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Abstract:

This study aimed to investigate the direct and indirect effect of the
dimensions of Gamification (Playfulness, Enjoyment, Ease of use, Usefulness, Social
influence) on brand advocacy via Brand love. Online survey was designed to collect
data from 427 customers Gamification on mobile phone. Path analysis was

employed to test the hypotheses using WarpPLS5.

The research results showed that there were direct positive significant
effects of dimensions of Gamification (Playfulness, Enjoyment, Social influence) on
brand advocacy. Moreover, the findings confirmed positive significant effects of
dimensions of Gamification (Playfulness, Enjoyment, Social influence) on brand
love. Additionaly, the findings confirmed positive significiant effect of brand love on
brand advocacy. Finally, the findings indicated that brand love mediated partially
the relationship between dimensions of Gamification(Playfulness, Enjoyment,
Social influence) on Brand Advocacy.

Keywords: Gamification, Brand love, Brand Advocacy.
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