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ABSTRACT
Gamified interactions are extensively used in Language learning apps to make learning languages
easier. Gamified interactions are the result of the game-like feature being used to co-create compelling
experiences. However, there exists a lack of empirical studies on the efficiency of gamified interaction
on brand engagement and brand relationships, which are the main constructs for assessing the métier
and worth of the brand in the contemporary framework of language learning apps. The current study
aims to fill the research gap by exploring the associations between gamified interaction features in
Language learning apps, brand engagement, and brand-consumer relations quality parameters,
namely Trust, Commitment and Satisfaction. The proposed conceptual model was validated utilizing
the Partial least squares (PLS) structural equation model (SEM) with SmartPLS, using data collected
from 152 respondents in March 2022 through an e-questionnaire. The findings showed that
interacting with gamified achievement features influenced brand engagement positively and
significantly; absorption and social interactions had a minor positive but negligible influence on
brand engagement. Brand engagement exerted an affirmative substantial influence on Brand Trust,
Commitment, and Satisfaction. Trust has a strong influence on Commitment; Commitment has an
affirmative effect on brand satisfaction. These findings imply that gamified interactions may
positively influence brand engagement and enhance brand-consumer relations quality in the context
of Language learning apps. The theoretical and practical implications were discussed.
Keywords: Gamified interactions, Brand engagement, Commitment, Satisfaction, Language Learning
Apps
1. INTRODUCTION
Games are extremely popular nowadays,
irrelevant of intrinsic/extrinsic motives
(Granic et al., 2014), to the point of addiction
(Gioia et al., 2022). Using game elements has
increased at an incredible rate for motivating
individuals to perform in definite ways
(Koivisto & Hamari, 2019), and to encourage
learning, and problem-solving (Kapp, 2012).
As a result, ‘Gamification’ is now a hot topic for
research
among
professionals
and
academicians (Hamari & Parvinen, 2018), as
well as marketing researchers interested in
improving consumer engagement with their
brands (Wünderlich et al., 2019). ‘Gamified
interactions’ are the result of the game-like
feature being used to co-create compelling
experiences, which are now being extensively
used in Language learning apps.

Language learning apps provide content,
exercises, and interactive assessments to users
which enhances their language proficiency.
With consistent practice, users learn
vocabulary,
pronunciation,
and
even
grammar. They provide language learning for
a fraction of the cost of a formal language
learning session with an instructor; some are
free or have a free trial period. Users may also
upgrade the plans intended for unlimited
usage. Another benefit of these applications is
that users study at their own pace. Moreover,
the gamified interactions/ images/ AI-based
auditory visual aids used in the apps, make
language learning stress-free; some even
provide goal-oriented learning for which the
user needs to subscribe to premium plans.
Given the vast volume of literature on
gamification, there are still inadequacies in
empirical,
theoretical,
and
analytical
methodological techniques employed for the
investigation of gamified interaction features

The central objective of this study is to
investigate the effect of Gamified interaction
features in Language learning apps on users.
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in Language learning apps and their effects,
particularly in India, a developing country.
There is also a mounting interest of firms,
policymakers, and academics in emerging
economies, in India (Gupta & Srivastava,
2021). The current study was conducted to
keep abreast of the latest gamified elements
incorporated in Language learning apps, to
scrutinize novel advances and fill the
persevering gaps, and to offer suggestions,
both practical and managerial. An exhaustive
literature review on gamification revealed that
there are still inadequacies in empirical,
theoretical, and analytical methodological
techniques employed for the investigation of
gamified interaction features in Language
learning apps and their effects, particularly in
India, a developing country. Despite the
appropriateness of various frameworks, for
example Self-Determination Theory (Ryan &
Deci, 2000) / Flow Theory (Csikszentmihalyi,
1990), reviews brought to the fore the lack of a
theoretical
foundation
for
explaining
gamification effects; conspicuously, limited
studies are grounded on sound theoretic
backgrounds (Sailer et al., 2017). There is also
no substantiation of the efficiency of gamified
interaction features on brand engagement/
commitment. Furthermore, recent literature
evaluations have demonstrated an absence of
appreciation of the effects of innumerable
gamified interaction characteristics, as many
researchers regard gamification as one notion
or a one-dimensional construct (Sailer et al.,
2017).

gamified interaction features included in
Language learning apps and their relationship
with brand relation quality parameters,
namely consumers’ trust, commitment, and
satisfaction. Rarely have studies looked at the
associations between gamified interaction and
brand features, gamification being in a new
arena of marketing (Yang et al., 2017).
Although prior studies have investigated
some gamified features in Language learning
apps, namely their being easy/free to utilize
(Marques-Schafer & da Silva Orlando, 2018),
being motivating (Huynh et al., 2018), and
being flexible (Loewen et al., 2019), no indepth study has investigated the effect of
gamified interactions on users as consumers
and investigated their influence on brandengagement and relationship quality. More
crucially, the most evident shortcoming in this
corpus of research is that most studies do not
examine
consumer interactions
with
gamification features, instead assume that
consumers have encountered gamified
elements (Berger et al., 2017). As a result, such
studies frequently resort to analyzing
intentions to continue utilizing the gamified
approach on a more general level. Several
researchers confirmed the nuances of gamified
interactions on brand promotion (Spais et al.,
2022), brand equity (Xi & Hamari, 2020), brand
engagement (Lu & Ho, 2020), and brand love
(Hsu & Chen, 2018), and brand attitude (Yang
et al., 2017). Nonetheless, empirical evidence
of the impacts of gamified interaction features
on brand engagement and relationship quality
parameters, particularly for language learning
apps, is still lacking. As such, the study aims
to address the following research questions:

The researcher identified a research gap as the
relations between the gamification interaction
elements (achievement, absorption, and social)
in
Language
learning
apps,
brand
engagement, and brand-consumer relationship
parameters, namely trust, commitment, and
satisfaction had not been investigated by prior
studies. The current study targets to fill the
identified gap in the extant literature and
contributes to the extant studies in the fields of
language learning, behavioral sciences,
marketing, and gamification by scrutinizing
the relations between gamified interactions in
Language learning apps, engagement, and the
brand-consumer relationship, as well as offers
practical insights for the use of gamified
interactions as well as Language learning.

Do diverse forms of gamified interactions
facilitate brand engagement?
Does brand engagement influence brandconsumer relationship quality parameters in
the context of a Language learning app?
Does brand trust/commitment influence
brand satisfaction among Language learning
app users?
The ensuing is the structure of the paper: The
theoretical framework and conceptual model
are presented in the next section. The third
section details the methodology and approach
utilized to carry out this study. The findings
are given in section four. Section five provides

Founded on Self-Determination Theory, the
study investigates the influence of diverse
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the discussion of findings along with
theoretical,
managerial,
and
research
implications; the conclusion is given in the last
section.

particular brand, and brand engagement. They
also influence the need for relatedness,
autonomy, and competence (Xi & Hamari,
2019) by delivering constructive criticism,
particularly for language learning by
increasing the level of difficulty of tasks and
challenges (van Roy & Zaman, 2019).
Consumers prefer to feel greater liberty while
operating the apps for language acquisition,
thus components like progress blocks and
difficulty levels provide them a sense of selfsufficiency. The desire for achievement is
closely associated with the dares and
competence acquired when performing a task
(Ryan et al., 2006). The consumers feel a sense
of competence as they move from one level to
another using the Language apps and receive
feedback. This evokes a feeling of autonomy
as they feel they have acquired the requisite
language efficiency. They can compare their
performance with their peers and friends,
which further strengthens their feeling of
accomplishment. Finally, components like
rankings foster a sense of connectedness with
others by allowing them to relate with others.
As such, it was hypothesized that

2.
LITERATURE
REVIEW
AND
HYPOTHESIS DEVELOPMENT
2.1 Gamified interaction features in Language
learning Apps
Gamification for Language learning is still a
relatively new field (Dehganzadeh &
Dehganzadeh, 2020. The gamified interaction
elements constitute a design aimed at
providing pleasurable game-like experiences
for facilitating language learning, which has
been equated with a social learning experience
(Lantolf et al., 2015). The core idea of
gamification is utilizing game-like elements in
the non-gaming milieu (Seaborn & Fels, 2015),
to connect the attraction of games and enhance
motivation. As Language learning may be
perplexing,
demanding,
and
stressful
(Iaremenko, 2017), especially during the postpandemic scenario (Sharma & Alvi, 2021), it
requires adequate motivation; else the learners
may quit easily (Turan & Akdag-Cimen, 2019).
Gamification increases their motivation and
builds up language proficiency and selfreliance for learners (Castañeda & Cho, 2016).
This has resulted in an upsurge in the
utilization and implementation of gamified
interaction features for learning languages.
Fast industrial and technological progress has
also boosted the use of gamified features for
language acquisition.

H1.
Users’
interactions
with
gamified
Achievement-associated features in Language
learning apps have an affirmative effect on brand
engagement.
Absorption-associated interaction features appeal
to the users’ desires to escape from the
tangible factual mundaneness to new
simulated dreamlike locations, through roleplay and game narratives (Ryan et al., 2006)
used in Language learning apps. Most apps
use narratives or storylines, each linked with
an activity or task. Users complete each task
and move on, which fosters their competence.
The apps also provide a personalized
experience that adds to the competence
experienced by the consumers, giving them
the choice to select the level or course of
learning the language. These features
comprise narratives, avatars, narratives, etc.
(Koivisto & Hamari, 2019). In short, the
gamified interactions impact satisfaction by
fulfilling the consumers’ psychological needs
(Xi & Hamari, 2019). However, their effect on
brand
engagement
is
still
unclear.
Consequently, it was hypothesized that:

Researchers
have
confirmed
Gamified
Language learning interactions facilitate the
acquisition of skills e.g. listening skills
(Bustillo et al., 2017), vocabulary skills
(Ajisoko, 2020), and overall communication
skills, by making learning an adventure (Zhou
et al., 2017). These interactive features fall into
three categories: achievement interaction,
social interaction, and absorption interaction
features (Koivisto & Hamari, 2019).
Achievement interaction-associated features are
utilized very often in Language learning apps;
these include points, badges, leader boards,
coins, and bars indicating progress/levels of
difficulty (Koivisto & Hamari, 2019). These
interactions have been confirmed to influence
the consumers and facilitate feedback (Hassan
et al., 2019). This consequently affects the
consumer intention for the continuance of the
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H2. Users’ interactions with gamified Absorptionassociated features in Language learning apps have
an affirmative effect on brand engagement.

Extant literature has confirmed that the brand
interactions cause an experiential state termed
‘brand engagement’ (Calder et al., 2009).
Brand engagement can be defined as a notion
that may be advanced from a variety of
perspectives that capture and explain the
nature of interaction that consumers display
towards Language learning apps; these may
be extended to investigate marketing
engagements
by
persuading
intended
outcomes (e.g., brand commitment to
Language learning apps) or dissuading from
unintended actions (e.g., switching from one
Language learning brands/apps to another).
App brands build standards of trust and
reciprocity, creating prospects for involvement
by helping consumers to remain associated
with the brand and expanding their
cognizance of brands (Gil de Zúñiga et al.,
2012). This engagement has been considered a
one/multi-dimensional (Shen et al., 2019;
Verhoef et al., 2010) construct. It encompasses
emotion (or affect), cognition, and social
behavior. Brand engagement may be used as a
strategy to build a relationship between
Language learning app brands and users. It
may be considered a significant element in the
brand-consumer relationship. Consumers with
greater involvement with the brand stay more
satisfied with the brand (Weiger et al., 2017).
Additionally, when they actively connect with
a brand, they are more likely to promote it to
others and are more likely to purchase it
(Hutter et al., 2013) or to buy premium plans
offered by the Language learning app.
Engagement satisfies and fulfills the sense of
belonging (Agarwal & Mewafarosh, 2021).
Based on the literature review, it was
hypothesized that brand engagement will be
associated with brand-consumer relation
parameters in the context of Language
learning apps.

Social-associated interaction features comprise all
those interactions which call for competing,
cooperating, and networking with others
(Koivisto & Hamari, 2019). Research indicates
social features inculcate a sense of belonging
and relatedness among consumers (Sailer et
al., 2017). Prior research has found that these
features impact the need for relatedness while
competition emboldens characters to strive
towards a single motive (van Roy & Zaman,
2019), teamwork boosts the desire to toil
collectively for acquiring the main objectives
(Sailer et al., 2017), and interactivity permits
the consumers to stay connected. The
inclusion of such features in Language
learning apps assists the consumers in
interacting and sharing details with others,
which fosters a feeling of belonging and
relatedness among them. They enhance the
desire to improve language skills and
knowledge. They also help in enhancing the
consumers' communication skills which help
in building social relations. Thus, it was
assumed that:
H3.Users’ interactions with gamified Socialassociated features in Language learning apps have
an affirmative effect on brand engagement.
2.2 Gamification interactions and brand
engagement
Research has established gamified interactions
affirmatively influence brand attachment
(Yang et al., 2022), brand experience (Merdiaty
& Aldrin, 2022)), brand love (Hsu & Chen,
2018), brand responses (Lee & Ho., 2022),
brand association (Nobre & Ferreira, 2017),
brand equity (Kushwaha et al., 2020) and
brand attitude (Yang et al., 2017). Despite
extensive research on brand association with
brand connection (Arya, et al., 2018, 2019,
2021), a thorough investigation of the
influence of gamification interactions on the
brand-consumer relationship is limited
(Koivisto & Hamari, 2019), especially
regarding
Language
learning
apps.
Additionally, there is a lack of substantiation
on the efficiency of gamified interaction on
brand engagement and brand relationship,
which are the main constructs for assessing
the métier and worth of the Language learning
app brands.

H4A: Users’ perception of Brand engagement has
an affirmative effect on Commitment in brandconsumer relations.
H4B: Users’ perception of Brand engagement has
an affirmative effect on Trust in brand-consumer
relations.
H4C: Users’ perception of Brand engagement has
an affirmative effect on Satisfaction in brandconsumer relations.
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2.3 Brand-consumer relationship parameters
For a better comprehension of the brandconsumer association in the context of
Language
learning
apps,
relationship
parameters were measured for understanding
the relationship quality (Ferro et al., 2016;
Habeeb et al., 2021). Brand relationship, also
termed a consumer-brand relationship, refers
to the associations/relations consumers feel,
think, and maintain with a brand/product
(Veloutsou, 2007). The essential constructs for
managing brands are commitment, trust, and
satisfaction (Jiang et al., 2016; Jain et al., 2021;
Jhamb et al., 2021), with commitment and trust
being important for satisfaction. Language
learning apps users’ commitment and trust are
prerequisites for brand-consumer satisfaction.
Preparedness to accommodate the demands of
consumers in building and sustaining
relations over a longer length of time is
essential for marketing and relational
outcomes (Lui et al., 2009). Trust and
commitment are crucial components in
creating relationships (Morgan & Hunt 1994).
In the brand-consumer connection, trust is
critical (Dwyer et al., 1987), and is described as
a desire for depending on a partner in whom
he can confide (Moorman et al. 1992). When
partners in a relationship trust one other, they
commit to each other (Chou & Chen, 2018).
Commitment
can
be
understood
in
contradiction with susceptibility (Morgan &
Hunt 1994); consumers instead prefer
reliability. It acts as a barometer to check the
faithfulness (Miglani, 2018) of others.
According to previous research, trust is a
prerequisite for commitment (Chou & Chen,
2018). Huang (2017) discovered brand love
and trust elicited sensory, cognitive, and
behavioral responses, and resulted in brand
commitment. In short, trust is important for
commitment in the case of Language learning
apps:

commitment is impossible. Trust is based on
confidence in the apps’ reliability and
trustworthiness. Trust is needed (Gong et al.,
2022) as it serves a behavioral purpose
concerning assurance for the relationship
(Moorman et al. 1993). Therefore, trust based
on the fulfillment of all user aspirations with
the gamified interaction features in learning
apps is important:
H5B: Users’ perception of Trust has an affirmative
effect on satisfaction in brand-consumer relations.
Performance assessment encompasses the
aspects
of
relations,
which
include
tangible/intangible aspects of relations
(Parsons,
2002).
Tangible/intangible
performances take into account the quality of
relations based on not only trust, but also
commitment. Commitment is fundamental for
maintaining relationships (Morgan & Hunt,
1994). Commitment denotes a longing to
maintain relations between the users and the
app brands. The current study framed the
following hypothesis:
H6: Users’ perception of Commitment has an
affirmative effect on satisfaction in brand-consumer
relations.

Figure 1. Conceptual model and hypothesis
Source Author’s Own- based on extant
literature

H5A. Users’ perception of Trust has an affirmative
effect on commitment in brand-consumer relations.
Satisfaction of the consumers with the usage of
gamified interaction features in Language
learning apps may be considered as an
essential component of the brand-consumer
connection. It denotes an effective condition of
the outcome after comparing the relationship
and expected performances (Wilson, 1995),
based on actual evidence (Huntley, 2006).
Skarmeas et al. (2008) contend that
establishing strong relations without trust and

As demonstrated in Figure 1, the present
study develops a conceptual model of how
gamified-interaction features in Language
learning apps affect brand engagement and
consumer-brand relationship parameters. It
consists of three main components, Gamified
interaction features comprising Achievement,
Absorption, and Social interactions, Brand
engagement,
and
Brand-consumer
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relationship parameters comprising Trust,
Commitment, and Satisfaction with the
hypothesized paths.

sample size of 152 is sufficient for the present
study.
Among the respondents, twenty-five percent
were female and seventy-five were male.
Thirty-four percent came from rural family
backgrounds, whereas sixty-six percent came
from urban family backgrounds. Twenty-one
percent came from Hindi-medium schools,
while seventy-nine percent came from
English-medium schools. The average age was
18 years old, ranging from 16 to 20 years. The
users had set their preferred language to
English, and attempted preliminary tests that
checked their prior language skills before they
commenced with further levels. They learned
English as the second language; they
progressed on, earning points /badges
/bonuses, and continued using the apps,
completing
lessons/tasks
per
day
(Achievement), getting rewards on challenge
completion (competition) (Nah et al., 2013),
and interacting using networking (social), with
peers/friends and accomplished tasks and
competed with each other with immersion
(absorption). Moreover, there were no
restrictions/compulsions, as the respondents
were free to make their own decisions and
switch brands/ apps, since if the apps are
made compulsory/ used under pressure, the
predictions made would not hold.

3. METHOD
3.1 Data collection and Instrument Development
To scrutinize the relations between the select
factors and to test the proposed conceptual
model, an e-questionnaire was used for the
collection of data. Data was collected in March
2022, using Convenience Sampling Technique
(Rashid et al., 2022; Sharma et al., 2021). There
were seven constructs in this study. All were
based on extant studies and were quantified
on a Likert scale (from 1=strongly disagree, to
5=strongly agree). The gamified interactions
were considered as independent variables and
were measured using three items each, except
achievement, which was measured using four
items; all items were modified and adapted
from prior studies (Xi & Hamari, 2020).
Furthermore,
brand
engagement
was
measured using three items adopted and
modified from prior studies (So et al., 2014;
Vivek, 2009; Vivek et al., 2014). For
commitment, trust, and satisfaction a threeitem scale was used for each, founded on
earlier works by Mysen et al. (2011), Poppo et
al. (2008), and Andaleeb (1996), respectively.
3.2 Sample size and participants
The population of the study included
respondents who had been using Language
learning apps for Language acquisition.
Prospective
respondents
should
have
experience using Language learning apps to
participate in the study. As such, the users
studying at one institute were chosen; they
had been using the apps for Language
learning for at least two months. The sample
consisted of 152 respondents; the response rate
was 95%. Allowing for 10-time guideline for
sample size, which states that the size of the
sample must be ten times the number of
inward paths of the construct with the utmost
inward paths (Hair et al., 2017), the present
sample size was considered adequate.
Moreover, G*power 3.1.9 software was also
used to check the sample size adequacy (Faul
et al., 2007; Sharma et al., 2021, 2022a, 2022b).
Dattalo’s (2008) proposed settings were
utilized (α=0.05, β= 0.95, and effect size f 2 =
0.15). The minimal sample size for the
investigation was 146 when the error
probability is 0.05 and the confidence level is
95 percent. The results also suggest that the

3.3 Common method bias CMB evaluations
The current study used a quantitative
approach, based on data collected using a
single survey of self-reported metrics. To
overcome CMB, statistical and procedural
approaches were applied (Podsakoff et al.,
2003). In terms of procedures, individual
involvement was deliberate, and the author
assured the respondents' privacy and
discretion to minimize the likelihood of
dishonest or insincere responses (Podsakoff et
al. 2003). Furthermore, the in/dependent
constructs were presented in distinct sections
in the e-survey form, making it impossible for
respondents to draw cause-effect links
between
the
constructs.
Second,
a
comprehensive variance inflation factors
(VIFs) based collinearity test was conducted as
part of the statistical process. This test
stipulates that a VIF score above 3.3 (Kock,
2015) indicates the existence of common
method bias. The VIFs ranged from 1.355 to
2.264. As a result, there was no evidence to
show the presence of CMB.
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4.1 Measurement Model Assessment
The model’s reliability and validity were
evaluated. The reliability was assessed using
item reliability with factor loadings above 0.6.
Four items, one each from Competition, Trust,
Commitment, and Satisfaction was omitted
due to poor loadings. The loadings for each
item were statistically meaningful at 0.01
indicating good item dependability. However,
based on measurement model results, four
items were omitted from further study, due to
poor item loadings. Furthermore, all of the
constructs were logically coherent, as
measured by composite reliabilities (CR)
which was 0.7 or above (Nunnally &
Bernstein, 1994) as indicated in Table 1. The
validity test was conducted and each factor
was observed for average variance extracted
(AVE), which was found to be higher than
0.5 (Fornell & Larcker, 1981. The Stone–

4. DATA ANALYSIS
Data were subjected to a test of multivariate
normality with the free WebPower online
software. Outcomes displayed that the
distribution was not normally distributed as
specified by Mardia’s multivariate kurtosis (β
=104.96, p < 0.001) and skewness (β =15.45, p <
0.001); as such, it was considered the sample
does not come from a normal distribution. The
partial least square (PLS) SEM utilizing
SmartPLS 3.2.9 application (Ringle et al., 2015)
was used since it is a suitable approach due to
the lack of multivariate normality. Moreover,
the model was complicated and comprised
multiple indicators and variables; as the
sample size was also below 250, PLS was
considered an apt approach in comparison to
others, e.g. covariance-based SEM (Hair et al.,
2011).

Table 1 Measurement model assessment
Constructs

Items
A1
A2
Achievement
A3
A4
ABP1
Absorption
ABP2
ABP3
SI1
Social
interaction
SI2
BE1
BE2
Brand engagement
BE3
BE4
T1
Trust
T2
C1
Commitment
C2
SAT2
Satisfaction
SATI
Source: Author’s Calculation

Loadings
0.792
0.741
0.781
0.704
0.692
0.750
0.791
0.637
0.806
0.840
0.769
0.760
0.778
0.803
0.883
0.889
0.751
0.703
0.822

VIF
1.495
2.230
1.985
2.264
1.398
2.049
1.923
1.355
1.355
2.088
1.971
2.191
2.038
2.014
2.014
1.803
1.803
1.500
1.500

rho_A

CR

AVE

R2

R2 Adj

Q²

0.843

0.841

0.571

0.792

0.789

0.556

0.703

0.700

0.527

0.868

0.867

0.620

0.626

0.619

0.326

0.835

0.832

0.713

0.169

0.163

0.095

0.816

0.806

0.677

0.539

0.533

0.304

0.744

0.737

0.584

0.648

0.643

0.335

Table 2 Discriminant validity analysis
Achieve
Brand
Commit Absorp
-ment
engagement
-ment
-tion
Achievement
0.755
Brand engagement
0.787
0.684
Commitment
0.531
0.435
0.823
Absorption
0.565
0.709
0.523
0.745
Satisfaction
0.740
0.542
0.771
0.492
Social interaction
0.438
0.591
0.578
0.762
Trust
0.671
0.411
0.718
0.520
Source: Author’s Calculation
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Satisfac
-tion

Social
interaction

0.770
0.505
0.659

0.726
0.731

Trust

0.844

Geisser test was used to determine the model’s
predictive significance. The findings revealed,
in particular, that the Q2 estimation for the DV
was affirmative. Standardized Root Mean
Square Residual (SRMR), demarcated as the
variance in the implied and observed
correlation matrix, was used for testing model
fit. The estimation was below 0.08 (Hu &
Bentler, 1999) i.e. 0.047, which was considered
adequate (Henseler et al., 2014). Normed Fit
Index (NFI)/ Bentler and Bonett Index closer
to 1 represent better results. The findings
indicated NFI=0.876, which was considered an
acceptable fit.

domicile (rural/urban), and medium of
education (Hindi/English). Recent scholars
have recommended this control-variable
technique (Hult et al. 2018).

The AVE square root of constructs was more
than the correlations between the construct
items (Fornell & Larcker, 1981) as displayed in
Table 2 in bold fonts. The HTMT ratio has to
be less than 0.9 for data to be valid. The
highest HTMT value was 0.780; all values
were below 0.9 and were within the prescribed
limit for confirming discriminant validity. The
results for the HTMT ratio are shown in Table
3.

Figure 2. Research model showing β and t
values (Significance level *<.05, **=.001,
***<.000)
Source author’s own, based on Calculations
The findings showed that interacting with
gamified achievement-associated interactions
in Language learning apps influenced brand

Table 3 HTMT ratio
Achieve
-ment

Brand
engagement

Commit
-ment

Absorp
-tion

Satisfac
-tion

Social
interaction

Trust

0.738

----

Achievement
Brand engagement

0.681

Commitment

0.529

0.435

Absorption

0.562

0.710

0.526

Satisfaction

0.759

0.544

0.780

0.498

Social interaction

0.444

0.596

0.578

0.771

0.501

Trust
0.671
Source: Author’s Calculation

0.410

0.722

0.521

0.672

4.2 Structural Model Assessment
The model explained 61.9 percent of the
variance in brand engagement, 53.3 percent of
the variation in Commitment, and 16.3 percent
of the variation in Trust. Lastly, it showed a
64.3 percent variation in brand satisfaction.
The formulated hypotheses were examined
using standardized path coefficients, which
were computed using the bootstrapping
approach with 500 re-samplings. Finally, four
control factors are included in the study,
coded as dummy variables (0, 1) for
controlling Endogeneity, which may render
the results inconclusive. These included
gender (male/female), age (below/above 18),

engagement positively and significantly
(β=0.416, t=3.223), confirming H1. Gamified
Absorption-associated interactions had a
minor positive but negligible influence on
brand
engagement
(β=0.387;
t=1.015);
gamified social-associated interactions had no
significant influence on brand engagement (β=
0.114, t=0.263). Thus, H2 and H3 were rejected,
respectively. When employing the language
learning apps, the results showed that brand
engagement exerted an affirmative substantial
effect on brand trust (β=0.411; t=3.817), brand
commitment (β=0.168; t=1.786), and brand
satisfaction (β=0.235; t=2.137). As a result,
H4B, and H4C were validated; H4A was
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partially validated at p=0.05. Furthermore,
brand trust was found to have a strong
substantial affirmative effect on commitment
(β=0.649, t=6.982), based on which H5A was
validated; brand trust had no substantial
influence on satisfaction (β=0.175, t=1.052),
leading to the rejection of H5B. Finally, the
brand commitment had an affirmative effect
on brand satisfaction (β=0.548, t=3.632), which
supported the validity of H6 (Table 4, Figure
2).

relationship based on extant literature. To fill
the research gap identified, due to the paucity
of empirical data on how gamified interactions
boosted brand engagement and the quality of
the relationship between consumers and
brands, the current study focused on three
categories of gamified interaction features:
achievement,
absorption,
and
social
interaction in the context of Language learning
apps. The study found that gamified
interactions facilitated brand engagement,
thereby satisfactorily answering the first

Table 4 Hypotheses Testing
Hypotheses

β

STD

T

P

CI LL

CI HL

Results

H1:Achievement -> Brand engagement

0.416

0.129

3.223

0.001

0.129

0.619

Accepted

H2:Absorption-> Brand engagement

0.387

0.381

1.015

0.311

-0.878

0.907

Rejected

H3:Social -> Brand engagement

0.114

0.433

0.263

0.793

-0.695

1.004

Rejected

H4A :Brand engagement -> Commitment

0.168

0.094

1.786

0.050

0.008

0.373

Partially Accepted

H4B :Brand engagement -> Trust

0.411

0.108

3.817

0.000

0.189

0.607

Accepted

H4C :Brand engagement -> Satisfaction

0.235

0.110

2.137

0.033

0.023

0.446

Accepted

H5A: Trust -> Commitment

0.649

0.093

6.982

0.000

0.471

0.845

Accepted

H5B: Trust -> Satisfaction

0.175

0.166

1.052

0.293

-0.148

0.470

Rejected

H6:Commitment -> Satisfaction

0.548

0.151

3.632

0.000

0.258

0.817

Accepted

CI LL- confidence level low level=2.50%, CI HL-confidence level high level-=97.50%
Source: Author’s Calculation
Next, the four control variables were included,
and bootstrapping was done again, to find if
the control variables exerted any effect on the
results to check for Endogeneity issues, which
can be mitigated by using control variables
(Papies et al., 2016). The results upon the
inclusion of the control variables revealed that
none of them had a significant effect on the
dependent variable Satisfaction. Even though
the method may assist in addressing the
problem of Endogeneity (Papies et al., 2016) in
the model, the researcher recognizes the
concerns are not likely to have been
circumvented, even in the presence of control
variables. Hence, the issue may be viewed as a
limitation of the present study.

research question formulated. However, the
outcomes of the study demonstrated that only
gamified
achievement
interactions
significantly facilitated brand engagement, as
such hypothesis H1 was validated. In terms of
achievement features, these were more
important in the eyes of consumers, as they
provided a sense of accomplishment at having
learned the language, such as having points/
coins/insignia. Becoming a member team/
group, as well as competing/ cooperating
with networks through app features like
messaging/ chat-box, etc. provided the
consumers a feeling of belonging to each
other, but it seems the same did not apply to
their sense of belonging to the brand
community. All gamification features were
positively linked to engagement; however, the
results indicate the in the case of absorption
gamified interaction the effect was positive
was not strong on brand engagement as such
hypothesis H2 was rejected.

5. DISCUSSION
The present study developed a model
grounded on Self-Determination Theory for
investigating the influence of users' interaction
with achievement, absorption, and social
interaction gamification features in the
Language learning apps and their perceptions
of brand engagement and brand consumer

One possible explanation for the discrepancy
between the present results and previous
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studies is that features like personalizing/
profiling/ making virtual identity/avatars
present a social experience by allowing
consumers to display information about
themselves to others, which can make it easier
for them to provide details about themselves/
the brand rather than help and assist them in
learning a language. If the app solely provides
gamified absorption-associated interactions, it
will not draw the attention of consumers who
might want to utilize it for language
acquisition.
Furthermore,
getting
medals/badges can instill a sense of
competence in users, since they start believing
they have acquired the necessary abilities to
attain their objectives. Consumers prefer to
feel greater freedom while operating the apps,
thus components like progress blocks and
difficulty levels may provide them a sense of
self-sufficiency. Finally, components like
rankings may foster a sense of connectedness
with others by allowing them to relate to
others. The findings are consistent with prior
research in education using the online brand
(van Roy & Zaman, 2019), which established
gamified achievement elements helped
consumers feel proficient as well as
independent.
The influence of gamified social-related
interaction
features
(for
instance,
competitiveness,
networking,
and
collaboration) was favorable but not
statistically significant due to which
hypothesis H3 was rejected. Prior research has
found that the social elements have an impact
on the satisfaction of the need for relatedness
while teamwork boosts the desire to toil
collectively for acquiring the main objectives
(Sailer et al., 2017), and competition
emboldens characters to strive toward a single
motive (van Roy & Zaman, 2019), and
interacting permits the consumers to stay
connected. These current finding extends
previous investigations on interactivity
(Hanaysha et al., 2021), which specifies
consumers play an active part while
interacting with the situation/environment
(van Noort et al. 2012).

while brand satisfaction had a positive
significant association with commitment.
Thus, the study confirms numerous prior
brand-consumer relationship studies on
engagement,
trust,
satisfaction,
and
commitment. The present study demonstrated
the
constructive
influence
of
brand
engagement with the Language learning apps
was
desirable
for
brand
consumer
relationships, and consequently, marketing
outcomes. It implies that the consumers who
developed trust, and commitment using the
gamified learning app may endorse it to
others, have constructive things to say about it
to others, and use it in the future.
The third research question sought to gauge
the influence of brand trust and commitment
on brand satisfaction among Language
learning app users. The findings affirmed trust
influences commitment as perceived by the
users of Language learning apps based on
which Hypothesis H5A was validated but the
influence of trust on satisfaction though
positive was not statistically significant. As
such, hypothesis H5B was rejected. The results
confirmed that trust is an important factor in
commitment, endorsing prior studies which
found that commitment is ‘the basis of the
consumer-brand relationships’ (Chaudhuri &
Holbrook, 2001; sethi et al., 2021). The findings
established that commitment influences brand
satisfaction, in the context of Language
learning apps, which confirms preceding
studies (Farrelly & Quester, 2005). These
psychological
and
emotional
elements
experienced by the consumers towards the
brand were found to be crucial factors in the
context of Language learning apps, in India.
To sum up, the current study supports prior
studies which found that gamified features
positively affect user commitment (Huang &
Soman, 2013), as well as constructively
influence the language learning process.
5.1 Theoretical Contributions
This research complements the body of
research in several ways. Firstly, the current
study answers to appeals for more studies
exploring the influence of gamified interaction
on engagement, trust, commitment, and
satisfaction, in the context of digital language
acquisition grounded on Self-Determination
Theory. Furthermore, it builds on prior
gamification research by examining how
different gamified interactions affect brand

With regards to research question 2, brand
engagement was found to be associated with
consumer brand relation quality parameters,
trust, commitment, and satisfaction. All three
hypotheses, H4A, H4B and H4C were
validated. Brand commitment showed a
positive significant association with trust,
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engagement
differently.
While
earlier
research, based on theoretical frameworks on
gamification is quite uncommon (Sailer et al.,
2017), studies that give empirical proof of
gamification success in the context of
consumer-brand relationships are even
scarcer. Thus, the study fills the research gap,
by complementing the extant literature on
gamified interaction features in Language
learning apps.

To
increase
brand
engagement,
app
developers should strive for being genuine as
it enhances brand engagement and attachment
(Arya et al., 2018). They should integrate
accomplishment components in the app
design, such as rankings, etc. The gamified
elements need to be made very interactive and
achievement-oriented to generate experiential
involvement among consumers, expediting
the formation of brand engagement.
Consumers should have the ability to
compete/collaborate with friends as well as
with the brand community at large, to foster a
sense of accomplishment. For this, Language
learning apps should include diverse
challenges
requiring
collaboration
(for
instance, a task/challenge may be given in
which the consumers can invite others to
accomplish a language learning task in a given
period) or foster competition (for instance, a
task/challenge may be given in which the
consumers can invite others to accomplish a
language learning task collaboratively). As the
challenge perception will depend on the
consumers' skill and language proficiency, the
language apps should be designed with
several levels (from elementary to advanced
levels) and have the capacity of aligning
challenges/tasks with language skills.

Recent
literature
evaluations
have
demonstrated an absence of appreciation
regarding the impact of countless gamified
interactions, as researchers have been
concentrating more on gamification as a
distinct notion (Johnson et al., 2016; Sailer et
al., 2017); the investigation examines the
impact of three diverse kinds of gamified
interactions on brand engagement. Moreover,
previous research has mostly focused on
examining
individuals’
behavioral
intent rather than brand relationship quality
parameters; this study adds to the
gamification writings by concentrating on
consumer opinions and marketing in the
context of Language learning apps.
5.2 Managerial Contribution
The current research offers several practical
implications for enhancing the gamification
features of Language learning apps and their
success in the Indian market. To successfully
build and execute such gamified apps, it is
essential to comprehend the effect of
gamification interaction on the consumers. It is
recommended that these applications be
created in such a way that they can visually
register and record the results/progress of
language learning. The app developers may
incorporate more enhanced gamified design
aspects and interaction features to inspire and
motivate consumers. They may also integrate
more interactive features into gameplay for
language learning. Apps, for example, may
provide consumers with a variety of
alternative language challenges, as well as
award them with various badges based on
their achievements. To keep their attention,
the challenges may be built with rising
difficulty intensities to make them know they
are progressing and ensure they are learning.
Thus, along with interactivity, Language
learning apps may provide an ideal/optimum
level of challenge.

While the current study failed to confirm that
absorption/social-related
interactions
influence engagement, app developers may
permit the consumers to engage with these
aspects if they want to make them feel
competent when using the apps for learning.
In conclusion, the findings of this study assist
in determining which gamified interaction
elements are associated more strongly with
brand engagement. As a result, app
developers and other entities can focus on the
more relevant ones. Furthermore, the crucial
implication for brands is that all relationship
quality parameters exert an affirmative
significant impact on satisfaction; they play a
positive role and intensify the brandrelationship quality.
5.3 Future Scope & Limitation
Although the present study has several
strengths, it has its limitations too. It examined
consumer engagement with language learning
apps only, so the findings cannot be extended
to other contexts. Future studies may look into
additional apps with gamified features.
Furthermore, the gamification elements may
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