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Abstract

The present research investigated the effect of gamification on the repurchase
intention of sports goods through virtual media (Instagram). The study adopted a
positivist paradigm, a quantitative research approach, and was applied in terms of
objective. It utilized a quasi-experimental design employing a pretest-posttest
design with a control group. The statistical population of the study comprised
undergraduate Physical Education students aged 18-24 years. From this
population, a minimum sample size of 20 individuals was selected using purposive
sampling based on specific inclusion criteria. These individuals were divided into
two groups: one experimental group and one control group .The experimental
group underwent the gamification intervention for 12 sessions, while the control
group received no intervention. Data were collected using a Repurchase Intention
Questionnaire. Data analysis was performed using ANCOVA, correlated t-test, and
SPSS software .The research findings revealed that the gamification intervention
had a significant effect on repurchase intention, confirming the hypothesis
(p<0.05). The results demonstrated that individuals could increase their repeat
purchase behavior by engaging in gamification interventions. In today's highly
competitive world, the use of interactive tools such as gamification can lead to the
creation of a lasting experience for users and meaningfully increase their inclination
toward repeat purchases.
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EXTENDED ABSTRACT

INTRODUCTION

In the contemporary era, the utilization of the Internet and digital platforms has become an integral component of
business development strategies, as these tools not only provide profitable opportunities but also facilitate more
effective promotion of products and services to customers. Due to their accessibility and cost-free nature, digital
platforms have gained significant popularity among users and have become widely recognized in public domains.
Moreover, these platforms possess the capability to identify and deliver targeted media advertisements and to facilitate
product sales (Nugroho et al., 2023). The use of social media and online platforms as effective tools plays a critical
role in enhancing product popularity and brand visibility. Consequently, the increasing advantages of online shopping
have driven consumers’ growing preference for digital channels, as they allow customers to place orders from home
and receive goods at their preferred location (Karas et al., 2023). In recent years, the sports goods market on Instagram
has experienced significant growth, driven by heightened public awareness of health, fitness, and active lifestyles.
Recent reports indicate that approximately 70% of Instagram users are interested in sports-related content, and the
volume of online sales of sports equipment reached nearly USD 18 billion in 2024—representing a 120% increase
compared to 2015 (Safana et al., 2023). Furthermore, Instagram content exerts a strong influence on consumers’
purchasing decisions (Anggara et al., 2024). Potential buyers, upon exposure to content containing information,
narratives, or other appealing elements, may exhibit behavioral responses leading to purchase decisions (Azri, 2023).
From a strategic perspective, consumer purchase decisions serve as a crucial benchmark for evaluating the
effectiveness of marketing campaigns, as they reflect whether a marketing program has been designed with sufficient
precision and market insight. Accordingly, understanding the mechanisms through which consumer purchase
decisions are formed is essential for both domestic and international businesses in their strategic planning (Seraj et
al., 2024). In addition, research shows that repeat customers—those who make subsequent purchases from the same
online store—are up to five times more profitable than new customers (Jia et al., 2022). Repurchase intention is
therefore defined as the degree of a customer’s willingness to make future purchases from the same online store (Phan
Tan & Lee, 2023). Empirical findings suggest that innovative strategies can positively affect repurchase intention.
Among these, gamification has emerged as a novel approach with the potential to directly shape consumer behavior
in virtual environments. Gamification refers to the application of game-like elements in non-game contexts (Ganokar
et al., 2022). Moreover, factors such as marketing strategies, social media behavior, product quality, and pricing on
Instagram positively influence brand awareness and consumer purchase decisions (Limbana & Hatagal, 2023; Lian &
Dityulibit, 2021; Dianthori & Jokhu, 2021; Christian, 2020). These findings underscore Instagram’s potential as an
effective marketing tool capable of shaping consumer decisions, particularly in attracting millennial consumers
(Dianthori & Jokhu, 2021; Lian & Dityulibit, 2021; Ferdous & Putra, 2023). Similarly, the study by Khairunnisa and
Astini (2021) demonstrated that social media marketing has a significant positive impact on repurchase intention.
Therefore, understanding how to retain existing customers and encourage repeat purchases is of critical importance
for online business owners (Yuan et al., 2021). At present, however, limited research has examined electronic
repurchase intention in light of gamification interventions. Although advanced technologies such as virtual reality
hold substantial potential in marketing practices, there is still little knowledge about how to incorporate them into
business processes, despite growing calls for research in this area in recent years (Harz et al., 2022). Furthermore,
compared to traditional business policies, virtual business strategies remain relatively novel and warrant deeper
investigation (Choi et al., 2022). In light of these gaps, the present study was conducted under the title: “The Effect
of Gamification Interventions on the Repurchase Intention of Sports Products through Instagram.”

METHODOLOGY

The current study adopted an educational intervention approach, wherein the independent variable (gamification) was
examined in relation to the dependent variable (repurchase intention). The research employed a quasi-experimental
design, specifically a pre-test—post-test with control group structure. One experimental group and one control group
were included, and the study was conducted in the field with an applied orientation. The sample consisted of
undergraduate students in physical education, aged 18-24, who reported the highest frequency of purchases from
Instagram sports pages. Based on prior research, a minimum of 8-15 participants per group is considered sufficient in
quasi-experimental studies; thus, 10 participants were assigned to each group, resulting in a total of 30 participants.
Efforts were made to maintain gender balance by achieving approximately equal numbers of male and female
participants. A demographic questionnaire was first distributed to screen participants for inclusion criteria.
Subsequently, purposive sampling was used to recruit participants from physical education students residing in Tabriz.
This strategy was employed to increase group homogeneity and minimize potential confounding variables associated
with geographical differences. Selecting participants from the same cultural and economic context also ensured
comparable online shopping behaviors and equal access to Instagram sports pages. The procedure involved three
stages. First, participants completed the pre-test questionnaire assessing repurchase intention. Second, the
experimental group engaged in the gamification intervention, while the control group received no treatment. Finally,
participants completed the post-test questionnaire. Data were analyzed using ANCOVA to assess differences between
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pre-test and post-test scores. One of the key ethical considerations was obtaining informed consent from all
participants. The study was conducted with full coordination and participant approval.

RESULTS

The table results indicated that the gamification intervention had a significant effect on repurchase intention (p < 0.05).
The adjusted mean score of repurchase intention for the gamification group was 4.56, compared to 1.33 for the control
group, demonstrating that the gamification intervention significantly increased repurchase intention. The calculated
effect size was 0.92, which reflects a large practical effect. Accordingly, the second research hypothesis, stating that
the gamification intervention positively influences repurchase intention, was confirmed.

DISCUSSION AND CONCLUSION

The findings of the study revealed that gamification significantly enhances users’ willingness to repurchase from
online sports stores. Drawing upon principles of behavioral psychology and motivational theories, gamification exerts
a substantial influence on consumer behavior. In this study, gamified elements such as fitness challenges, virtual
points, and rewards integrated into Instagram reels and stories created an enjoyable user experience, thereby fostering
motivation and strengthening repurchase intention. Schieber (2019) demonstrated that gamification serves as a key
mechanism for understanding consumer behavior and can effectively increase repurchase intention. The sense of
achievement and belonging generated in game-like environments encourages consumers to engage in repeat
purchases, transforming the act of shopping from a mere economic necessity into a motivational and pleasurable
experience. The findings of the present study align with previous research conducted by Asgari et al. (2024), Amiri
and Roshani (2022), Siadat et al. (2016), Behl et al. (2022), and Daniswara (2017). Collectively, these results indicate
that gamification can effectively enhance repurchase intention for sports products among physical education students.
Moreover, the outcomes are consistent with Razali et al. (2023), who found that Instagram marketing with interactive
content can positively shape consumer behavior and encourage repeated purchases. Likewise, the results support the
findings of Phan Tan and Lee (2023), Harz et al. (2022), and Tayal et al (2022). This study further confirmed that
gamification, by creating a playful and immersive experience, exerts a strong influence on repurchase intention.
Hence, gamification can be regarded as a global and effective tool in digital marketing, particularly within the context

of Instagram .From an applied perspective, the results carry important implications for brands and marketers operating

in social media environments. Specifically, the findings emphasize that customer retention and the encouragement of
repeat purchases should be considered central objectives in virtual marketing strategies. The evidence suggests that
gamification can effectively reinforce cycles of repeat purchasing behavior.
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