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Abstract: This study examines the impact of gamification on purchase intentions in Malaysia's online travel
booking industry. As traditional platforms like Expedia face declining bookings due to economic challenges and
the rise of competitors such as Airbnb, Agoda, and Booking.com, understanding the role of gamification in user
engagement becomes crucial. The research employs Partial Least Squares Structural Equation Modeling (PLS-
SEM) to analyze the effects of extrinsic and intrinsic gaming elements, perceived enjoyment, and promotional
focus on purchase intention. A total of 141 respondents participated in the survey and the key findings reveal
that extrinsic gaming elements, including points and rewards, have a significantly stronger impact on perceived
enjoyment than intrinsic elements like membership levels. This heightened enjoyment, in turn, positively
influences purchase intention. Additionally, the study finds that promotional focus moderates the relationship
between perceived enjoyment and purchase intention, further enhancing the effect. The Importance-
Performance Map Analysis (IPMA) indicates that while intrinsic gaming elements perform below average, they
are less critical than other factors. Managers should prioritize improving aspects of high importance, but
currently have, low performance to boost purchase intentions effectively. Overall, the research provides
actionable insights for enhancing competitiveness in Malaysia's digital travel marketplace, emphasizing the
need for targeted gamification strategies to align with evolving consumer preferences. The findings offer a
foundation for developing strategies that can help travel platforms maintain relevance and drive engagement
in a competitive landscape.

Keywords: Gamification, Online Travel Purchase Intention, Gaming Elements, Perceived Enjoyment, Promotion
Focus

1. Introduction and Background

The global online travel industry, including Malaysia's tourism sector, has undeniably undergone a significant
transformation. Platforms like Expedia, once seen as dominant players in the travel booking space, are now
experiencing a notable decline in bookings (Chiang, 2023). This downturn is particularly evident in Malaysia,
where economic challenges and the rise of alternative platforms such as Airbnb, Agoda, and Booking.com have
reshaped the travel booking landscape. The rapid expansion of these competitors, combined with the evolving
preferences of Malaysia’s tech-savvy travelers, has significantly altered the competitive dynamics within the
digital travel market.

Expedia and similar platforms have strategically employed gamification techniques to boost user engagement
and cultivate customer loyalty among Malaysian consumers. Despite these efforts, they struggle to maintain
their competitive edge against platforms offering more innovative and culturally tailored gamified experiences.
In Malaysia, gamification elements such as interactive features, rewards systems, and social engagement tools
have attracted considerable attraction, becoming key differentiators in the online travel booking sector
(Rahmadhan et al, 2023).

As Malaysian consumer behavior shifts in response to gamified experiences on platforms like Airbnb, Agoda,
and Booking.com, the importance of purchase intention has grown. The interplay between gamification, user
experience, platform features, and strategic positioning is critical in influencing user engagement and the
likelihood of making a booking on these platforms within the Malaysian market (Kosir, 2022). This study

564



Information Management and Business Review (ISSN 2220-3796)

Vol. 16, No. 3S(a), pp.- 564-572, Oct 2024

explores how gamification (gaming elements) affects users' propensity to engage in booking behavior
specifically in Malaysia. The research aims to uncover the key factors influencing Malaysian consumers'
booking intentions on travel apps, providing insights into why platforms like Expedia are witnessing a decline
in bookings compared to those that have successfully implemented gamification strategies.

Furthermore, this study will offer valuable insights into the role of gamification in shaping booking intentions
within Malaysia’s online travel environment. By examining these dynamics, the research seeks to establish a
foundation for developing strategies that enhance competitiveness in Malaysia's continuously evolving digital
travel marketplace. This is particularly important as Malaysia continues positioning itself as a key travel
destination in Southeast Asia, where digital innovation and consumer engagement are pivotal to capturing
market share.

2. Literature Review

Purchase Intention: The concept of purchase intention in online travel bookings has garnered significant
attention in recent years, particularly as the travel industry has increasingly shifted towards digital platforms.
Purchase intention, defined as the likelihood that a consumer will buy a product or service, is critical to the
success of online travel agencies (OTAs) and booking platforms. Numerous studies have examined the factors
influencing purchase intention, with trust, perceived value, and ease of use emerging as key determinants.
According to Hamdan and Yuliantini (2021), trust in an online platform significantly impacts consumers'
willingness to complete a booking, reducing perceived risk and enhancing confidence in the transaction.
Platforms that effectively communicate value propositions, such as exclusive deals, comprehensive travel
packages, and flexible cancellation policies, are more likely to convert browsing into bookings.

In addition to trust and perceived value, user experience and website design have been highlighted as
influential factors in online travel booking. Research by Yeo et. al. (2020) found that an intuitive and user-
friendly interface positively affects purchase intention by facilitating more straightforward navigation and
reducing the effort required to complete a booking.

Extrinsic Gaming Elements: Extrinsic gaming components such as achievements, points, rewards, badges, and
prizes are frequently used in gamified platforms to enhance user engagement. In online travel booking
platforms, points are one of the most commonly utilized elements (Salim & Kim, 2023). Points typically
represent a quantifiable reward for completing specific actions or tasks within a platform. For instance, on
travel booking platforms, users might earn points by booking flights or accommodations, writing reviews after
their trips, or simply logging in regularly. Similar to how Shopee awards "Shopee Coins" for various activities,
these points can be accumulated and redeemed for discounts or perks on future bookings.

According to Wu and Santana (2022), extrinsic gaming elements like points and badges positively impact users'
perceived enjoyment. Travelers earn points by achieving particular goals or participating in specific challenges
on gamified travel platforms. These points and badges serve as rewards and encourage users to reassess their
booking decisions, often leading to increased commitment to the platform. Badges, in particular, motivate users
to engage in a variety of travel-related activities, enhancing their overall involvement. The research by Feng et
al. (2020) supports this, suggesting that customers are more likely to make bookings on platforms that
incorporate engaging and entertaining features like gamification.

Mucollari and Samokhin (2017) proposed that extrinsic motivation is crucial in increasing users' engagement
on gamified platforms. These features can stimulate the users’ enjoyment, leading to greater engagement with
the travel booking platform. This heightened engagement often results in customers making additional
bookings and remaining loyal to the platform for extended periods. The desire to accumulate and redeem
points or badges drives users to stay active on the platform, encouraging them to book more frequently and
explore new travel opportunities. Therefore, it is hypothesized that;

H1: Extrinsic gaming elements have a significant positive influence on perceived enjoyment.

Intrinsic Gaming Elements: Wu and Santana (2022) found that intrinsic factors, such as membership levels
and rewards, positively impact perceived enjoyment, driving higher sales and reinforcing brand loyalty. For
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online travel booking platforms, membership tiers can play a crucial role through appealing benefits and
exclusive features. Members are encouraged to explore and book through the platform with access to special
discounts, promotions, and early access to deals.

On top of that, Xu et al. (2020) also found that individuals are more intrinsically motivated and experience
greater satisfaction when their needs are met. This increased motivation leads to higher engagement and
influences consumer booking behavior. Users feel more engaged and rewarded on travel booking platforms
when their preferences and needs are acknowledged and addressed through gamification features. By
integrating these elements, platforms can create a positive and rewarding booking experience, enhancing user
satisfaction and influencing customer perceived enjoyment. Therefore, it is hypothesized that;

H2: Intrinsic gaming elements have a significant positive influence on perceived enjoyment.

Perceived Enjoyment: Hasan et al. (2021) noted that customers are more likely to adopt new technologies
and methods when they offer inherent benefits like entertainment and enjoyment. Their research suggests that
perceived enjoyment positively affects online booking intentions, with factors such as excitement and fun
playing a substantial role. Furthermore, the quality of a travel booking app’s interface also impacts perceived
enjoyment, which in turn has a modest but positive effect on users' booking intentions (Patel et al., 2020).

Kamis et al. (2021) also recognized this and demonstrated a positive link between perceived enjoyment and
booking intention. It was found that when users experience enjoyment during the booking process, it enhances
their overall satisfaction and happiness, leading to increased booking intentions. Therefore, it is hypothesized
that;

H3: Perceived enjoyment has a significant positive influence on the intention to purchase.

Promotion Focus: Maharani and Ali (2019) found that promotional efforts have a significant positive impact
on consumers' intentions to book travel online. Their research highlights those sales promotions, in particular,
are closely associated with increased brand recognition and can strongly influence booking intentions. The
study underscores the importance of well-designed promotions, noting that when travelers perceive them
positively, they are more likely to proceed with bookings. In essence, the research emphasizes that strategically
planned promotional activities, especially those offering discounts and deals, play a vital role in shaping
travelers' perceptions of a travel booking platform, thus enhancing their likelihood to book.

Similarly, Hongdiyanto et al. (2020) found that promotions on online travel booking platforms have a
significant and positive effect on customers' booking intentions. Their analysis revealed a robust statistical link
between promotional activities and the likelihood of making a booking, supporting their initial hypothesis. The
study confirms that effective promotional efforts, such as special offers and exclusive deals, have a tangible and
beneficial impact on encouraging travelers to make bookings, validating the anticipated connection outlined in
their research. Therefore, it is hypothesized that;

H4: Promotional Focus moderates the relationship between Perceived Enjoyment and the Intention to
Purchase.

3. Research Methodology

Purposive sampling was employed for the study. A filter question was added to ensure that only those with
experience making an online travel purchase are eligible to participate in the survey. A total of 141 usable and
valid cases were utilized for the analysis. Since the study's objective was to predict key target constructs or
identify main driver constructs, partial least squares structural equation modeling (PLS-SEM) with the PLS
software package was employed for data analysis (Hair et al, 2022). The analysis focused on both the
measurement model and the structural model to achieve the study's goals.

4. Results and Discussion
Profile of Respondents: Table 1 provides a detailed breakdown of the gender distribution among the

participants in the survey. The table shows that the sample consisted of 79 females and 62 males. This
distribution reflects the gender composition of the survey respondents, highlighting a total of 141 individuals
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who took part in the study. The data indicates a slightly higher number of female participants compared to
male participants. This demographic information is crucial for understanding the composition of the sample
and can provide context for analyzing the results of the study. By presenting this information, Table 1 helps to
clarify the gender distribution of the respondents and offers insights into the demographic characteristics of
the study population. Table 1 tabulates the gender frequency of 79 females and 62 males who participated in
the survey for the study.

Table 1: Frequency of Demographic Gender

Gender Frequency Percent

Female 79 56
Male 62 44
Total 141 100

Measurement Model Analysis: To perform regression analysis effectively, the data used must be both valid
and reliable. Validity in this context was assessed using two key criteria: convergent validity and discriminant
validity. Convergent validity evaluates factor loadings, average variance extracted (AVE), and composite
reliability (CR), as displayed in Table 2.

Factor loadings exceeded the recommended threshold of 0.708 (Hair et al., 2022). The AVE results, which
reflect the proportion of variance captured by the construct relative to the variance due to measurement error,
showed that all variables had AVE values greater than the threshold of 0.5. This suggests a minimal level of
measurement error. Among the variables, Purchase Intention had the highest AVE value of 0.784,
demonstrating the strongest convergence. Perceived Enjoyment followed with an AVE of 0.701, while Extrinsic
Gaming Elements had the lowest AVE at 0.581. Additionally, the composite reliability values for all constructs
were also above the acceptable cut-off of 0.5, further supporting the reliability of the measures used in this
study (Hair et al., 2022). Thus, the data meets the required standards for validity and reliability, ensuring robust
regression analysis.

Table 2: Convergent Validity (Factor Loadings, CR and AVE)

Items Factor Composite Average Variance R-square
Construct Loadings Reliability (CR) Extracted (AVE)
Extrinsic GE EG1 0.709 0.874 0.581
EG3 0.791
EG4 0.821
EG7 0.733
EG8 0.753
Intrinsic GE IG1 0.773 0.873 0.633
1G2 0.811
1G3 0.849
1G8 0.747
Perceived Enjoyment PE1 0.809 0.921 0.701 0.437
PE2 0.814
PE6 0.849
PE7 0.841
PE8 0.871
Promotional Focus PF1 0.837 0.893 0.626
PF2 0.799
PF3 0.810
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PF4 0.775
PF6 0.729
Purchase Intention PI3 0.869 0.956 0.784 0.573
P14 0.924
PI5 0.873
PI6 0.891
P17 0.898
PI8 0.856

Discriminant validity, an essential aspect of ensuring that different constructs are distinct from one another,
was evaluated using the Heterotrait-Monotrait Ratio (HTMT), as detailed in Table 3. The HTMT ratio measures
the degree to which indicators of different constructs are correlated, with lower values indicating better
discriminant validity.

Table 3 presents the HTMT analysis results, revealing that all the HTMT ratios are below the threshold of 0.90.
This threshold is a commonly accepted standard for demonstrating that constructs are sufficiently distinct from
each other. Values below this threshold suggest that the constructs measured are not excessively overlapping
and that each construct captures unique aspects of the data.

The fact that all HTMT values in this study are below the 0.90 cut-off indicates that the constructs in the survey
exhibit strong discriminant validity. This implies that the variables measured are indeed distinct and that the
analysis is robust in terms of separating different dimensions of the constructs being studied. As a result, the
study can confidently assert that the variables are reliable and valid, in line with the standards set by Hair et al.
(2022). This rigorous validation process helps ensure the accuracy and credibility of the findings derived from
the regression analysis.

Table 3: Discriminant Validity: Heterotrait-Monotrait ratio (HTMT)

1 2 3 4 5
Extrinsic GE (1)
Intrinsic GE (2) 0.471
Perceived Enjoyment (3) 0.727 0.425
Promotional Focus (4) 0.635 0.395 0.657
Purchase Intention (5) 0.657 0.466 0.764 0.653

Structural Model Analysis: The evaluation of the inner model path estimates for this study was permitted due
to the outer model estimation of this study which is reliable and valid (Henseler et al., 2015). Once the construct
measures were confirmed as being reliable and valid, the next step is to assess the relationships among
constructs incorporated in the hypothesized conceptual framework as depicted in Figure 1 below.
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Figure 1: Conceptual Framework
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The structural model analysis was conducted to verify whether the results of the structural model support the
conceptual model as hypothesized. Table 4 summarizes the findings of all the relationship assessments.

Table 4: Hypotheses Testing

Hypotheses Beta f-value  t-value p-values
H1 Extrinsic GE -> Perceived Enjoyment 0.551 0.52 7.790 0.00
H2 Intrinsic GE -> Perceived Enjoyment 0.272 0.04 3.796 0.00
H3 Perceived Enjoyment -> Purchase Intention 0.398 0.31 4.201 0.00
Promotional Focus x Perceived Enjoyment ->
H4 Purchase Intention 0.119 0.06 2.161 0.03

(*p<0.05)

From the Table 4 above, the structural measurement results indicated the following values; H1: Extrinsic GE=>
Perceived Enjoyment (t-value=7.790, f-value = 0.52, p-value<0.05), H2: Intrinsic GE-> Perceived Enjoyment (t-
value = 3.796, f-value = 0.04, p-value<0.05), H3: Perceived Enjoyment - Purchased Intention (t-value = 4.201,
f-value = 0.31, p-value<0.05), H4: Promotional Focus x Perceived Enjoyment - Purchased Intention (t-value =
2.161, f-value = 0.06, p-value<0.05). The results indicate that all four hypotheses are supported.

Extrinsic gaming elements were found to have a significantly stronger impact on perceived enjoyment
compared to intrinsic gaming elements, with a t-value of 7.790 for extrinsic elements versus 3.796 for intrinsic
elements. The effect size of extrinsic gaming elements on perceived enjoyment is substantial, with an f-value of
0.52, which exceeds the threshold of 0.35 for large effects. In contrast, the effect size of intrinsic gaming
elements is smaller, with a f-value of 0.04, which is only slightly above the minimal range of 0.02 to 0.14 for
small effects. Additionally, the results show that promotional focus positively moderates the relationship
between perceived enjoyment and purchase intention, with a strength of 2.161. These findings are in line with
the previous researcher (Almaudina, et al., 2023; Chang & Yu, 2023; Halim et al, 2022; Haziri et al, 2019;
Kusumawardani et al, 2023

5. Managerial Implications and Recommendations
The Importance-Performance Map Analysis (IPMA), is a valuable method for uncovering additional insights

and drawing meaningful conclusions. By evaluating both the importance and performance dimensions, the
IPMA helps prioritize constructs that need improvement to enhance specific target outcomes. Table 5 displays
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the findings. As illustrated in Figure 2, intrinsic gaming elements show a relatively low performance score of
63.9, indicating that, compared to other constructs, it is slightly below average. Furthermore, intrinsic gaming
elements are considered a low-importance construct. A one-unit increase in the performance of intrinsic
gaming elements from 63.96 to 64.96 would result in a marginal improvement in Purchase Intention, rising by
just 0.11 points from 75.35 to 75.46. Therefore, when aiming to increase the performance of a target construct,
managers should prioritize enhancing the performance of aspects captured by a construct with the highest
(above average) importance, but a relatively low (below average) performance. This approach ensures that
improvements are made in areas that will have the most significant impact on the target outcomes.

Figure 2: Importance-Performance Map
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Table 5: Importance-Performance Map Analysis

Importance->Purchase Intention Performance
Extrinsic GE 0.22 75.41
Intrinsic GE 0.11 63.96
Perceived Enjoyment 0.40 75.98
Promotional Focus 0.40 74.05
Purchase Intention 75.35
Mean Value 0.28 72.35

Conclusion

This study provides a comprehensive analysis of the evolving dynamics in Malaysia’s online travel booking
industry, particularly focusing on the role of gamification in influencing purchase intentions. As traditional
platforms like Expedia face declining bookings, this research highlights how emerging competitors such as
Airbnb, Agoda, and Booking.com have effectively leveraged gamification to capture and retain customer
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interest.

The study's findings reveal that extrinsic gaming elements have a significantly greater impact on perceived
enjoyment compared to intrinsic gaming elements, with a t-value of 7.790 versus 3.796, respectively. This
indicates that features such as points, rewards, and badges are more effective in enhancing user satisfaction
and engagement than membership levels or internal rewards. Furthermore, the effect size of extrinsic
elements, with a f-value of 0.52, underscores their substantial influence on perceived enjoyment, while intrinsic
elements show a smaller effect size of 0.04. This suggests that while both types of gamification elements
contribute to perceived enjoyment, extrinsic elements have a more pronounced effect.

The study also confirms that perceived enjoyment significantly affects purchase intention, with a t-value of
4.201, supporting the hypothesis that enjoyable experiences lead to higher booking intentions. Additionally,
promotional focus was found to positively moderate this relationship, enhancing the effect of perceived
enjoyment on purchase intentions.

The Importance-Performance Map Analysis (IPMA) further provides actionable insights by highlighting areas
where improvements can be most impactful. Intrinsic gaming elements, despite their lower performance score,
are identified as less critical compared to other factors. Enhancing constructs with higher importance but
currently lower performance is recommended to achieve substantial improvements in purchase intentions.

In conclusion, the study underscores the importance of incorporating effective gamification strategies to
enhance user engagement and booking behaviors. For managers in the online travel sector, prioritizing
extrinsic gaming elements and focusing on high-impact areas identified through IPMA can lead to improved
competitiveness and better alignment with evolving consumer preferences. As Malaysia continues to be a key
player in Southeast Asia’s travel market, leveraging these insights will be crucial for platforms aiming to
capture and retain market share amidst growing competition.
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