,	gaming	experience,	gender,	digital	literacy,	frequency	of	Roblox	use,	and	prior	familiarity	
with	the	brand	may	affect	how	consumers	respond	to	gamification	marketing.	Since	Roblox	is	highly	popular	among	
younger	users,	future	studies	should	compare	different	generational	groups	to	determine	whether	gamified	brand	
experiences	produce	similar	effects	among	adolescents,	young	adults,	and	older	consumers.	Cross-cultural	studies	
are	also	recommended	to	examine	whether	consumer	responses	to	gamification	marketing	differ	across	cultural	
and	market	contexts.	

Methodologically,	future	research	should	employ	longitudinal	or	experimental	designs	to	strengthen	causal	
interpretation.	The	present	study	provides	valuable	cross-sectional	evidence,	but	 longitudinal	data	would	allow	
researchers	 to	 examine	 how	 brand	 love,	 engagement,	 and	 motivation	 develop	 over	 time	 within	 gamified	
environments.	 Experimental	 studies	 could	 manipulate	 specific	 gameful	 elements,	 such	 as	 rewards,	 challenges,	
leaderboards,	avatars,	missions,	or	social	interaction	features,	to	determine	which	components	are	most	effective	
in	generating	hedonic	and	utilitarian	value.	In	addition,	qualitative	or	mixed-method	approaches	could	be	used	to	
explore	users’	lived	experiences	in	Roblox	more	deeply,	especially	how	they	interpret	brand	presence,	emotional	
attachment,	and	perceived	value	in	virtual	spaces.	

Finally,	 future	 research	 should	 address	 the	 ethical	 and	 consumer-welfare	 implications	 of	 gamification	
marketing	in	immersive	platforms.	Since	gamified	environments	may	encourage	prolonged	engagement,	persuasive	
interaction,	 and	 subtle	 brand	 influence,	 future	 studies	 should	 examine	 issues	 such	 as	 perceived	 intrusiveness,	
manipulation,	 digital	 well-being,	 privacy	 concerns,	 and	 responsible	 gamification	 design.	 This	 direction	 is	
particularly	important	in	platforms	such	as	Roblox,	where	many	users	are	young	and	may	be	more	vulnerable	to	
persuasive	 marketing	 strategies.	 Therefore,	 future	 research	 should	 not	 only	 investigate	 the	 effectiveness	 of	
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gamification	marketing	 but	 also	 develop	 ethical	 guidelines	 for	 designing	 brand	 experiences	 that	 are	 engaging,	
transparent,	and	consumer	centered.	

	
7. CONTRIBUTION	
	 Theoretically,	 this	 study	 contributes	 to	 the	 gamification	marketing	 literature	 by	 showing	 that	 brand	
engagement	 and	 brand	 love	 have	 different	 motivational	 consequences.	 While	 brand	 engagement	 reflects	
consumers’	 interaction	with	 a	 brand,	 brand	 love	 represents	 a	 deeper	 emotional	 bond	 that	 can	 influence	 both	
hedonic	motivation	and	utilitarian	value.	This	distinction	is	important	because	previous	studies	often	emphasize	
engagement	as	a	key	outcome	of	digital	marketing	and	gamification	(Ali	&	Alqudah,	2022;	Rodrigues	et	al.,	2021).	
The	present	study	shows	that	engagement	may	not	be	sufficient	unless	it	is	supported	by	emotional	attachment.	
Moreover,	the	significant	role	of	gamification	marketing	in	shaping	hedonic	motivation	strengthens	the	view	that	
game-based	digital	environments	can	function	as	effective	experiential	marketing	platforms,	particularly	when	they	
are	designed	to	generate	enjoyment,	immersion,	and	emotional	involvement.		
	 Practically,	the	results	imply	that	brands	using	Roblox	as	a	gamification	marketing	platform	should	move	
beyond	simple	interaction-based	campaigns.	Marketers	should	develop	branded	experiences	that	are	emotionally	
meaningful,	visually	attractive,	socially	interactive,	and	enjoyable.	Features	such	as	immersive	storytelling,	virtual	
rewards,	avatar-based	identity	expression,	social	challenges,	and	creative	participation	can	help	stimulate	hedonic	
motivation.	At	the	same	time,	brands	should	also	communicate	clear	value,	relevance,	and	usefulness	to	strengthen	
utilitarian	perceptions.	Since	brand	love	significantly	affects	both	hedonic	motivation	and	utilitarian	value,	brands	
need	 to	 build	 long-term	 emotional	 relationships	 with	 users	 rather	 than	 relying	 only	 on	 short-term	 gamified	
promotions.	
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