Information Systems and e-Business Management
https://doi.org/10.1007/510257-023-00629-z

ORIGINAL ARTICLE

™

Check for
updates

Adverse effects of using gamification elements in online
communities: a scoping review

Nirma Sadamali Jayawardena' - Aastha Behl?

Received: 16 June 2022 / Accepted: 1 November 2022
©The Author(s), under exclusive licence to Springer-Verlag GmbH Germany, part of Springer Nature 2023

Abstract

The game-based research is growing in popularity, however, the number of game
elements available to designers is still limited. As an alternative of incorporating
novel design approaches derived from games, researchers and practitioners tend to
focus on points, badges, and leader boards. The purpose of this paper is to explore
adverse effects of using gamification elements in online communities by employ-
ing the criteria of Arksey and O’Malley (Int J Soc Res Methodol 8(1):19-32, 2005)
five-stage framework that underpins the scoping review approach. Specifically, this
paper helps to advance the current knowledge of adverse effects of using gamifica-
tion elements in online communities in two ways. It highlights (1) a wide variety of
areas in which adverse effects of using gamification elements in online communities
has been examined, emphasising the rising popularity of the topic, (2) a collection
of themes that summarise the organisational level strategies in responding to adverse
effects of using gamification elements in online communities.

Keywords Adverse effects - Effective strategies - Organisational level - Scoping
review - Online communities - Arksey and O’Malley five-stage framework -
Gamification elements

1 Introduction
The purpose of this study is to present a detailed scoping review on adverse effects

of using gamification elements in online communities by employing the criteria
of Arksey and O’Malley (2005) five-stage framework that underpins the scoping
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review approach. Using this scoping review, authors identified two key themes that
summarize organisational strategies for responding to adverse effects of using gami-
fication elements in online communities. The use of badges to abstract the life of
a community allows us to monitor and analyze how the community is performing
(Bista et al. 2014). Gamification for online business must meet the aesthetic stand-
ards of its audience. Relationship design must consider motivation as well as encour-
aging online interaction (Xu 2020). Gamification has some ethical issues, such as
exploiting and manipulating students, according to Kim and Werbach (2016). They
suggest ways to avoid these issues, although they are not specifically related to edu-
cation. There are also a set of properties that must be considered when designing
gamification for deployment, especially in the Education domain (Toda et al. 2019;
Khan et al. 2020).

Although few studies have examined the negative effects of gamification on
learners, there are a few that do (Behl et al. 2022a, b; Jayawardena et al. 2022; Jaya-
wardena 2020a, b, c¢). In addition, there are few studies that analyze the gamified
design that is associated with those negative effects. By using two methodological
approaches, our scoping review becomes unique by focusing on the adverse effects
of gamification elements in online communities. Gamification can also have neg-
ative effects on companies and organizations, according to recent research (Chen
et al. 2020b). This section provides the basis for future research work that can sig-
nificantly contribute to the development of the domain of mitigating the adverse
effects of gamification elements in online communities (Toda et al. 2019; Khan et al.
2020). As a result, the main purpose of this study is to identify the adverse effects
in responding to the requirements of online communities by analyzing the findings
from the literature. A scoping review allows the discovery of themes that summarize
the organisational level strategies for addressing adverse effects caused by the use
of gamification elements in online communities (Toda et al. 2019; Khan et al. 2020;
Behl et al. 2022a, b).

2 The negative effects of gamification elements in online
communities

Online communities have embraced gamification in recent years as a strategy to
engage and encourage active participation (Regalado et al. 2021; Montola et al.
2009). An online community must be encouraged to contribute positively and fre-
quently for it to succeed and develop into a sustainable operation (Montola et al.
2009). The boundaries between games are eroding as they gain in popularity. Per-
vasive games blend fictional rules with everyday situations (Montola et al. 2009),
whereas serious games employ entertaining simulation environments for educational
purposes (Mohd et al. 2019). In today’s society, gamification is characterized by
the application of "game-design elements in non-game contexts" (Deterding et al.
2011), in which "game-like features" are incorporated into non-ludic applications
and services. Design techniques have been employed in a variety of fields, including
learning (Goehle 2013), work (Stanculescu et al. 2016), health (Stinson et al. 2013),
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and crowdsourcing (Melenhorst et al. 2015), in order to improve users’ engagement
(Darejeh and Salim 2016).

It is not the case that all members of an online community contribute equally to
the community’s life. It has been noted by Jakob Nielsen that "in most online com-
munities, 90% of users are lurkers, 9% contribute a little, and 1% account for almost
all the activity” (Chou 2010; Li 2011). Engagement in a community may be one of
the best ways to encourage its members to contribute, thus improving its chances
of sustainability (Chou 2010; Li 2011). The increased level of engagement leads to
better social connections, which fosters social cooperation among members of the
community (Chou 2010; Li 2011). However, it is challenging to increase contribu-
tions to online communities (Huotari and Hamari 2012). Gamification is also con-
text-dependent, and the inclusion of game-related elements like points, badges, and
leaderboards does not guarantee positive results (Toda et al. 2019; Khan et al. 2020).
In order to recommend an appropriate game, gamification experts consider variables
such as user profiling. As of yet, no studies have examined how gamification may
negatively impact learners in an educational setting (Toda et al. 2019; Khan et al.
2020). A gamified system or task should take into account the following factors:
Declining Effects, Cheating the System, Privacy, and Task Quality. These concerns,
however, pertain more to gamified online environments than to specific educational
settings.

3 Literature review

According to Arksey and O’Malley’s framework, the review involved (2.1) defin-
ing the research question, (2.2) identifying relevant studies, (2.3) selecting studies,
(2.4) charting data, and (2.5) summarizing and reporting the results (Arksey and
O’Malley 2005). It has been shown that previous systematic reviews of gamifica-
tion elements in online communities have served to summarize and communicate
findings and to determine the need for systematic reviews or other types of research
(Arksey and O’Malley 2005) to evaluate the effects of these elements (Arksey and
O’Malley 2005). Scoping reviews, as their name suggests, are ideal for determining
the extent of literature and studies available on a particular topic, as well as pro-
viding an overview (broad or detailed) of its focus. A scoping review is useful for
examining emerging evidence when it is unclear what other, more specific questions
can be addressed by a more precise systematic review (Arksey and O’Malley 2005).
As well as presenting the types of evidence that address and inform practice in the
field, they can also describe the research methodology.

Hence, authors selected the scoping review approach under the assumption of
collecting the evidence that address and inform practice in the gamification field
to find out the adverse effects of gamified elements within the online communities
(Arksey and O’Malley 2005; Munn et al. 2018). In the same way, systematic litera-
ture reviews are conducted by review groups with specialized skills, which identify
and retrieve international evidence relevant to a particular question or questions and
appraise and synthesize the results to inform practice, policy, and in some cases,
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further research (Munn et al. 2018). Table 1 further shows the difference between a
scoping review and a systematic literature review as follows.

4 First step: identifying the research questions

Identifying the research questions will be the first step of this study. Authors exam-
ined critical components contributing to adverse effects of online communities using
gamification elements. A search strategy was developed by the research team. Con-
sidering feasibility and comprehensiveness of the scoping process, authors decided
to focus on scientific articles published in English (Arksey and O’Malley 2005). The
following initial research questions were provided to guide the search to ensure that
a broad range of literature relevant to the topic was collected: (1) What is the sta-
tus of scholarly research on adverse effects of using gamification elements in online
communities? To ensure that a broad range of literature relevant to the topic was
collected, authors provided (2) a wide variety of areas in which adverse effects of
using gamification elements in online communities has been examined, emphasising
the rising popularity of the topic? and (3) What are the key themes that summarise
the organisational level strategies in responding to adverse effects of using gamifica-
tion elements in online communities ?

When considering the first research question (What is the status of scholarly
research on adverse effects of using gamification elements in online communi-
ties?), it was identified that not only empirical studies, but also the theoretical
or conceptual work, are reported in the scoping review findings, despite their
importance in the research process and interpretation (Arksey and O’Malley
2005). The heterogeneity of the field might have prevented our search strategy
from capturing some relevant studies. As part of our search strategy and study
selection criteria, authors conducted a preliminary literature review to minimize
this risk (Arksey and O’Malley 2005). Further, the second research question (A
wide variety of areas in which adverse effects of using gamification elements in

Table 1 The difference between a scoping review and a systematic literature review

Scoping review Systematic literature review

A scoping review is generally conducted in order Research synthesis, or systematic reviews, can
to identify and analyse gaps in a given knowledge be broadly defined as identifying and retrieving
base, as examining what has not been investigated international evidence related to a particular
or reported requires an exhaustive examination of question or questions and examining and syn-
all available sources thesizing the results to give insight to practice,
policy, and in some cases, further study
A scoping review aims to identify and map the To determine whether current practice is based on
available evidence relevant evidence, to assess its quality, and to
address potential uncertainties or variations in
practice, systematic reviews may be conducted

Used to clarify key concepts/definitions in the Used to confirm current practice/address any vari-
literature ation/to identify new practices

Source: Developed based on Arksey and O’Malley (2005); Munn et al. (2018)
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online communities has been examined, emphasising the rising popularity of
the topic?), identified that studies reporting on offline consumer participation in
innovation processes, studies exploring innovation intermediaries, and studies
looking at crowdfunding practices were excluded from the scoping review pro-
cess (Toda et al. 2019; Khan et al. 2020). The third research question of (What
are the key themes that summarise the organisational level strategies in respond-
ing to adverse effects of using gamification elements in online communities ?)
was devoted to identifying the key themes that summarise the organisational
level strategies in responding to adverse effects of using gamification elements in
online communities.

Through this scoping review, authors were able to identify two major key
themes which summarise the organisational level strategies in responding to
adverse effects of using gamification elements in online communities as gamified
elements which enhance the consumer engagement and gamification theories.

5 Second step: identifying relevant studies

The second step is to identify the research that are relevant for this scoping
review. Search keywords should be defined broadly to obtain a "broad coverage"
of current literature, according to the selected model in this study. Key topics
and search terms were created to acquire information on discovery of negative
gamification elements in online communities. There are various types of system-
atic literature reviews, among them were structured reviews (Canabal and White
IIT 2008), framework-based reviews (Paul and Benito 2018; Udall et al. 2020)
and meta-analysis (Barari et al. 2021). Accordingly, scoping reviews are the most
suitable review type for this study, as scoping reviews examine the extent, type,
and nature of research before undertaking a systematic review (Castro et al. 2018;
Jayawardena 2021; Jayawardena et al. 2020; Jayawardena and Jayawardena 2020).
Further, the authors examined the literature for a period of ten years (2012 to
May 2022). The primary objective of this scoping review is to identify the nega-
tive effects of gamification on online communities based on a thorough analysis
of prior literature (Arksey and O’Malley 2005). This is also supported by previ-
ous evaluations that used ten-year scoping reviews, the results of which linked the
previous research with the most recent strategies (Castro et al. 2018; Facey-Shaw
et al. 2020). Studies published by leading management and marketing organi-
zations were reviewed using the software program ’publish or perish. Authors
searched the database using several keywords, including negative effects of gami-
fication, adverse gamified elements and online communities, online vs negative
game effects, gamification, and adverse effects of using gamification elements
in online communities, organisational level strategies in responding to adverse
effects of using gamification elements in online communities. All results were
confined to peer-reviewed studies in English. The literature evaluation took three
months to complete, with the completion date been marked as 1st of June 2022
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6 Third step: selection of the studies

The literature evaluation took one months to complete, completing in July 2022.
An overview of the preliminary results from the various databases is presented in
Table 2.

Peer-reviewed English-language articles formed the basis for the analysis. Some
of the keywords used by the authors were disadvantages of gamification elements in
online communities; drawbacks of gamified elements among online communities;
Online communities’ drawbacks with gamified elements; Gamification’s drawbacks
for online communities and Gamification have some drawbacks in online communi-
ties. There was a total of 341 studies listed. To remain within the scope of the study,
all papers were not included. In the initial abstract screening method, some of the
studies have been eliminated without further consideration.

7 Forth step: data charting and collation

As part of Arksey and O’Malley’s (2005) scoping review framework, selected arti-
cles are charted. The summary for each article includes the author, year, context,
theory, and characteristics that show its limitations and suggestions. The inclusion
criteria include the studies which focused on management aspects of gamified ele-
ments towards online communities. Further, authors considered studies which
focused on organisational level online community-based strategies in mitigating the
negative effects of gamified elements. Also, authors included the studies which are
published during the period of 2012 to 2022. To avoid using obsolete material in
the study, such as gaps in the realm of the gamification and online platform liter-
ature. This is also supported by previous evaluations that used ten-year literature
reviews, with the results interlinking the previous research with the most recent find-
ings (Bassiouni and Hackley 2014; Sanakulov and Karjaluoto 2015). This scoping
review comprised 32 studies based on inclusion and exclusion criteria.

The PRISMA (The Preferred Reporting Items for Systematic reviews and Meta-
Analyses) guidelines have been incorporated into the selection of studies. The
PRISMA guidelines been used as this scoping review intends to identify the most
recent research gaps in game-based online communities. In doing so, this paper aug-
ments, recent related work looking at review articles in general by placing a greater
emphasis on the role of theory (Bassiouni and Hackley 2014; Sanakulov and Kar-
jaluoto 2015).

Table2 A preliminary search of o . "o W The
databases yielded the following number of
results articles
Web of science 341
Total 341
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Initially, the authors found a total of 341 publications. As a result of careful catego-
risation using Endnote, another group of 22 publications was identified as duplicate
(Selguk 2019). To select the papers that focused on the online communities which used
gamified elements, the abstract screening technique was applied. Initially, the abstracts
were reviewed, and articles that did not provide a special focus on circulation with
reference to online communities (121) were excluded from the study. Publications on
problematic contents in marketing and management such as the advantages or benefits
of gamified elements on online communities; gamified elements circulation in other
platforms excluding social media were dismissed owing to out-of-scope issues. Papers
on gamified elements within the organisational context written in non-marketing con-
text such as food science, computer science and education were removed due to out-of-
scope aspects. As a result, out of the remaining 198 articles, 166 were found to be not
suitable due to out-of-scope concerns. The remaining articles were evaluated using the
PRISMA criteria listed below (Fig. 1).

The selected studies include thirty-one (32) journal articles. Several future gaps
were established based on the foregoing discussion of management aspects of gami-
fied elements towards online communities. Next, authors classify the selected studies
as follows.

8 Fifth step: summarising and reporting findings

The fifth and final step of Arksey and O’Malley (2005) scoping review is summarizing
and reporting findings. This is presented under Table 3.

9 Discussion of the findings

This scoping review was organised to address the pre-determined research questions
developed using the Arksey and O’Malley (2005) five-stage framework of, identify-
ing the present status of scholarly research on adverse effects of using gamification
elements in online communities? To ensure that a broad range of literature relevant to
the topic was collected, authors provided, (2) a wide variety of areas in which adverse
effects of using gamification elements in online communities has been examined,
emphasising the rising popularity of the topic? and (3) What are the key themes that
summarise the organisational level strategies in responding to adverse effects of using
gamification elements in online communities ? Hence this section provides the answers
for these three study constructs based on the identified literature as follows.

10 The present status of scholarly research on adverse effects
of using gamification elements in online communities?
This scoping review, which covered a broad range of disciplines, indicates that gam-

ification is most effective when points, badges, and leader boards are used (Tobon
et al. 2020; Xu et al. 2020). In addition to rewards and challenges, points, badges,
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5 Records identified from Records removed before
'§ Databases through publish screening:
g or perish software » Duplicate records
_§ Web of Science (n=341) removed (n=22)
Records screened Records Excluded ** '
(n=319) [ "| Theout-of-scope studies
which did not focused
mainly the online
communities (n=121)

Screening

A

Records Excluded ** (n=166)

Records assessed for Reason 1: Low impact factor of the
eligibility (n =198 ) journal

Reason 2 : Not written in English
Reason 3: gamified elements within the
organisational context written in non-
marketing context such as food science,
computer science and education

Y
Studies included in review
Journal articles (n = 32)

[ included | |

Fig. 1 Flow chart of the literature search process

and leader boards were the most extensively tested gamification elements (Zainud-
din et al. 2020). Gamification works according to the Self-Determination Theory
(SDT) and the Technology Acceptance Model (TAM) (Tobon et al. 2020; Xu et al.
2020). Consumers receive points for loyalty and rewards programs, which can be
redeemed for products through gamification and these types of programs are there-
fore primarily concerned with gamifying the reward system (Jayawardena et al.
2021; Xu et al. 2020).

Further our findings emphasise the importance of identifying the adverse effects
of using gamification elements in online communities (Jayawardena et al. 2021; Xu
et al. 2020). In Table 1 authors see that attitude, enjoyment, and usefulness are the
three factors which predict gamification most accurately. Brand attitudes toward
gamification are influenced by intent, enjoyment, and usefulness (Baptista and
Oliveira 2019). Gamified experiences can enhance customer engagement if designed
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correctly. Marketing and app designers who use gamification should also include
outcome flow dimensions in their platforms to increase customer engagement (Whit-
taker et al. 2021a). In addition, a lack of user profile analysis, inappropriate design
methods, and gamification schemes that are too simple may result in applications
not achieving the desired results in online learning context (Urh et al. 2015).

A gamification approach is used in the software development stage to encourage
developers and testers to perform their tasks more effectively but is considered a
costly approach for other reasons than its usefulness (Platonova and BeérziSa, 2017).
It is extremely difficult to access the Internet in neighbourhoods of poverty; par-
ents should have access to computers and browsers that are up to date, adequate
broadband, and training in internet literacy (Love et al. 2016). Gamified website is
providing more personalized experience which could bring disadvantages when per-
sonalizing the user profile and gamification elements (Mansouri Ebrahimi 2016). It
was the loss of performance that was the most prevalent phenomenon, making less
effective ranking systems within learning environments have a negative psycholog-
ical impact (Toda et al. 2017). However, implementation issues and participation
issues can be seen in the gamified based online platforms (Zainuddin et al. 2020).
Cybersecurity issues and high costs were identified as the major adverse effects of
gamification in online communities.

11 The wide variety of areas in which adverse effects of using
gamification elements in online communities has been examined

The authors of this scoping review identified a wide range of areas where adverse
effects of using gamification elements in online communities have been studied. For
example, gamification, utilizing badges to provide an abstraction of the life of a com-
munity, enables us to monitor and analyse how the community is doing (Bista et al.
2014). For low-engaged community members who place high values on rewards,
distributive justice may reduce game-related uncertainty, thereby making gamified
practices less enjoyable (Leclercq et al. 2020a, b). Gamification must conform to
the aesthetic standards of the audience. Motivating online interaction also involves
motivating offline interaction (Xu 2020). Gamification is not only about the core ser-
vice or activity but also about how motivation levels differ between users (Hamari
et al. 2014), and educators attribute positive learning outcomes to the instructional
design of educational programs rather than games as instructional mediums (Li et al.
2012). The perception of enjoyment and ease of use are more important in determin-
ing intentions to use a hedonic information system than the perception of useful-
ness in online gamified communities (Heijden 2004) and it is noteworthy that the
introduction of leader boards in a given situation (students, year, and specialization)
decreases motivation (Furdu et al. 2017).

The use of gamification in software development encourages developers
and testers to perform their tasks more effectively, but it is considered a costly
approach for other reasons. (Platonova and BeérziSa, 2017). The design of an
enterprise gamification system should provide employees with sufficient infor-
mation and clarity and promote positive workplace relationships. Implementing
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enterprise gamification systems should be carefully planned with employee
feedback and consultation (Hinton et al. 2019). If the employees are also able
to provide performance data from their standpoint, gamifying a process would
provide immediate feedback and allow fast progress (Oprescu et al. 2014), there-
fore, literature further re-instated that gamification should not be an option, but
rather a norm (Nenadi¢ 2019).

Using technology to implement e-learning is effective through gamifica-
tion (Urh et al. 2015). In addition, a lack of user profile analysis, inappropri-
ate design methods, and gamification schemes that are too simple may result in
applications not achieving the desired results (Urh et al. 2015). It has been found
that men held a more positive view of gamification when considering gami-
fied recruitment in online communities, whereas female respondents viewed
gamification more as an entertainment tool than a recruitment tool (Khan et al.
2019). Participants in the survey viewed reliability as an advantage and stress
as a drawback of gamified recruitment (Khan et al. 2019). When considering
the gamified e-marketing, gamification does not always increase the likelihood
of a user acting (Hogberg et al. 2019). In fact, gamification requires active par-
ticipation from the user; otherwise, it may lead to a decrease in the likelihood of
converting on offers (Hogberg et al. 2019). Gamification in consumer contexts
generally uses mechanisms such as rewards and challenges (Tobon et al. 2020).

Considering motivation as a prerequisite for other psychological mediators
may not seem so strange, as the word itself implies a course of action (Helme-
falk 2019). Feng et al. 2020 studied whether integrating game elements into fit-
ness apps will improve engagement. Though the two stimuli in this study are
commensurate and incommensurate in terms of game elements, they may dif-
fer in other aspects, such as user interface design, usefulness, and ease-of-use.
Engagement and loyalty may be affected by different functionalities (Feng et al.
2020). Gamified experiences can be designed to enhance customer engagement
using Flow. For gamification to maximize customer engagement, marketers and
app designers should include both conditional and outcome flow dimensions
(Whittaker et al. 2021a). Games for mobile marketing should align hand ges-
tures with visual presentation and reward setting (Xi et al. 2019). Gamification
is influenced by attitudes, enjoyment, and usefulness. Gamification attitudes are
influenced by intent, enjoyment, and usefulness (Baptista and Oliveira 2019).

12 The key themes that summarise the organisational level
strategies in responding to adverse effects of using gamification
elements in online communities ?

Through this scoping review, authors were able to identify two major key themes

which summarise the organisational level strategies in responding to adverse
effects of using gamification elements in online communities.
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12.1 Gamified elements which enhance the consumer engagement

There is a tendency for elements, mechanisms, and mechanics to be interchange-
ably used (Baptista and Oliveira 2019; Jayawardena et al. 2021). Some definitions
on gamified elements, use terminology interchangeably when, in fact, they are dis-
tinct concepts. As the authors propose a new taxonomy the authors define gamifi-
cation objects as "the building blocks of a gamified system, which typically com-
prise items, characters, scripts, visual assets, and so on" and game mechanics as the
rules of the game (Liu et al. 2017). The mechanics of gaming are the mechanisms
that explain how elements (objects), rules (mechanics), and gamer characteristics
can combine to produce an experience that is engaging for players (Betzwieser et al.
2022). An example is Li (2018)’s study of whether gamification will increase Star-
bucks apps’ adoption. With the new Starbucks app, users can earn points and badges
(game elements). These gamification elements increased app adoption (Liu et al.
2017).

A gamification mechanism is the reward that accounts for the behaviour change
(Liu et al. 2017). According to Reiners et al. (2015), there are two types of gamifica-
tions: reward-based and meaningful. Reiners et al. (2015) define reward-based gami-
fication as using badges, levels, leader boards, achievements, and points to condition
real-world behaviour. This type of game-based motivation is intrinsic motivation,
and, although it affects behaviour short-term, it stops having an effect as soon as the
reward ends (Skinner et al. 2018).

12.2 Gamification theories

In gamification and online engagement literature, self-determination theory and
technology acceptance theory have been identified as the most prominent theories
(Tobon, et al. 2020). Games, according to the literature reviewed here, must include
one or more of the following elements: points, levels, leader boards, achievements/
badges, stories/themes, and avatars (Xu et al. 2020). It is unclear whether the rewards
are symbolic or can be redeemed for money or products (Xu et al. 2020). The level
represents a progression of increasingly difficult scenarios that can be reached, or
unlocked, based on the performance of the player to increase the intrinsic motivation
levels (Xu et al. 2020).

In order to allow social comparisons to be made, the leaderboard provides infor-
mation about the performance of other participants. Badges are earned by partici-
pants when they reach certain levels (Xu et al. 2020; Tobon, et al. 2020). There is a
clear distinction between storytelling/theme, which is the setting for the game that
allows the participant to understand the context, and avatars, which are the virtual
representations of the participants (Xu et al. 2020). Gamification systems can be
effectively used if a variety of mechanisms are used, including feedback, competi-
tion, rewards, challenges, social interaction, and rules; there are also certain condi-
tions inherent in the system, such as voluntary participation and challenging objec-
tives (Yang et al. 2017, 2020).

@ Springer



Adverse effects of using gamification elements in online...

The motivation for gamification is frequently viewed as extrinsic in nature, where
acquiring points, badges, or other rewards may explain why individuals engage
in such activities (Seaborn and Fels 2015; Xu et al. 2020). In spite of this, some
researchers have suggested that these types of incentives can serve as a source of
intrinsic motivation (Seaborn and Fels 2015; Xu et al. 2020). Kim and Ahn 2017,
for instance, have demonstrated that feedback as an implicit reward increases partici-
pation in a loyalty program more effectively than specific rewards, such as points. It
has been suggested by Olsson et al. (2015) that gamifying systems increase engage-
ment with an application. This behavioral change may be due to intrinsic motivation.

According to the Technology Acceptance Model (TAM), users engage with a
website that is easy to use, helpful, and useful (Xu et al. 2020; Jayawardena et al.
2021). There is no doubt that humans are naturally resistant to change, so learning
a new way to perform a task can be a challenge. However, if companies design their
e-commerce platforms to be simple and user-friendly, consumers are likely to adopt
these programs more readily. The study identifies the factors that influence behavior
(Xu et al. 2020; Jayawardena et al. 2021). Therefore, all behaviour is preceded by
an intention, and the intention is determined by attitudes about the behavior, sub-
jective norms, and perceived control over the behavior (Tobon, et al. 2020). In the
Gamification of Consumer Contexts, this theory has been employed to explain con-
sumer engagement with gamified products. Huotari and Hamari (2012) reported that
badges are an effective way to engage consumers with gamified products by compar-
ing their performance with others. As a result, subjective norms motivate people to
perform better (Kalutharawithana, and Jayawardena 2017; Jayawardena 2020a, b, c;
Pereira et al. 2022; Jayawardena 2020a, b, c).

13 Future research directions

Through this study, authors found several future research directions under consumer
behaviour, business strategy, online brand community behaviour and extrinsically
motivated consumers engagement.

14 Consumer behaviour research

The application of gamification has recently attracted the attention of practitioners
and researchers (Hoffman and Novak 2009). Various market research agencies pre-
dict that gamification will continue to grow in the future as companies apply it to
their activities. Gamification is typically focused on customers, so it naturally relates
to consumer behaviour (Jayawardena et al. 2021; Tobon et al. 2020). It is possible to
use games to engage online consumers in a specific context and for a limited period
of time (Xu et al. 2020; Jayawardena et al. 2021). Researchers will examine how to
respond to adverse effects of gamification elements in online communities in the
future (Xu et al. 2020; Jayawardena et al. 2021). Researchers should study consumer
behavior over time in extended gamification applications.
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15 Business strategy

Gamification is part of a business strategy to build long-term customer loyalty
(Xu et al. 2020; Jayawardena et al. 2021). It will take further analysis to determine
whether and how long-term gamification campaigns can be effective. After the gam-
ification campaign ends, will the consumer remain loyal? Tobon, et al. 2020, warn
that extrinsic motivation (when people act for a reward) is not effective over the
long haul since behaviours cease to exist without a reward. Although longitudinal
studies present a risk, only one has been found (Tobon, et al. 2020; Xu et al. 2020;
Jayawardena et al. 2021). In contrast, there are few studies that examine gamification
from the perspective of business strategy formation. Since gamification is heavily
influenced by information technologies (Seaborn and Fels 2015; Xu et al. 2020).

16 The online brand community behaviour

Jang et al. (2018) mentioned that an online brand community has been analyzed for
two years, and the result of the analysis has led to the conclusion that gamification
elements such as points, leader boards, and badges explain why online brand com-
munities are active. It was found that social benefits, belonging, and feeling con-
nected were the strongest predictors of this behavior (Furdu et al. 2017). Leisure
activities, such as virtual co-creation, can be influenced by intrinsic and extrinsic
motivations (Guay et al. 2000). Consumers who are intrinsically motivated are
mainly motivated by the activities themselves. (Gagné and Deci 2005) Persistent
contributions to the community, fun, genuine interest in the medium and content,
less intentional orientation, time filling and recreational activities, and hedonistic
satisfaction are intrinsic motivations (Fiiller 2010).

17 Extrinsically motivated consumers engagement

The extrinsically motivated consumers engage in activities to achieve a separate
objective (Wong-On-Wing et al. 2010). Such behaviours include situational involve-
ment, selective and intentional engagement, cognition, and interest in content, work,
and utilitarian benefits (Hoffman and Novak 2009). Rewards and goals also reinforce
behaviour (Hoffman and Novak 2009). The motivations of some individuals can be
internalized and lead to active commitments (Behl and Pal 2016; Behl et al. 2020;
Sharma et al. 2020; Behl and Singh 2014; Jayawardena et al. 2023; Jayawardena
2022; Behl et al. 2023). Voluntary acceptance of a task and its intrinsic value (Deci
and Ryan 2000). Intrinsic rewards are often small monetary prizes or social rewards,
such as a positive reputation in the community (Dahlander and Magnusson 2005;
Hertel et al. 2003).

The study has limitations, which suggest directions for future research (Behl and
Dutta 2019; Behl et al. 2019; Yeravdekar and Behl 2017; Behl 2020; Choudhury

@ Springer



Adverse effects of using gamification elements in online...

et al. 2021). Firstly, the study was conducted in the context of adverse gamifica-
tion elements within online communities. It may be possible to extend the scope of
our literature review to other topics in the future, such as gamification in travel or
education, to enhance the validity of our findings.In addition to user adverse expe-
riences and negative attitudes, future researchers may take into account mediators
such as perceived trust, perceived benefits, and perceived sacrifices in the relation-
ship between online gamified features and perceived value.

18 Practical implications

Gamification drives desired user behaviour through game mechanisms and design
(Behl et al. 2020; Sharma et al. 2020). Several studies used source credibility in dif-
ferent gamification settings (Lee 2012). Personality of the lecturer (qualifications,
experience), comments or recommendations provided by the lecturer, scrutiny and
assessment of issues was identified in education context (Lee 2012). To enhance the
impacts of games, it is important to understand the antecedents and motivations of
user engagement (Wong-On-Wing et al. 2010). To investigate gamification, authors
propose integrating and extending theories from previous online game literature,
user participation literature, and non-game contexts of the specific gamified appli-
cation design (Behl et al. 2020; Sharma et al. 2020). Hence it is recommended for
game-based e-learning designers to consider gamified user behaviour when design-
ing the e-learning platforms.

Further, this scoping review revealed two major key themes summarizing the
organisational level strategies for responding to adverse effects of gamification ele-
ments in online communities. In order to monitor and analyze how a community is
performing, authors use badges to abstract its life (Bista et al. 2014). Gamification
for business online must meet the aesthetic standards of the intended audience. In
addition to encouraging online interaction, motivation must also be considered when
designing relationships (Xu 2020). According to Li et al. (2012), educators can
attribute positive learning outcomes to the design of educational programs rather
than games. Among online gamified communities, enjoyment and ease of use are
more important than usefulness (Heijden 2004), and using leader boards reduces
motivation (Furdu et al. 2017; Pawar et al. 2017; Mendon et al. 2021; Bhattacharya
et al. 2017; Jayawardena et al. 2023; Jayawardena 2022; Behl et al. 2023; Behl and
Pal 2019).

Gamification improves the performance of software developers and testers, but
it is regarded as a costly solution despite its effectiveness (Platonova and Beérzisa,
2017). Employees need sufficient information and clarity from enterprise gamifi-
cation systems in order to foster positive relationships at work. Gamification sys-
tems should be implemented with employee feedback and consultation (Hinton
et al. 2019). According to the literature, gamification should not be an option, but
rather become the norm (Nenadi¢ 2019) by providing immediate feedback and
enabling immediate progress. In the past decade, developers and decision-makers
have realized that games and game-like appeals can serve as appropriate gamifica-
tions to attract people to virtual idea communities. Therefore, gamification gained
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momentum and was widely implemented into virtual idea communities (Furdu et al.
2017; Pawar et al. 2017; Mendon et al. 2021). It is important to remember, however,
that gamification doesn’t necessarily lead to positive results. As a result, obstacles
and challenges associated with gamification must be considered, but they are often
ignored (Furdu et al. 2017; Pawar et al. 2017; Mendon et al. 2021).

19 Theoretical implications

Based on this scoping review, which covered a wide range of disciplines, gamifi-
cation is most effective when points, badges, and leader boards are used (Tobon
et al. 2020; Xu et al. 2020). Aside from rewards and challenges, points, badges, and
leader boards were the most extensively tested gamification elements (Zainuddin
et al. 2020). Gamification is based on the Self-Determination Theory (SDT) and the
Technology Acceptance Model (TAM) (Tobon et al. 2020; Xu et al. 2020). Loyalty
and rewards programs reward consumers with points that can be redeemed for prod-
ucts through gamification (Jayawardena et al. 2021; Xu et al. 2020). In addition, our
findings emphasize the need to identify the adverse effects of using gamification ele-
ments in online communities (Nigam et al. 2022; Jayawardena et al. 2021; Xu et al.
2020).

According to Table 3, attitude, enjoyment, and usefulness are the three factors
that most accurately predict gamification. Gamification attitudes are influenced by
intent, enjoyment, and usefulness (Baptista and Oliveira 2019; Jayawardena et al.
2022). Gamified experiences can enhance customer engagement when designed cor-
rectly. Gamification platforms can increase customer engagement by using outcome
flow dimensions (Whittaker et al. 2021a). A lack of user profile analysis, inappro-
priate design methods, and overly simple gamification schemes can also result in
applications not achieving the desired results in online learning contexts (Urh et al.
2015). In addition, this study contributes to Arksey and O’Malley’s (2005) five-stage
framework for scoping reviews by being the first to focus on adverse effects of gami-
fied elements in online communities. In subsequent contexts, scoping reviews aim
to provide an overview of a potentially large and diverse body of literature, whereas
systematic reviews seek to gather empirical evidence from a relatively smaller num-
ber of studies that address a specific research question (Arksey and O’Malley 2005;
Higgins et al. 2011; Jayawardena and Karunarathne 2022).

Table 4 illustrates the future research perspectives based on the theoretical and
practical implications.

20 Conclusion

From this scoping review, authors were able to identify two major key themes
which summarise the organisational level strategies in responding to adverse
effects of using gamification elements in online communities. Gamification, in
which badges are used to abstract the life of a community, allows us to monitor
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and analyze how the community is performing (Bista et al. 2014). Gamification
of online business must meet the aesthetic standards of the intended audience.
Moreover, when designing relationships, motivation must be considered for both
online and offline interaction in addition to encouraging online interaction (Xu
2020).

It can be argued that educators can attribute positive learning outcomes to the
design of educational programs rather than games (Li et al. 2012). In online gam-
ified communities, the perception of enjoyment and ease of use are more impor-
tant than the perception of usefulness (Heijden 2004), and it is noteworthy that
the use of leader boards in a given situation (students, year, and specialization)
reduces motivation (Furdu et al. 2017; Pawar et al. 2017; Mendon et al. 2021,
Bhattacharya et al. 2017; Jayawardena et al. 2023; Jayawardena 2022; Behl et al.
2023; Behl and Pal 2019).

In the software development stage, gamification is used to encourage develop-
ers and testers to perform their tasks more effectively but is considered a costly
solution despite its usefulness (Platonova and BérziSa, 2017). An enterprise gam-
ification system should provide employees with sufficient information and clar-
ity and foster positive workplace relationships (Muthuri et al. 2022; Hillebrand
and Westner 2022). Gamification systems should be implemented carefully with
employee feedback and consultation (Hinton et al. 2019). In addition, gamifying
the process would give immediate feedback and allow for immediate progression
(Oprescu et al. 2014), therefore, literature further re-establishes that gamification
should not be an option, but rather a norm (Nenadi¢ 2019).

Gamification is an effective way to implement e-learning using technology
(Urh et al. 2015). Moreover, a lack of user profile analysis, poor design methods,
or gamification schemes that are too simple may result in applications not achiev-
ing the desired results (Urh et al. 2015). According to Khan et al. 2019, female
respondents saw gamification more as an entertainment tool than a recruitment
tool when considering gamified recruitment in online communities (Khan et al.
2019). It was found that survey respondents saw reliability as an advantage of
gamified recruitment and stress as a disadvantage (Khan et al. 2019).

In e-marketing campaigns, Gamification does not always increase the likeli-
hood of users taking action (Hogberg et al. 2019). Feng et al. 2020 examined
whether game elements could enhance consumer engagement with fitness appli-
cations. Despite the fact that, the two stimuli used in this study accurately reflect
the two applications by using comparable and incommensurate aspects of the
games, they may differ in other respects, such as usability, usability design, and
ease of use. The level of consumer engagement and loyalty may be affected by
different functionalities (Feng et al. 2020). It is possible to use a flow chart to
provide insight into how gamified experiences should be designed to increase
customer engagement. To increase the level of customer engagement, market-
ers and app developers should consider including both conditional and outcome
flow dimensions in gamified platforms (Whittaker et al. 2021b). In the pursuit
of enhancing consumer satisfaction, mobile marketing games should be designed
so that hand gestures are aligned with congruent visual presentation and reward
settings (Xi et al. 2019). To predict gamification most accurately, attitudes,
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enjoyment, and utility should be observed. Three factors can be used to predict
brand attitudes towards gamification: intent, enjoyment, and usefulness (Baptista
and Oliveira 2019).
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