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Tém tit

Trong ky nguyén chuyén d6i sd, tro choi hod da trd thanh mot chién luoc quan trong nham nang
cao muc do gan két ctia nguoi dung. Nghién ciru ndy xem xét tac dong ctia cac yéu t6 tro choi hoa
dén su gan két nguoi dung thé hé Z véi tmg dung ngan hang sb va cac két qua tiép thi. Ap dung
Ly thuyét vé M6 hinh Ty hé thong Phét trién Dong lyc (SSMMD) va phén tich M6 hinh Phuong
trinh Céu triic Binh phuong Téi thiéu Riéng phan (PLS-SEM) trén 398 phan hoi, két qua cho thy
trd choi hod lam ting su gin két ctia nguoi ding théng qua viée dap ing cic nhu cau vé nang lyc,
quyén tu chi va su lién quan. Cubi ciing, nghién ctru nay dua ra mot sb ham y quan tri nham nang
cao su gin két cuia nguoi ding ngan hang s6 thong qua viéc cai thién cac yéu to trd choi hoa dé
phit hop hon vé6i nhu ciu ciia nguoi ding.
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Tir khéa: tro choi hod, sy gdn két nguoi ding, tng dung ngdn hang s6, mé hinh tw hé thong phat

trién dong lyc

THE IMPACT OF GAMIFICATION ON GENERATION Z'S ENGAGEMENT
WITH DIGITAL BANKING APPLICATIONS

Abstract

In the era of digital transformation, gamification has become a key strategy for enhancing user
engagement. This study examines the impact of gamification elements on user engagement among
Generation Z with digital banking applications and marketing outcomes. By applying the Self-
System Model of Motivational Development (SSMMD) theory and analyzing data from 398
responses using Partial Least Squares Structural Equation Modeling (PLS-SEM), the findings
indicate that gamification enhances user engagement by satisfying the needs for competence,
autonomy, and relatedness. Furthermore, user engagement positively influences continued use
intention, word-of-mouth (WOM) marketing, and favorable app ratings. Finally, this study
provides several managerial implications to enhance user engagement in digital banking by
improving gamification features to better meet user needs.

Keywords: gamification, user engagement, digital banking apps, self-system model of
motivational development

1. Introduction

In this day and age, there is an increasing demand for the convenient financial services
which significantly contributes to the growth of digital banking. However, many banks have
recently activated their own digital banking apps, each of them should offer several value-added
features to enhance customer engagement. One of the notable trends is the integration of some
gamified elements in banking apps such as challenges, rewards,... which are able to encourage
customers to interact more frequently, resulting in more customer commitment.

Generation Z, unlike previous generations, has grown up fully in a digital world, therefore,
they are highly accustomed to digital services of all aspects. They are open to innovative
experiences that are able to reshape the customer trends. However, while they embrace novelty,
Generation Z also set high expectations for user experience quality, not only smooth functionality,
but also other features,... To attract and retain Gen Z customers, businesses must focus on
innovation and experiences.

In this highly competitive market, some digital banks have integrated various gamification
elements to enhance user experience and increase customer engagement, especially among
Generation Z. For aforementioned reasons, our group proposes a research topic “The impact of
Gamification on Generation Z's engagement with digital banking applications.” This study
aims to evaluate how different gamification features will fulfill Generation Z's psychological needs
which are crucial to enhance their engagement and lead to some following behaviors.
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2. Literature review

2.1. Foreign research studies

In the international context, a number of studies have explored the impacts of gamification
on customer engagement across various sectors including mobile apps, education, to name but a
few. A research conducted by Koivisto & Hamari (2019) concluded that the achievement and
social related elements in gamification have a positive impact on brand engagement which further
enhance the brand equity. Achievement, immersion and social related gamification elements also
contribute to fulfill the customers’ basic psychological demand which ultimately promote
customer engagement, leading to later committed behaviors (Bitridn, Buil, & Catalan, 2021).

Gamification in digital banking apps has demonstrated potential in increasing customer
interaction. By introducing game-like features including quests, social graphs, levels,..., they will
have substantial impacts on the hedonic value and utilitarian value, resulting in significant effects
on customer loyalty (Ratu Annisa Gandasari et al., 2023). Furthermore, gamification elements
including badges, points, leaderboard,... also plays a role in promoting customer experience
(Jomon Jose, 2023). However, for customer engagement variables, which are widely mentioned
in numerous research, most of them consider it as an intermediary factor rather than defining it
explicitly.

2.2. Domestic research studies

In Vietnam, many studies have analyzed the effect of gamification on the feeling of
engagement, especially in sectors of education, human resources or digital marketing.
Gamification elements including the happiness, challenges and competition have proved to have a
positive impact on classroom activities which will enhance student's engagement at the class (Le
Thai Phuong, 2024). In terms of e-commerce, four gamification elements including Reward,
Control, Capacity development, Sociality, can further promote customer’s purchase intention on
Shopee application (Cuong et al., 2023).

In the financial sector, there are several significant studies about the impacts of
gamification on customers, especially in the field of e-wallets such as MoMo, ZaloPay, and
VNPay. Cao & Vu (2023) concluded that these gamification elements act as stimuli that create
emotional and cognitive interactions, which contribute to increasing customer loyalty to the brand.
However, despite the rapid development of digital banking and research on their effect on customer
relationships is largely limited. Some factors strongly affect the banking app usage intention are
performance, trust, personalization, etc. (Huyen, 2024). Nevertheless, what specific elements of
the app contribute to the feeling of such mentioned factors have not been stated clearly.

2.3. Research gap

Whereas the foreign research has highlighted the effectiveness of gamification in digital
banking, those studies on its impact in Vietnam remain scarce. Domestic research primarily
focuses on digital banking adoption or some related digital payment methods but an in-depth
analysis of how gamification influences customer engagement has been lacking. Hence, this study
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aims to address this gap by evaluating the role of gamification elements in banking apps for
strengthening Gen Z’s engagement in the applications in Vietnam.

3. Theoretical framework and research hypotheses
3.1 Theoretical framework

3.1.1 Gamification

Gamification refers to the application of game-design elements and principles in non-game
contexts to enhance user engagement, motivation, and behavior (Werbach, 2014). This strategy
has gained prominence in various sectors, including education (Fitria, 2023), commerce (Costa
and Moises, 2021), marketing and advertising (Xi and Hamari, 2020) as a tool to improve user
experience and sustain interaction. In the context of digital banking applications, gamification
typically involves features such as rewards, leaderboards, challenges, and progress tracking, which
aim to create an engaging experience that motivates users to interact with the app more frequently
and meaningfully. For Generation Z, the use of gamification may hold particular significance in
shaping their engagement patterns, given their familiarity with interactive and instant gratification-
based experiences (Saxena and Mishra, 2021).

3.1.2. Motivational affordance

Motivational affordance, according to Zhang (2008), is the potential of a system to support
and enhance users' motivations through its design elements. The concept of affordances fits well
within gamification discussions, as it implies that users actively choose to interact with the system
and its features, rather than perceiving the system elements as something they are required to
engage with automatically (Huotari and Hamari, 2012). These affordances could include tangible
rewards, social recognition, or the satisfaction of achieving personal milestones.

3.1.3. The self-system model of motivational development (SSMMD)

The SSMMD (Connell, 1990; Connell & Wellborn, 1991; Skinner et al., 2008) built upon
Self-Determination Theory (SDT) (Deci & Ryan, 1985), represents a significant theoretical
framework in psychology that explains how contextual factors influence individuals' self-
perceptions, which subsequently affect their engagement and achievement in various domains. It
emphasizes that individuals are motivated to engage in activities that fulfill their basic
psychological needs for autonomy, competence, and relatedness (which are also key components
of SDT). Competence relates to the feeling of effectiveness and mastery that a user experiences
when engaging with a system or activity (White, 1959; Deci, 1975). Autonomy concerns the sense
of control and choice that a user has over their actions and decisions (Deci & Ryan, 1980). Finally,
relatedness is the need for connection, belonging, and meaningful social interactions with others
(La Guardia et al., 2000; Ryan & Deci, 2001). The SSMMD posits that engagement occurs when
these essential psychological needs are satisfied. Conversely, when they are unmet, the individual
experiences disengagement.
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3.2 Hypothesis development

According to Hamari, Koivisto & Sarsa (2014), the conceptualization of gamification in
relation to literature on motivational affordances in information system research can be broken
down into three parts: (1) the implemented motivational affordances, (2) the resulting
psychological outcomes, and (3) the further behavioral outcomes.

Motivational ‘ 5 Psychological Behavioral
affordance outcomes outcomes

Figure 1. Conceptualization of gamification
Source: Retrieved from Hamari, Koivisto & Sarsa (2014)

Combining this conceptualization with the framework of SSMMD, we propose a research
model that integrates motivational affordances in the gamified system, which will yield
psychological outcomes (including the need for satisfaction for autonomy, competence, and
relatedness), leading to user engagement and ultimately behavioral outcomes.
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Figure 2. Proposed model
Source: Authors’ compilation

Achievement-oriented elements, such as scores, badges, and leaderboards, are linked to the
satisfaction of competence and autonomy (Koivisto & Hamari, 2019; Xi & Hamari, 2019). These
elements encourage users to complete tasks, progress through levels, and earn rewards. Social-
oriented elements, such as social networking, teams, and competition, primarily fulfill the need for
relatedness (Papadopoulos et al., 2024), while also contributing to competence and autonomy
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(Sailer & Homner, 2019). Finally, immersion-oriented elements, such as avatars, customization,
and role-playing, help satisfy competence and autonomy needs (Koivisto & Hamari, 2019).

Based on these observations, we propose the following hypotheses:

e HI: The user’s interaction with achievement/ progression-oriented elements in the app
helps to satisty his/her needs for (a) competence, (b) autonomy and (c¢) relatedness.

e H2: The user’s interaction with social-oriented elements in the app helps to satisfy his/her
needs for (a) competence, (b) autonomy and (c) relatedness.

e H3: The user’s interaction with immersion-oriented elements in the app helps to satisty
his/her needs for (a) competence, (b) autonomy and (c) relatedness.

According to SSMMD, fulfilling psychological needs in specific contexts promotes
engagement, which is reflected in behavioral, cognitive, and affective outcomes (Connell &
Wellborn, 1991). Previous studies, such as Mekler et al. (2017), have shown that badge-based
gamification increases engagement, and Xi & Hamari (2020) found that fulfilling psychological
needs enhances brand engagement and brand equity.

H4a: The satisfaction of the need for competence has a positive impact on user engagement.
H4b: The satisfaction of the need for autonomy has a positive impact on user engagement.
H4c: The satisfaction of the need for relatedness has a positive impact on user engagement.

According to Hamari, Koivisto & Sarsa (2014), motivational affordances satisfy
psychological needs and result in psychological outcomes, which will lead to behavioral outcomes
in the end. In our research, we particularly examined three outcomes: continued intention to use
the app, word-of-mouth (WOM), and users' ratings of the app.

e HS5: Users’ engagement with the app has a positive effect on their continued use intention.
e Ho6: Users’ engagement with the app has a positive effect on their WOM intention.
e H7: Users’ engagement with the app has a positive effect on their ratings of the app.

4. Research methodology
4.1. Measurement

The measurement scales used in this study were based on a 5-point Likert scale adapted
from previous research. Specifically, user interactions with achievement, social, and immersion
elements were measured following Xi & Hamari (2019). The satisfaction of competence,
autonomy, and relatedness needs was assessed using the frameworks of Xi & Hamari (2019) and
Bitrian et al. (2021). User engagement was measured using the UES-SF scale proposed by O’Brien
et al. (2018). Lastly, the study includes four control variables: gender, age, and usage frequency.
The use of control variables helps mitigate endogeneity issues and enhances the robustness of
findings by accounting for external factors influencing user engagement.
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4.2. Data collection and analysis

The survey was conducted from December 2024 to February 2025, targeting Gen Z users
who actively use mobile banking applications and engage with gamified features within these apps.
Data collection was carried out through an online questionnaire distributed via Google Forms. The
survey link was shared across various social media platforms, including Facebook, Messenger,
Zalo, to reach potential respondents. A convenience sample of 398 participants was obtained,
which meets the requirements for Partial Least Squares Structural Equation Modeling (PLS-SEM).

This study employs a quantitative research approach using Partial Least Squares Structural
Equation Modeling (PLS-SEM) to examine the relationship between Gamification and User
Engagement in Banking Apps. PLS is suitable for a complex model which includes both formative
and reflective measures.

5. Data analysis and results
5.1. Descriptive statistics

After checking and cleaning the data, the final sample consists of 398 observations. The
gender distribution indicates that nearly 61.0% of the respondents were female, while 39.4% were
male. According to the age, the majority of participants were between 18 and 22 years old,
accounting for 342 respondents, which corresponds to 85.9% of the total sample. In terms of
banking app usage, 66.1% of respondents reported using banking applications in their daily
activities, suggesting a strong integration of digital financial services among the surveyed
individuals.

5.2. Analysis of the measurement model

Before analyzing the structural model, this research validated the measurement model, which
included both reflective and formative measurements.

The reflective measurement model for the first-order dimensions was assessed using outer
loadings, which ranged from 0.727 to 1, all exceeding the 0.7 threshold, confirming reliable
indicator measurement (Hair et al., 2016). Cronbach’s Alpha and Composite Reliability (CR) were
also used to evaluate internal consistency, with all values exceeding 0.7, meeting reliability
standards. Convergent validity was confirmed as the average variance extracted (AVE) values
were above 0.5. Discriminant validity was assessed using the Fornell-Larcker criterion and
Heterotrait-monotrait (HTMT) ratios, showing that the square roots of the AVEs were greater than
the inter-construct correlations (Fornell & Larcker, 1981), and all HTMT values were below the
0.90 threshold (Hair et al., 2016).

Table 1. Reflective measurement model results

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 7



Constructs/Items Factor Cronbach’s CR AVE

loading alpha

Competence 0.814 0.876 0.64
COM1 0.755

COM2 0.836

COM3 0.811

COM4 0.795

Autonomy 0.881 0913 0.676
AUTI1 0.805

AUT2 0.811

AUT3 0.831

AUT4 0.844

AUTS 0.819

Relatedness 0.845 0.896 0.682
REL1 0.831

REL2 0.802

REL3 0.833
REL4 0.838

Aesthetic appeal 0.844 0.905 0.76
AE1 0.857
AE2 0.886
AE3 0.871
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Reward 0.856 0.903 0.699

REW1 0.853
REW2 0.848
REW3 0.835
REW4 0.808
Focused attention 0.833 0.89 0.67
FA1 0.727
FA2 0.878
FA3 0.787
FA4 0.872
Perceived usability 0.909 0.936 0.786
PU1 0.863
PU2 0.925
PU3 0.844
PU4 0911
Continued use intention 1 1 1
CON 1
WOM intention 0.749 0.888 0.799
WOMI 0.89
WOM2 0.898
App rating 1 1 1
RATE 1

Source: Authors’ calculation

Table 2. Fornell-Larcker test.
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COM AUT REL AE FA PU REW CON WOM RATE
COM 0.8
AUT 0.709 0.822
REL 0.663 0.608 0.826
AE 0.588 0.582 0.483 0.872
FA 0.514 0.266 0.572 0319 0.818
PU -0.161 0.079 -0.242 -0.045 -0.538 0.886
REW 0.579 0392 0.671 0.512 0.683 -0.35 0.836
CON 0.509 0.648 0.456 0.575 0.236 0.156 0.329 1
WOM 0.492 0.531 055 0.618 0.381 -0.126 0.546 0.609 0.894
RATE 0.514 0475 0421 0432 0362 -0.074 0.457 0481 0.38 1
Source: Authors’ calculation
Table 3. Heterotrait-monotrait (HTMT) ratios.
COM AUT REL AE FA PU REW CON WOM RATE
COM
AUT 0.855
REL 0.793  0.705
AE 0.714 0.676 0.573
FA 0.601 0.302 0.676 0.365
PU 0.176 0.131 0.268 0.13 0.621
REW 0.675 0.445 0.786 0.588 0.805 0.396
CON 0.577 0.693 0.501 0.631 0.256 0.164 0.352
WOM 0.63 0.649 0.693 0.779 0.483 0.169 0.679 0.702
RATE 0.572 0.509 0.459 0.459 0.392 0.077 0.493 0.481 0.44

Source: Authors’ calculation
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The formative measurement model for the first-order dimensions was assessed next.
Indicator reliability was evaluated using factor weights and loadings at a 5% significance level.
According to Hair et al. (2016), indicators with non-significant weights but high loadings (>0.5)
should still be retained. Table 5 shows that all indicators are statistically significant. Collinearity
was checked using Variance Inflation Factor (VIF) values, which ranged from 1.714 to 2.37, well
below the threshold of 5, indicating no collinearity concerns.

After assessing the first-order constructs, we created second-order constructs using the two-
stage approach by Hair et al. (2018). The model was re-estimated to ensure indicator reliability
and address collinearity. One indicator, "Challenges" in the Achievement-related construct, was
removed because its VIF exceeded 5, signaling multicollinearity. After re-estimating, all
remaining VIF values were under 5, confirming that multicollinearity was resolved in the revised
model.
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Table 4. Formative measurement model results (first-order constructs).

Weight P Values Loading P Values VIF

Frequency 0.428 0.005 0911 0 2.37
Scores

Importance 0.635 0 0.96 0 2.37

Frequency 0.599 0 0.945 0 2.133
Graphs

Importance 0.476 0.001 0912 0 2.133

Frequency 0.568 0 0.913 0 1.714
Challenges

Importance 0.534 0 0.901 0 1.714

Frequency 0.65 0 0.945 0 1.815
Badges

Importance 0.44 0 0.876 0 1.815

Frequency 0.472 0.001 0.881 0 1.744
Rankings

Importance 0.625 0 0.934 0 1.744

Frequency 0.662 0 0.96 0 2.134
Competition

Importance 0.409 0 0.891 0 2.134

Frequency 0.737 0 0.971 0 1.956
Social Networking

Importance 0.335 0.004 0.85 0 1.956

Frequency 0.639 0 0.941 0 1.793
Cooperation/Team

Importance 0.454 0 0.879 0 1.793

Frequency 0.555 0 0.942 0 2.343
Virtual Identity

Importance 0.512 0 0.932 0 2.343

Frequency 0.452 0 0.907 0 2.168
Narratives

Importance 0.62 0 0.952 0 2.168

Frequency 0.579 0 0.944 0 2.213
Role-playing

Importance 0.492 0 0.921 0 2.213

Source: Authors’ calculation
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Table 5. Formative measurement model results (second-order constructs).

Weight P Values Loading P Values VIF

Scores 0.417 0.008 0.919 0 3.37
Graphs 0.447 0 0.889 0 2.183
Achievement  p 4o 0192 0277 0.767 0 4.017
Rankings 0.433 0.012 0.848 0 3.79
Competition -0.008 0.956 0.795 0 3
Social Social Networking 0.879 0 0.995 0 2.986
Cooperation/Team 0.161 0.259 0.816 0 2.759
Virtual Identity 0.489 0 0.921 0 224
Immersion  Narratives 0.284 0.093 0.883 0 2.785
Role-playing 0.334 0.014 0.894 0 2.767
Focus attention 0.317 0 0.617 0 2.316
Perceived usability 0.234 0  -0.081 0.361 1.449
Engagement o thetic appeal 0.633 0 0892 0 1.395
Reward 0.329 0 0.787 0 2.287

Source: Authors’ calculation

5.3. Analysis of the structural model

The statistical significance of the standardized paths was assessed through a bootstrapping
process with 398 cases and 1000 subsamples. This model explains 17.5% of competence need
satisfaction variance, 11.9% of autonomy need satisfaction, 13.1% of relatedness need satisfaction,
57.8% of user engagement, 38.9% of continued use intention, 46.1% of WOM intention and 30.5%
of app rating.

In support of HIb and Hlc, interaction with achievement and progression-oriented game
elements promotes the satisfaction of the needs autonomy (f = 0.166; p-value = 0.015) and
relatedness (B = 0.14; p-value = 0.041). Contrary to our predictions, we did not find a significant
relationship between interaction with achievement progression-oriented game elements and
competence need satisfaction ( = 0.005; p-value = 0.935), which leads us to reject Hla.

Interaction with social-oriented game elements in the app is positively associated with
competence (B = 0.191; p-value = 0.001) and relatedness ( = 0.168; p-value = 0.004) needs
satisfaction, supporting H2a and H2c. The results indicated that interaction with social-oriented
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elements in the app is negatively and insignificantly related to autonomy need satisfaction (f =
0.015; p-value = 0.845), rejecting H2b.

With regard to interaction with immersion-oriented game elements in the app, the results
showed that it promotes competence (f = 0.251; p-value = 0.000) and autonomy (p = 0.19; p-value
=0.031) need satisfaction, supporting H3a and H3b; no significant effect was found on relatedness
(B =0.09; p-value = 0.241), rejecting H3c.

In addition, the results indicated that satisfaction of the needs for competence (f = 0.354; p-
value = 0.000), autonomy (= 0.116; p-value = 0.046) and relatedness (B = 0.295; p-value = 0.000)
while using the gamified app promote user engagement. Hence, H4a, H4b and H4c are supported.

Finally, the findings demonstrated that user engagement with the gamified app promotes
continued use intention ( = 0.523; p-value = 0.000) and WOM intention (f = 0.663; p-value =
0.000) and is positively associated with app rating (p = 0.46; p-value = 0.000). Therefore, H5, H6
and H7 are supported.

Table 6. Structural model results.

B P Values Supported

Achievement -> Competence 0.005 0.935 No
Achievement -> Autonomy 0.166 0.015 Yes
Achievement -> Relatedness 0.14 0.041 Yes
Social -> Competence 0.191 0.001 Yes
Social -> Autonomy 0.015 0.845 No
Social -> Relatedness 0.168 0.004 Yes
Immersion -> Competence 0.251 0 Yes
Immersion -> Autonomy 0.19 0.031 Yes
Immersion -> Relatedness 0.09 0.241 No
Competence -> Engagement 0.354 0 Yes
Autonomy -> Engagement 0.116 0.046 Yes
Relatedness -> Engagement 0.295 0 Yes
Engagement -> App rating 0.46 0 Yes
Engagement -> Continued use

intention 0.523 0 Yes
'Engagement -> WOM intention 0.663 0 Yes
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Control variables

Gender -> App rating -0.006 0.87
Gender -> Continued use intention -0.013 0.749
Gender -> WOM intention 0.05 0.169
Age -> App rating 0.06 0.221
Age -> Continued use intention 0.042 0.202
Age -> WOM intention -0.126 0.001
Frequency -> App rating 0.069 0.209
Frequency -> Continued use

intention 0.164 0
Frequency -> WOM intention 0.076 0.075

Source: Authors’ calculation

Table 7. R square

R Square R Square Adjusted
Competence 0.175 0.169
Autonomy 0.119 0.112
Relatedness 0.131 0.124
Engagement 0.578 0.572
App rating 0.305 0.293
Continued use
intention 0.389 0.378
WOM intention 0.461 0.452

Source: Authors’ calculation
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6. Discussion

This study examined how gamification elements affect user engagement with digital
banking apps, focusing on psychological needs from the Self-System Model of Motivational
Development (SSMMD). The results show that achievement elements fulfill autonomy and
relatedness needs but have limited impact on competence. This may be due to the extrinsic
motivation these features create, which shifts focus from skill development to earning rewards,
potentially reducing users’ sense of competence (Lepper, Greene, & Nisbett, 1973). Contrary to
expectations, immersion elements enhanced competence and autonomy, but did not promote
relatedness.

According to Self-Determination Theory (Deci & Ryan, 1985), social elements, such as
competition, enhance relatedness but may reduce autonomy as users feel pressured. Similarly,
cooperation can limit freedom of choice. These findings align with Sailer et al. (2017), who also
found that social elements improve relatedness but have little effect on autonomy. This study
highlights the importance of fulfilling psychological needs to enhance user engagement, as seen
in Xi & Hamari (2020) and Eisingerich et al. (2019), where gamification boosts brand engagement
through psychological need satisfaction.

Finally, the study confirms that user engagement significantly influences key marketing
outcomes. Engaged users are more likely to continue using the app, recommend it to others, and
leave positive feedback, underscoring the value of gamification in fostering long-term engagement
and brand loyalty.

7. Recommendations

Based on the study’s findings, the authors propose several strategic recommendations for
digital banking applications in Vietnam to optimize gamification for better Generation Z users
engagement.

For banks that have already integrated gamification, it is important to balance extrinsic and
intrinsic motivation. Focusing on reward points, leaderboards, and challenges can enhance user
engagement, but personalization and immersion (e.g., avatars, progress tracking) are essential for
long-term retention (Xi & Hamari, 2019; Bitrian et al., 2021). Adding peer challenges and
collaborative goals can foster social interaction without pressuring users (Eisingerich et al., 2019).
Real-time feedback and adaptive learning can guide responsible financial behavior, while seasonal
challenges and dynamic rewards will sustain interest (Koivisto & Hamari, 2019).

For banks that have not yet adopted gamification strategies, they should begin by
integrating basic elements like points and milestone rewards to drive engagement (Hamari &
Koivisto, 2015). Focusing on areas like savings and budgeting will increase effectiveness.
Compliance with regulations ensures ethical practices and avoids risky behaviors (Hwang & Choi,
2020). Banks should use data-driven insights to personalize experiences and maintain user
engagement (Mulcahy et al., 2020).

By following these steps, both established and new digital banks can enhance engagement
and long-term success in a competitive market.
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8. Conclusion and Limitations

This study provides insights into how gamification impacts Generation Z’s engagement
with digital banking apps. The findings show that gamification elements that address psychological
needs - competence, autonomy, and relatedness - significantly enhance engagement. Achievement
elements affect relatedness, social elements boost competence and relatedness, and immersion
elements improve competence and autonomy. Increased engagement leads to higher usage
intention, word-of-mouth recommendations, and better app ratings.

However, the study has limitations. The sample, consisting mainly of Generation Z users
in Vietnam, limits the generalizability. The use of self-reported data may introduce biases, and the
cross-sectional design prevents tracking long-term engagement. Future research should adopt
longitudinal methods and include qualitative interviews.

In conclusion, gamification can improve Generation Z’s engagement with digital banking
apps. By fulfilling psychological needs, banks can enhance the user experience and build long-
term customer loyalty in a competitive market.

References

Aithal, S., & Jose, J. M. (2023), “The influence of gamification on customer experience in digital
banking practices”, Journal of Digital Banking, Available at:
https://www.researchgate.net/publication/377930202 The Influence of Gamification on
Customer Experience in Digital Banking Practices (Accessed: 1 March 2025).

Aparicio, M., Costa, C.J. and Moises, R. (2021), “Gamification and reputation: key determinants
of e-commerce usage and repurchase intention”, Heliyon, 7(3), p.e06383. Available at:
https://doi.org/10.1016/j.heliyon.2021.e06383.

Bitrian, P., Buil, I. and Catalan, S. (2020), “Gamification in sport apps: the determinants of users’
motivation”, European Journal of Management and Business Economics, ahead-of-
print(ahead-of-print). Available at: https://doi.org/10.1108/ejmbe-09-2019-0163.

Bitrian, P., Buil, L., & Catalén, S. (2021), “Enhancing user engagement: The role of gamification
in mobile apps”, Journal of Business Research, Vol. 132, pp. 170-185. Available at:
https://doi.org/10.1016/j.jbusres.2021.04.028 (Accessed: 1 March 2025).

Cao, Q. V., & Vi1, T. H. A. (2023), “Té4c dong cua tro choi hoa dén long trung thanh cia ngudi
dung vi dién tir tai Thanh phé Ho Chi Minh”, Tap chi Khoa hoc va Cong nghé, Available at:

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 17


https://www.researchgate.net/publication/377930202_The_Influence_of_Gamification_on_Customer_Experience_in_Digital_Banking_Practices
https://www.researchgate.net/publication/377930202_The_Influence_of_Gamification_on_Customer_Experience_in_Digital_Banking_Practices
https://doi.org/10.1108/ejmbe-09-2019-0163
https://doi.org/10.1016/j.jbusres.2021.04.028

https://tckhtm.tmu.edu.vn/upload/news/files/183-b6pdf-1701247710.pdf#page=4.14
(Accessed: 1 March 2025).

Connell, J.P. (1990), “Context, self, and action: A motivational analysis of self-system processes
across the life span”, in D. Cicchetti and Marjorie, eds., The self in transition: Infancy to
childhood, University of Chicago Press, pp.61-97.

Connell, J.P. and Wellborn, J.G. (1991), “Competence, autonomy, and relatedness: A motivational
analysis of self-system processes”, in L.A. Sroufe and M.R. Grunnar, eds., Self processes
and development, Hillsdale, NJ: Lawrence Erlbaum Associates, pp.43—77.

Cuong, P. H., Dai, L. S., & Thanh, L. M. (2024), “Tac dong cua tro choi hoa dén y dinh mua hang
cua nguoi dung trén ing dung thuong mai dién tir Shopee”, Tap chi Khoa hoc va Cong nghé,
Available at:  https://tckhtm.tmu.edu.vn/upload/news/files/b7-185pdf-1705888937.pdf
(Accessed: 1 March 2025).

Deci, E.L. (1975), Intrinsic Motivation, Boston, MA: Springer US. Available at:
https://doi.org/10.1007/978-1-4613-4446-9.

Deci, E.L. and Ryan, R.M. (1980), “The Empirical Exploration of Intrinsic Motivational
Processes”, Advances in Experimental Social Psychology, 13(13), pp.39—80. Available at:
https://doi.org/10.1016/s0065-2601(08)60130-6.

Deci, E.L. and Ryan, R.M. (1985), Intrinsic motivation and self-determination in human behavior,
Ist ed. [online], Boston, MA: Springer US. Available at: https://doi.org/10.1007/978-1-4899-
2271-7.

Eisingerich, A. B., Marchand, A., Fritze, M. P., & Dong, L. (2019), “Hook vs. hope: How to
enhance customer engagement through gamification”, International Journal of Research in
Marketing, Vol. 36, pp- 200-215. Available at:
https://doi.org/10.1016/}.ijjresmar.2018.05.004.

Fitria, T.N. (2023), “The impact of gamification on students’ motivation: A Systematic Literature
Review”, LingTera, 9(2), pp-47-61. Available at:
https://www.researchgate.net/publication/370051420 The Impact of Gamification on_ St
udents' Motivation A Systematic Literature Review

Fornell, C., & Larcker, D. F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18(1), pp. 39-50.

Gandasari, R. A., & et al. (2023), “A study on the effect of gamification components on customer
loyalty toward a digital bank”, Journal of Theoretical and Applied Information Technology,
Vol. 101(6), pP- 9.80-9.90. Available at:

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 18


https://tckhtm.tmu.edu.vn/upload/news/files/183-b6pdf-1701247710.pdf#page=4.14
https://tckhtm.tmu.edu.vn/upload/news/files/b7-185pdf-1705888937.pdf
https://doi.org/10.1007/978-1-4613-4446-9
https://doi.org/10.1007/978-1-4613-4446-9
https://doi.org/10.1016/s0065-2601(08)60130-6
https://doi.org/10.1016/s0065-2601(08)60130-6
https://doi.org/10.1007/978-1-4899-2271-7
https://doi.org/10.1007/978-1-4899-2271-7
https://doi.org/10.1016/j.ijresmar.2018.05.004
https://doi.org/10.1016/j.ijresmar.2018.05.004
https://www.researchgate.net/publication/370051420_The_Impact_of_Gamification_on_Students'_Motivation_A_Systematic_Literature_Review
https://www.researchgate.net/publication/370051420_The_Impact_of_Gamification_on_Students'_Motivation_A_Systematic_Literature_Review

https://www jatit.org/volumes/Vol101No06/21Vol101No6.pdf#page=9.80 (Accessed: 1
March 2025).

Hair et al. (2016), A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM),
Second Edition, Sage Publications, New York. Available at:
https://eli.johogo.com/Class/CCU/SEM/ A%?20Primer%200n%?20Partial%20Least%20Squ
ares%20Structural%20Equation%20Modeling Hair.pdf

Hamari, J. (2015), “Why do people buy virtual goods? Attitude toward virtual good purchases
versus game enjoyment”, International Journal of Information Management, 35(3), pp.299—
308. Available at: https://doi.org/10.1016/j.ijinfomgt.2015.01.007.

Hamari, J., Koivisto, J., and Sarsa, H. (2014), “Does Gamification Work? -- a Literature Review
of Empirical Studies on Gamification”, 47th Hawaii International Conference on System
Sciences, [online] (1530-1605), pp.3025-3034. Available at:
https://doi.org/10.1109/hicss.2014.377.

Huotari, K. and Hamari, J. (2012), “Defining gamification: a service marketing perspective”,
Proceeding of the 16th International Academic MindTrek Conference on - MindTrek 12,
[online], pp.17-22. Available at:
www.researchgate.net/publication/259841647 Defining Gamification -

_A Service Marketing Perspective.

Huyen (2024), “Factors influencing digital banking adoption in Vietnam: An evaluation from the
perspective of commercial banks”, Vietnam Trade and Industry Review, Available at:
https://tapchinganhang.gov.vn/nhan-to-anh-huong-den-hanh-vi-su-dung-dich-vu-ngan-
hang-so-tai-cac-ngan-hang-thuong-mai-viet-nam-danh-gia-tu-phia-ngan-hang-10453.html
(Accessed: 1 March 2025).

Koivisto, J. and Hamari, J. (2019), “The rise of motivational information systems: A review of
gamification research”, International Journal of Information Management, 45(1), pp.191—
210. Available at: https://doi.org/10.1016/j.ijinfomgt.2018.10.013.

La Guardia, J. G., Ryan, R. M., Couchman, C. E., & Deci, E. L. (2000), “Within-person variation
in security of attachment: A self-determination theory perspective on attachment, need
fulfillment, and well-being”, Journal of Personality and Social Psychology, Vol. 79(3), pp.
367-384. Available at: https://doi.org/10.1037/0022-3514.79.3.367.

Le, T. P. (2024), “Tang cuong su gin két trong hoc tap thong qua gamification: Nghién ctru
dbi voi sinh vién tai cac trudng dai hoc trén dia ban thanh phd Pa Ning”, Tap chi Khoa hoc
va Cong ngh¢, Available at: https://vujs.vn/data/O/IMPORTDATA/11--GD37-
LeThaiPhuong-106-116.pdf (Accessed: 1 March 2025).

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 19


https://www.jatit.org/volumes/Vol101No6/21Vol101No6.pdf#page=9.80
https://eli.johogo.com/Class/CCU/SEM/_A%20Primer%20on%20Partial%20Least%20Squares%20Structural%20Equation%20Modeling_Hair.pdf
https://eli.johogo.com/Class/CCU/SEM/_A%20Primer%20on%20Partial%20Least%20Squares%20Structural%20Equation%20Modeling_Hair.pdf
https://doi.org/10.1016/j.ijinfomgt.2015.01.007
https://doi.org/10.1109/hicss.2014.377
https://doi.org/10.1109/hicss.2014.377
https://doi.org/10.1145/2393132.2393137
https://doi.org/10.1145/2393132.2393137
http://www.researchgate.net/publication/259841647_Defining_Gamification_-_A_Service_Marketing_Perspective
http://www.researchgate.net/publication/259841647_Defining_Gamification_-_A_Service_Marketing_Perspective
https://tapchinganhang.gov.vn/nhan-to-anh-huong-den-hanh-vi-su-dung-dich-vu-ngan-hang-so-tai-cac-ngan-hang-thuong-mai-viet-nam-danh-gia-tu-phia-ngan-hang-10453.html
https://tapchinganhang.gov.vn/nhan-to-anh-huong-den-hanh-vi-su-dung-dich-vu-ngan-hang-so-tai-cac-ngan-hang-thuong-mai-viet-nam-danh-gia-tu-phia-ngan-hang-10453.html
https://doi.org/10.1016/j.ijinfomgt.2018.10.013
https://doi.org/10.1037/0022-3514.79.3.367
https://vujs.vn/data/0/IMPORTDATA/11--GD37-LeThaiPhuong-106-116.pdf
https://vujs.vn/data/0/IMPORTDATA/11--GD37-LeThaiPhuong-106-116.pdf

Lepper, M. R., Greene, D., & Nisbett, R. E. (1973), “Undermining Children's Intrinsic Interest”,
Available at:
https://web.mit.edu/curhan/www/docs/Articles/15341 Readings/Motivation/Lepper et al
Undermining_Childrens Intrinsic_Interest.pdf (Accessed 1 March 2025).

Mekler, E.D., Brithlmann, F., Tuch, A.N. and Opwis, K. (2017), “Towards understanding the
effects of individual gamification elements on intrinsic motivation and performance”,
Computers in Human Behavior, 71, pp.525-534. Available at:
https://doi.org/10.1016/j.chb.2015.08.048.

O'Brien, H. L., Cairns, P., & Hall, M. (2018), “A practical approach to measuring user engagement
with the refined user engagement scale (UES) and new UES short form”, International
Journal of Human-Computer Studies, Vol. 112, pp. 28-39. Available at:
https://doi.org/10.1016/].ijhcs.2018.01.004 (Accessed: 1 March 2025).

Papadopoulos, S., Steinriicke, J., & de Jong, T. (2024), “As it unfolds: Exploring the impact of
team-based gamification on performance, confidence, and engagement”, Learning and
Individual Differences, Vol. 104, Atrticle 102565. Available at:
https://doi.org/10.1016/j.1indif.2024.102565 (Accessed: 1 March 2025).

Ryan, R. M., & Deci, E. L. (2001), “On happiness and human potentials: A review of research on
hedonic and eudaimonic well-being”, Annual Review of Psychology, Vol. 52, pp. 141-166.
Available at:
https://www.researchgate.net/publication/12181660 On_Happiness_and Human_Potential
s A Review of Research on Hedonic and Eudaimonic Well-Being

Sailer, M., Hense, J., Mayr, S.K. and Mandl, H. (2017), “How gamification motivates: An
experimental study of the effects of specific game design elements on psychological need
satisfaction”, Computers in Human Behavior, 69, pp.371-380. Available at:
https://doi.org/10.1016/j.chb.2016.12.033.

Sailer, M. and Homner, L. (2019), “The Gamification of Learning: A Meta-analysis”, Educational
Psychology Review, 32(1), pp.77-112. Available at: https://doi.org/10.1007/s10648-019-
09498-w.

Saxena, M. and Mishra, D.K. (2021), “Gamification and Gen Z in Higher Education”,
International Journal of Information and Communication Technology Education, 17(4),
pp.1-22. Available at: https://doi.org/10.4018/ijicte.20211001.0al0.

Skinner, E., Furrer, C., Marchand, G. and Kindermann, T. (2008), “Engagement and disaffection
in the classroom: Part of a larger motivational dynamic?”, Journal of Educational
Psychology, 100(4), pp.765—781. Available at: https://doi.org/10.1037/a0012840.

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 20


https://web.mit.edu/curhan/www/docs/Articles/15341_Readings/Motivation/Lepper_et_al_Undermining_Childrens_Intrinsic_Interest.pdf
https://web.mit.edu/curhan/www/docs/Articles/15341_Readings/Motivation/Lepper_et_al_Undermining_Childrens_Intrinsic_Interest.pdf
https://doi.org/10.1016/j.chb.2015.08.048
https://doi.org/10.1016/j.chb.2015.08.048
https://doi.org/10.1016/j.ijhcs.2018.01.004
https://doi.org/10.1016/j.lindif.2024.102565

Werbach, K. (2014), “(Re)Defining Gamification: A Process Approach”, Persuasive Technology,
[online] 8462, pp.266—272. Available at: https://doi.org/10.1007/978-3-319-07127-5 23.

White, R.W. (1959), “Motivation reconsidered: The concept of competence”, Psychological
Review, 66(5), pp.297-333. Available at: https://doi.org/10.1037/h0040934.

Xi, N., & Hamari, J. (2019), “Does gamification affect brand engagement and equity? A study in
online brand communities”, International Journal of Information Management, Vol. 46, pp.
14-21. Available at: https://doi.org/10.1016/j.jbusres.2019.11.058 (Accessed: 1 March
2025).

Xi, N., & Hamari, J. (2019), “Does gamification satisfy needs? A study on the relationship between
gamification features and intrinsic need satisfaction”, International Journal of Information
Management, Vol. 46, pp- 210-221. Available at:
https://doi.org/10.1016/j.ijinfomgt.2018.12.002 (Accessed: 1 March 2025).

Xi, N., & Hamari, J. (2019), “The relationship between gamification, brand engagement, and brand
equity”, International Journal of Information Management, Vol. 46, pp. 210-221. Available
at:
https://www.researchgate.net/publication/331100911 The Relationship Between Gamific
ation_Brand Engagement and Brand Equity (Accessed: 1 March 2025).

Xi, N., & Hamari, J. (2020). Does gamification affect brand engagement and equity? A study in
online brand communities. Journal of Business Research, 109(109), 449-460.
https://doi.org/10.1016/j.jbusres.2019.11.058

Zhang, P. (2008), “Technical opinion: Motivational affordances”, Communications of the ACM,
51(11), pp.145—-147. Available at: https://do1.org/10.1145/1400214.1400244.

FTU Working Paper Series, Vol. 1 No. 6 (09/2025) | 21


https://doi.org/10.1037/h0040934
https://doi.org/10.1037/h0040934
https://doi.org/10.1016/j.jbusres.2019.11.058
https://doi.org/10.1016/j.ijinfomgt.2018.12.002
https://www.researchgate.net/publication/331100911_The_Relationship_Between_Gamification_Brand_Engagement_and_Brand_Equity
https://www.researchgate.net/publication/331100911_The_Relationship_Between_Gamification_Brand_Engagement_and_Brand_Equity
https://doi.org/10.1016/j.jbusres.2019.11.058
https://doi.org/10.1145/1400214.1400244

