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Abstract—This study examines the consumer’s visual
attention toward gamification options while watching the OTT
(Over-the-top) online content. Also, the impact of gamification on
user engagement (UE) on the OTT platform was studied using
data collected by conducting an eye-tracking experiment and
subsequently using a user engagement scale (UES). The study
was carried out at the marketing and behavioural lab of a
management institute in India using the OTT platform website
and Tobii eye-tracker. Empirical data was collected from 52
respondents within the age group between 23 to 35 years. The
relation between Attention to Gamification (AG), Reward
Satisfaction (RS), and User Engagement (UE) were studied by
running a mediating linear regression analysis. From the results,
it was found that respondents were equally interested in
watching the online content as well as ready to explore the
gamification options. The research findings demonstrate that
Reward Satisfaction (RS) acted as a mediating factor in the
relation between Attention to Gamification (AG) and User
Engagement (UE). This study adds to the literature on consumer
engagement towards gamification on the OTT platform, where
the literature is still limited. Future research could consider
mobile apps as a platform to undertake the study. This study
aimed to empirically test the effect of AG on UE with the
involvement of RS as a mediator. The study is the first of its type
to use eye-tracking data to understand the impact of gamification
on the OTT platform.

Keywords—Gamification; user engagement; eye-tracking; OTT
(Over-the-top); reward; visual attention

I.  INTRODUCTION

Technology is proliferating, and the internet offers a new
way of entertainment, which has augmented the adoption of
Over-the-top (OTT) media. The OTT platforms are a
significant by-product of the expansion and exploration of
digital media. The OTT market is anticipated to grow at a
compounded annual growth rate (CAGR) of 14.3 % to reach
US $86.80 billion by 2026 [1]. This growth is due to easily
accessible and inexpensive internet connections and low-cost
subscription-based OTT platforms. With technological
advancements in handheld devices, viewers can see content,
including videos, movies, series, etc., anytime and anywhere.
OTT service platforms like Netflix, Disney Hotstar, Amazon
Prime, Discovery Plus, YouTube, EPIC ON, ZEES5, and others
enable viewing movies, series, TV shows, and other content at
a click. The OTT market has steadily and slowly shaken the

linear, complex, and vertically unified television distribution
industry, which has been dominated for years by traditional
pay television channels [2]. The stagnancy of the conventional
television market created a vacuum in the media market. OTT
platforms have seized this chance to strategize about how to
engage with their customers more effectively, micro-target
them, customize their products, and take advantage of the
impending media collapse. This has eventually created an
inspiring and level-playing scenario for OTT content providers
[3]. Thus, to stay in the competition, many OTT platforms have
implemented gamification to provide value-added engagement
to customers [4]. Gamification is implemented to increase
awareness about the gamified platform, achieve a prominent
presence in the market, develop its user base, strengthen the
bonds with the viewers, and improve consumer engagement.

With multiple players in the OTT market, operators aim to
understand and offer services that cater to the viewer’s demand
by analysing the subscriber’s preferences, thereby transforming
how consumers consume online media content. The streaming
platforms provide viewers with the freedom to select and
access the content of their choice. Many platform providers
have adopted operational changes concerning content creation,
representation, and delivery to attract customers and gain their
loyalty, as well as the introduction of gamification to
encourage customers to participate actively. Games are
essential to motivation and engagement when applied to
interactive platforms [5]. Gamification refers to playing games
on the platform to achieve rewards that can be redeemed in
return and generate consumer engagement [6]. It is a concept
of improving services with value addition to gaming
experiences [7]. With gamification, consumers play games and
enjoy the experience, irrespective of the result, thus increasing
their involvement with the gamified platform [8] [9]. With
gamification tools, consumers participate in interactive games,
puzzles, questions, fantasy points, leader boards, bids, auctions,
badges, feedback challenges, performance or game progress
bars, lotteries, countdowns, and other options alongside
viewing content. Affordances (points, badges, and leader
boards) in gamification are the elements that form game
structure and induce gameful experiences. The user interfaces
with gamification and rewards (incentive to play games) shape
consumer behaviour [8]. Gamification has attracted many
retailers and e-commerce giants to include it for engaging
customers with loyalty programs, impacting consumers' buying
decisions and incremental sales [10]. The point-of-purchase
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marketing was improved for offline and online stores that
included gamification in the purchase process [11].
Gamification impacts viewers' behavioral outcomes, increasing
platform involvement, and engagement [7]. Gamification in the
marketing campaign comprises four levels: “attract, engage,
retain, and reward” [12], with the ultimate goal of enhancing
participation. Investigating gamification implementation in the
context of the OTT platform is of significant importance as the
OTT platforms are featured with online content viewing, which
leads to involvement, interaction, and playful machination of
the everyday world. Gamification enhances motivation [13];
therefore, the impact of gamification on customers' intention to
engage on the OTT platform deserves investigation.

Concerning the OTT platforms, studies have mainly
concentrated on examining the factors impacting the adaption
and adoption of OTT platforms by the viewers [14]. Other
studies include the OTT business models and approaches for
business extension [15]. Even though OTT platforms have
become part of everyday media, the studies related to the
adoption and effect of gamification on OTT platforms are
limited. ZEE5 (OTT platform) started ZEE5 Super Family
(ZSF), a gaming experience for fictional content viewers [4].
EPIC ON has incorporated games that let the viewers redeem
the rewards with coupons and discounts. Thus, this study tries
to understand if implementing gamification on the OTT
platforms improves customer engagement with the following
research questions-

RQ1: Does the customer pay equal attention to the
gamification option while watching the online content on the
OTT platform?

RQ2: Does the option to earn rewards on playing the game
act as a mediator between attention to gamification and
customer engagement on the OTT platform?

To address the above research questions, this study
considered the EPIC ON OTT website platform and collected
users’ visual attention data from an eye-tracking device to
investigate the effectiveness of gamification on OTT. Indian
OTT market is set to arise as the next biggest OTT market to
reach the value of % 138 billion by the end of the financial year
2023 with an estimated growth of 45%, following the USA [3].
OTT platforms have therefore been forced to implement
structural changes to improve user engagement and retention.
Many OTT service providers have embedded gamification into
their platforms. This technological and structural update
provides an important context that answers the research
questions.

The objective of this study is two-fold. Firstly, a lab
experiment was conducted using eye-tracking software to
investigate customers' visual attention towards the option to
watch and play the game on the OTT platform. Secondly, the
study examined the impact of reward as a mediator for
attention to gamification and user engagement. With the
growing competitive environment in the local and international
media marketplaces produced by global OTT services, it is
vital to develop a new strategy for each OTT service through
research that considers the viability of novel techniques like
gamification. As of yet, the OTT platform is used to view
content, but playing games on the OTT platform while
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watching content is a new concept. The results from this study
contribute to the body of literature on OTT-based gamification
and provide developers an insight into whether the
implementation of gamification on OTT is feasible.

The remainder of this research paper is comprised as
follows. First, the report starts with the literature review and
formulates the hypotheses. Then, the paper presents the
methods and outcome of the analysis. Thirdly, arguments on
the findings and implications are mentioned. Lastly, the report
provides limitations and directions for future research.

1. LITERATURE REVIEW

A. Gamification Research

Extensive use of the term gamification started an era ago
[16]. Since its commencement, it has been implemented in
diverse fields, including computer sciences, educational
scenarios, the health care sector, tourism, governance, research,
and marketing [17][18][19], to name a few. Gamification
means utilizing game elements and collaborating with various
platforms to improve engagement. It is an approach to
implementing game design components in the non-gaming
environment [16]. Gamification has been defined as “the
process of using game mechanics with other forms of
technology to increase engagement” [20]. Most of the
description of gamification that has been published state that it
adopts game-like strategies in non-game contexts and can
engage users and produce value that users perceive [21]. When
implementing gamification, the creation of customer
engagement is necessary. If the users do not experience
participation, the whole gamification process fails [7][6][16].

A few quantitative research studies have shown the causal
relationship between gamification, purchasing decisions, and
customer engagement. In human-computer interaction, "user
engagement" describes how people interrelate with the
technology that fascinates them. A study by [22] stated that
gamification improves adoption via playfulness, making
consumers curious about the innovative features and their
relative advantage. With gamification, consumers comment on
products or services, give reviews, and share the content,
increasing active users and repeated visits [23]. Gamification
consists of stages like- appeal, involve, hold, and monetize
[12], with the final goal to engage customers on the platform
[24]. Involvement in technology results in engagement from
the interaction between an emotional, cognitive, and
behavioural relationship [25]. Gamification has been
successfully applied across the learning management system
for the students, motivating and generating interest in the
subjects [26]. Employee engagement and job interest have been
seen to be improved with gamification [9]. Thus, much of the
research in the past has focused on understanding the role of
gamification in encouraging customer participation and
enhancing engagement in areas including social media, e-
commerce, fitness apps, etc. Previous researchers have
considered engagement and its effect on users; these ideas
involve studies related to loyalty [27][28], pleasure [27],
conviction [29], commitment and emotional connection [30].
However, gamification has been implemented recently in the
case of OTT platforms, so the research conducted to
understand the influence on viewer engagement is limited [31].
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Providing options to play games on the OTT platform offers
gameful experiences for the users regardless of the outcomes
[7]. The present work attempts to study the gap using an
experimental design in a lab setting with an eye-tracking tool.

B. OTT Platform

The increased internet penetration and availability of
multiple media platforms have stimulated video consumption
via digital platforms. OTT service platforms, adopted from the
TV set-top box, distribute video content using internet
protocol. Reference [32] indicated that there had been a
growing tendency toward the consumption of OTT platform
content compared to traditional TV. Bypassing cable and
satellite transmission, OTT video streaming services are
defined as digital platforms providing consumers with
handpicked content worldwide. A study by [33] stated that the
pattern of complete streaming seasons for instant consumption
has acted as a seed for the change from the television viewing
culture to OTT content viewing. With the rapid growth in the
media market, research studies have focused on user
acceptance behaviour towards OTT platforms. Studies show
that the content streamed over the platform and the
involvement of consumers with it has played an essential role
in consumers' reception and loyalty to the forum. This has led
to unique content on the OTT platform that ensures enhanced
experiences and consumer engagement [1]. Previous studies on
consumer behaviour towards OTT platforms adopted
expectation confirmation theory (ECT) [34] to understand the
continued use intention of the consumers. The technology
acceptance model (TAM) [35] was used to understand the
motivation systems theory [36] regarding the consumer’s
choice of OTT platforms. With the increase in the number of
OTT services and the number of viewers, [37] carried out user-
centric research to study the user experience on the OTT
platform (Netflix) based on uses and gratification theory
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(UGT) and TAM. Reference [38] used niche analysis and the
Uses and Gratification Theory (UGT) to inspect the viewers’
interest in the OTT platforms. As OTT platforms are in their
innovative stage, the service providers are experimenting with
different tools to increase engagement. Reference [39]
conducted a literature review study on 262 articles based on the
OTT phenomenon, adopting experimental analysis, descriptive
analysis, case study method, survey, content analysis, and
theoretical analysis. However, in India, the majority of the
studies on the OTT have used survey techniques. Thus, this
study fills a research gap by adopting a novel methodology like
experimental design using eye tracking in the Indian context.

C. Customer Engagement (CE) Research

Customer engagement (CE) research has gained
momentum. Gamification analysis primarily displays platform
engagement [40]. Attention has been defined differently across
various academic disciplines [41], and numerous definitions
have been used to describe diverse engagement objects and
subjects (e.g., brand engagement, customer engagement,
student engagement, user engagement, employee engagement).
In recent years, multiple studies have researched the
relationship between gamification and various forms of
engagement. Gamification implementation to motivate and
engage students in academics has received the most attention,
with education being the most fertile research field [42].
Nevertheless, research  concerning  engagement and
gamification in contexts apart from education is getting
attention rapidly. As mentioned in Table I, research studies
have investigated the link between gamification and brand
engagement [40],[60],[49]; customer engagement (e.g., [24],
[91, [47], [48]); employee engagement (e.g., [61]) and user
engagement (e.g. [55], [57]). The current study focuses on user
engagement, which is driven by gamification and related
reward.

TABLE I. STUDIES INVESTIGATING THE RELATIONSHIP BETWEEN ENGAGEMENT AND GAMIFICATION
Independent . . Research -
Reference variables Mediator/Moderator | Dependent variables design Key findings
Customer engagement
Game elements
(challenge, Customer engagement The studv identifi tial
Reference tasks, rewards, behaviours and Reward, relationship, loyalty and | Geographic € study 1dentities essential
[24] badges customer Subversion approach behaviours and processes of online
' ' . customer interaction.
leader boards and win | engagement emotions
condition)
Gamification may increase employee
Gamification and customer engagement, enhancing
Eg]erence mechanics for Egs;omfnreirtld employee Case Study how people interact with brands and
player types gage businesses and boosting workplace
efficiency.
Challenge,
entertainment, social Patient engagement is increased due to
Reference Gamification dynamlcs/ and Patient engagement (cognitive, the f_c;yr e_xperlentrl]al (_)utcomes that .
[44] mechanics escapism, emotional and behavioural) Case study gamification mechanisms generate in
Medical patients: challenge, amusement, social
predispositions dynamics, and escape.
and age
Perceived usefulness, Customers’ ?ercelveg enjdoym_ené and C:Jsefulness
Reference case of ) Focus group forecast brand attitude and engagement
- engagement Brand attitude intentions. These characteristics are not
[45] use, social influence X . and survey . .
and intention influenced by percel_ve_d ease of use.
Only brand attitude is influenced by
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enjoyment

perceived social impact.

Brand awareness, tourist

Reference experiences, tourist engagement, Gamification can be used in tourism
Game elements : Case study -
[46] customer loyalty, entertainment marketing
and employee management
Gamified customer
benefits Customer engagement behaviour P | and social lidati
Reference | (epistemic, social . gag Longitudinal ersonal and social consolidative
- - Age and experience and . reimbursements are the best drivers of
[47] integrative design
purchase engagement and purchase
and personal
integrative)
Customer experience Customer engagement toward the . . .
Game elements . P Y co-creation activity (conscious Win/ Io_se_ ch<_)|ces faI_I apart the bep_eflts
Reference (competition losing a contestPrior | o ytion, enthused participation Experiment of gamification. Losing a competition
[44] d ti level of customer d soci YI _p g P incorporates an adverse effect on client
and cooperation) engagement and socia connection) an encounters and engagement.
community
Gamification
principles (social Trust emphatically intercedes the
Reference interaction, sense of Hope, compulsion, Interviews relationship betv_veen gamification
48] control, customer encagement Purchases and standards_ and client engagement.
goals, progress 9ag survey Compulsion decreases the plausibility
tracking, of client engagement.
rewards and prompts)
Brand Engagement
L - Emotional brand Gamified communications that are
High interactivity; . - .
Reference gh interactivity; engagement; . . highly collaborating and optimally
optimal T Self-brand connection Experiment .
[49] hall cognitive brand challenging enable self-brand
challenge engagement connections.
Challenge, tasks,
Reference rewards E:uhs fomer engagement The findings distinguish primary forms
' ehaviours, i i i o7
[24] badges, leader board, R Rewardz relationship, loyalty, Geographic and results of C and CEB inside virtual
- fun/enjoyment (flow), subversion approach e
and win L . gamified stages.
L dissatisfaction
condition
Mobility has a significant effect on
. - User experience; : : : functional & hedonic features, while
Reference Efi:ictzlr\ilzg mobility, perceived E);i;?yequ'ty (perceived quality, Web-based mobility and utilitarian and hedonic
[50] [51] d hedonic feat benefits; perceived : t trust survey features influence consumer
and hedonic teatures values associations, trust) experience, which affects brand
fairness.
A Case study Marketing executives see increased
[Rlzf]erence qu?ﬁzﬁit,:%n aBr:gnbdr ae:gzg\i:;“?eer?;srand loyalty, and engagement as one of the most vital
interviews benefits of gamification.
Gamified packaging generates:
Reference Consumer brand engagement and hedomc_, functional, soua_l, and
[40] Gamification consumer benefits (functional Interviews academic edges for the client that are
hedoni ial. and educati ' | coupled to consumer whole
edonic, social, and educational) engagement dimensions (cognitive,
emotional, and behavioural)
Achievement and social interplay-
) related gamification feature positively
Imr_nersmn-, impact the three varieties of company
achievement- and Brand engagement engagement. Immersion-related
Reference . I - Brand awareness and brand A
52] somzliljrelz.ited (cognitive, emotional loyalty Survey garr_uflcatlon aspects are solely
gamification and behavioural) positively associated with social brand
features engagement. Brand engagement will
increase company consciousness and
brand loyalty.
User Engagement
Reference . Engagement with online _Gamlf_led themat!c actlymes, graphical
Game Design . incentives, and discussion boards
[53] - platforms Experiment . -
Mechanisms Obiecti tri influence member retention and
(Objective metrics) engagement.
Game elements Engagement toward a Respondents experience added
Reference ; tati .
[54] (points, computation ) Experiment engagement and show higher
rankings, achievement system, acceptance (attitude, behavioural intents toward the
and intention to use, and intention to gamified system. Perceived output
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social elements) recommend), perceived usability quality and perceived engagement
and perceived output quality influence the reception of the gamified
system
Game dynamics Com Gamification improves user
petence, . - g
Reference (rewards, autonomy User engagement with a gamified engagement by mediating
[55] competition, self- relate dnes;; and information system (vigor, Survey psychological needs, satisfaction
expression, . dedication, and absorption) (autonomy, competence, and
altruism) enjoyment relatedness), and fun.
TAM (perceived utility, ease of
use,
external factors, attitude towards
Sz;rtgtranelements (score and demonstrated results) and
Reference ay o r’ess bar and user ) ) Gamification impacts engagement
[56] IeSeIS engagement with a health mobile | Experiment positively, inspiring intrinsic
' app (focus and attention, usability motivation in the respondents.
leader board, - ;
perception, aesthetic aspects,
feedback) o P
supportability, originality, and
involvement)
Game elements Engagement with an app e .
[R5e7f]erence (competition (objective Experiment \(,Bv?trr?ltfr::a:on intensifies engagement
and leader boards) metric) PP
eclgmr;etssurate game Autonomy, competence, Users ;NhO engagr?.\é\{ith equivglent |
> relatedness, engagement game features exhibit greater interna
Reference (e.g., points) and - . motivation, are more involved in
\ behaviour Experiment - -
[58] incommensurate biecti trics). intrinsi physical activity, and are more devoted
elements (e. © J_ec |ye mle rlcls), intrinsic to the fitness app than users who do
. likes) motivation, loyalty not.
Perceived usefulness, . . .
. Engagement with Perceived ease of use, perceived
Reference perceived ease of use, bil - ful deni infl
[59] convenience and mobile Intention to use Survey usefulness, and enjoyment influence
- apps engagement, leading to users’ intention
enjoyment
Disparity in Engagement with online Gamification desian boosts doctors'
Reference Gamification Design partly platforms . amrtication design boosts doctors
professional - . . . Experiment participation in online health
[13] (Badges) o (objective metrics) and inequality -
seniority . communities.
economic of returns

The User Engagement Scale (UES), developed by [62], is
the most popular measure for user engagement. The original
UES included 31 components across six user engagement
dimensions (i.e., aesthetic appeal, felt involvement, novelty,
perceived usability, focused attention, and endurability). The
factors included the following- Focused Involvement (FI) (if
the experience is enjoyable or intriguing); Focused Attention
(FA) (focused concentration, absorption, and the loss of the
sense of time); Endurability "EN" (holistic response to the
experience and overall success of the interaction); Novelty
"NO" (interest or curiosity generated by the system throughout
the buying task); Perceived Usability ("PU™) and Aesthetic
Appeal ("AE") are two terms for the visual look of an interface,
which includes the visuals, graphics, and other items that
appeal to the user's senses (affective and cognitive aspects
derived from the use of the system).

Understanding individuals’ communicative patterns with
digital platforms (e.g., eHealth, elLearning, digital games,
social media, online search) is essential in studying their effects
on user behaviour [63]. With a wide variety of digital platforms
(e.g., social networking sites, mobile apps, web search engines,
and others), the association between gamification and user
engagement has been investigated in various contexts like
online platforms, mobile apps, learning management systems,
human computation and others (Table 1). These studies

established a positive relationship between gamification and
users’ engagement.

I1l. PROPOSED MODEL AND HYPOTHESES: GAMIFICATION
AND ENGAGEMENT

A. Study 1

For the first part of the study, the data from the eye-
tracking device was used to examine the users' visual attention
towards the option to watch online content and the opportunity
to play games. Eye-tracking data analysis helps to find patterns
in the respondent’s visual data. However, finding those
patterns and analyzing the eye-tracking data require more than
one visualization metric. Using multiple metrics to analyze the
eye-tracking data can improve the result [64]. Fixation count
(location), fixation length, and saccades (movement) are the
essential pieces of eye-tracking data that form important
parameters [65]. When the eye is reasonably still, it is called a
fixation. Fixations determine where participants fixate their eye
vision when viewing the platform. Visualization data regarding
fixation duration and the count was used for the present study.
Fixation Duration determines how long people spend staring at
a specific spot. Each interval is a few milliseconds long.
Processing is linked to increased duration, indicating
complexity, interest, or engagement. Fixation counts determine
which portion of the page receives more or less attention.
Fixation counts are numbered in sequence to see how people
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process survey pieces. Studies based on advertisements [66]
included visual attention data to analyze the impact on viewers.
Therefore, based on the above statements, the following
hypotheses are proposed.

H1: Duration of visual attention (fixation duration) towards
watching online content and gamification is the same.

H2: Visual attention, using fixation counts across watching
online content, and gamification are the same.

B. Study 2

For the second part of the study, a model in Fig. 1 is
proposed to understand if the viewer’s attention to gamification
impacts engagement with reward as a mediator. The data based
on the user's visual attention on a platform displays the depth
of user involvement on the platform and is an aspect of the user
experience [67]. Reference [23] and [68] analyzed the visual
attention data to understand user engagement. Gamification
elements impact the perceived ease of use of shopping and e-
banking websites [69]. Many gamified services introduce
challenges as one of the prime game elements [70]. Previous
research studies have shown that challenges in gamified
shopping impact buying behaviour [71]. A reward gained by
completing a task increases the likelihood of acting on that
reward [11]. This effect has been explored in situations other
than gamification and intrigues the effort necessary to
overcome the challenge. Earning a reward improves the
likeliness of the tip compared to receiving a prize by luck [72].
Benefits such as coupons, discounts, cashback offers, or free
subscriptions motivate and engage users. A reward is
considered an essential aspect of engaging customers in
gamification, and thus, the following conceptual model is
proposed, as given in Fig. 1.

Reward
Satisfaction

User
Engagement

Attention to
Gamification

Fig. 1. Attention to Gamification and its Impact on user Engagement with
Reward Satisfaction Acting as a Mediator.

1) Attention to gamification and user engagement: In their
study, [73] stated that the adoption of gamification
significantly leads to customer engagement. Reference [9]
cited gamification as a game design scheme to achieve
customer engagement and retention. Similarly, organizations
use gamification to motivate and engage employees and
customers [74]. Reference [48] suggested that gamification
helps firms achieve customer engagement via social
interactions. Reference [51] supported using gamification in
marketing activities to strengthen customer engagement.
Reference [75] stated that gamification’s adoption boosted
stakeholder engagement and is the primary driver of customer
engagement. Tourist destinations employ gamified journeys to
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engage visitors through various elements such as interactive
maps, challenges, rewards gain, plot, and other aspects [76].
Thus, to test the impact of gamification on user engagement
when implemented on OTT, the following hypothesis is
formulated:

H3: There is a positive relationship between Attention to
Gamification on the OTT platform and User Engagement.

2) Reward satisfaction and user  engagement:
Gamification on a gamified platform involves dealing with
obstacles or being challenged [77], and dealing with such
contests takes a certain amount of engagement. Continued
engagement intent is driven by reward fulfillment. An
extrinsic motivator, such as a reward, is a particular outcome
of an activity that seeks to influence a person toward a specific
action (like playing games). A reward represents a distinct
outcome from the act itself, making it an extrinsic incentive
and a motivator [78]. In the gamification literature, rewards
are frequently used to incentivize activity. Users feel their
connections with the gamified system are valuable and
meaningful if they achieve rewards via participation [11]. In
our study, on playing games, users were rewarded in the form
of coupons, discounts, and redemption in monetary or non-
monetary conditions. As rewards act as an extrinsic motivator
to improve user engagement, the following hypotheses is
proposed:

H4: There is a positive relationship between Attention to
Gamification (AG) and Reward Satisfaction (RS).

H5: There is a positive relationship between Reward
Satisfaction (RS) and User Engagement (UE).

H6: Reward Satisfaction (RS) mediates the effects of
Attention to Gamification (AG) and User Engagement (UE).

IV. METHOD

A. Data Collection and Procedure

The experimental study was conducted in a marketing and
behavioural studies lab within the college campus premises in
November and December 2021. In the experimental setup, the
respondents were assigned to a gamified situation. Data was
collected from the eye-tracking device and administered
through a quantitative questionnaire. The respondents were
instructed to browse through the OTT platform website, but
nothing was informed about the gamification option. The
participants were briefed about the various navigation choices
available on the website and were allowed to browse at their
leisure. In the lab, the respondents were made to sit in front of
a laptop with a Tobii Eye tracker installed. After the calibration
procedure, the participants explored the OTT platform website.
The method of calibration involves estimating a subject's eyes'
geometrical properties to create a fully-tailored and precise
estimation of their gaze point location. The user is instructed to
focus on specific points on the screen during calibration, also
referred to as calibration dots.

In the gamified condition, the respondents were free to play
games while browsing the website. The website hosted
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numerous games, which included fun games, puzzles, logic
games, candy games, train the brain games, and others. These
games offered coins which were declared at the end. One
currency was rewarded for every 10 points earned by players
while playing the game. On earning coins, respondents could
redeem those coins in the form of discounts or cash back. After
the respondents had finished navigating through the website,
they were instructed to complete the questionnaire.

B. Participants

As the study was conducted in the institute’s laboratory and
respondents were approached from within the campus; thus,
convenience sampling was adopted. Initially, the total number
of respondents was 60. Out of these, 8 participants failed the
calibration process or had an incomplete recording. Finally, 52
participants’ data was used during the analysis, as given in
Table I1, out of which 50 percent were females, and 50 percent
were males in the age group between 20 years to 35 years. The
participants were presented with a memento on task
completion.

TABLE II. DEMOGRAPHICS OF RESPONDENT
Items Types N %
Male 26 50
Gender
Female 26 50
20-30 47 91
Age
30-35 5 9
Occupation Students 52 100
. Post-Graduate 45 87
Education
Ph. D. Scholar 7 13
Less than 1 hour 7 14
Time spent on the
OTT platform 1-2 hours 20 38
2-3 hours 25 48

Note(s): N represents the number, % represents the percentage

C. Measures

The study variables were measured using a five-point
Likert scale (Strongly Agree to Disagree Strongly) based on
previous literature (see Appendix A). Individuals’ interactions
with the website were measured using the visualization data
from eye-tracking. User engagement was measured using the
user engagement scale (UES) by adopting dimensions-
aesthetic appeal (AE), focused attention (FA), perceived
usability (PU), and reward satisfaction (RS). It felt involvement
and novelty (FN). Lastly, the study includes four control
variables: age, gender, and how much time the users spend on
the OTT platform daily.

D. Attention to Watching Online Content and Gamification

Several eye-tracking statistical metrics are frequently used
to translate simple eye gazing into insightful data. These
metrics give a quantitative assessment and can be determined
as a count, a mean, a maximum value, a minimum value, or a
summation value [79]. A commonly used metric is the fixation
duration and fixation count. Fixation count is used in
understanding which stimuli a viewer viewed more than other
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stimuli content. Another measurement, fixation duration, gives
a similar meaning but with a time measurement of a stationary
position of the gaze point. Reference [80] measured the visual
attention of the respondent using the metrics like fixation
duration, fixation counts, mouse clicks, click-through rates, and
page sights. In the present study, fixation duration and fixation
count are used to measure visual attention toward watching
online content and gamification for analysis. For the current
study based on gamification, these forms of participant-action
metrics can understand the experience and awareness of the
viewers.

E. Apparatus and Material

An OTT platform service provider with a game-playing
option was considered for the experiment. Tobii eye-tracking
devices and software were used to quantify visual attention.
The eye tracker used in the study is a hardware device clamped
to the laptop screen. It is a technology that accurately records
the participants’ gaze behaviours. The output from the
equipment is in the form of a video that shows where on the
screen the participant has looked during the whole experiment.
It presents visual data through gaze plots, heat maps, and
clusters. The gaze points were filtered using Tobii I-VT
(Attention) fixation filter [79]. The fixations duration and
fixation count on the targeted options of the website were
considered. Peer researchers visually reviewed a random set of
coded data for quality faults.

V. DATA ANALYSIS AND RESULTS

The data from the study were analyzed in two stages. In the
first stage, visualization data for the watch (content) and play
(gamification) options in the form of fixation duration and
fixation count were analyzed. In the second stage, the
mediation model was tested using regression analysis.

A. First Part of the Analysis

For analysis, visualization data was collected using gaze
plots and heat maps. Gaze plot data collate data for fixation
duration and fixation count. The primary purpose of the gaze
plot is to show the time sequence of where and when the
respondent is looking at. Along with gaze plots, heatmaps are
an effective tool for analyzing user behaviour on website
pages, which includes user clicks, how far they scroll, and what
they pay attention to or ignore. Using a heat map, researchers
can identify the portion of a stimulus where participants spent
the maximum time. The heatmap's color palette makes it
possible to distinguish between places with longer dwell
durations and shorter dwell times [81]. The heatmaps show
how the total number of fixations is spread across the screen.
The deeper red areas indicate which parts of the screen
involved the maximum number of desires, and the green areas
show the least attended function.

Fig. 2 and Fig. 3 represent aggregated heat map data
images with the red color denoting maximum concentration
and green indicating the least amount. At a glance, attention is
more dispersed during the website navigation task, more
concentrated on the play option (Fig. 2) and the watch option
(Fig. 3) area on the website. Thus, stating that the visual
attention towards both options was almost similar. The initial
part of the quantitative finding answers the first part of the
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research question- whether the viewer’s attention toward the
opportunity to watch online content and the gamification
option is the same. As the data under consideration
(visualization data from gaze plots) has non-normal
distribution, a non-parametric Mann-Whitney test was
performed. The proposed hypotheses H1 and H2 were tested
using the Mann-Whitney U test. This test's dependent variable
is continuous or ordinal and compares variances between two
independent groups.

Fig. 2. A Heat Map with Maximum Concentration on the Play Option on the
OTT Platform. Source: Tobii Eye Tracker (Visualisation Data).

Fig. 3. A Heat Map with Maximum Concentration on the Watch Option on
the OTT Platform. Source: Tobii Eye Tracker (Visualisation Data).

From Table 111 and Table IV, N=52, the mean rank for the
option to play is more than the watch option, with U=1053.5
and p=0.052(the significance level, p<0.05) for the fixation
duration and U=1056.5 and p=0.54(the significance level,
p<0.05) for the fixation count, suggests that the difference
between the fixation data for watch option and play option is
insignificant. This states that both options' visualization data
(fixation data) are not significantly different. Thus, hypotheses
H1 and H2 are accepted.
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TABLE IV.  MANN-WHITNEY TEST STATISTICS FOR FIXATION DURATION
(FD) AND FIXATION COUNT (FC)
FD FC
Mann-Whitney U 1053.50 1056.50
Wilcoxon W 2431.50 2434.50
Z -1.941 -1.930
Asymp. Sig. (2-tailed) .052 .054

a. Grouping Variable: Tabs
Note: p<0.05

OTT platforms are primarily considered for viewing online
content in the forms of web series, movies, and others. The
above results inferred that the viewers paid equal attention to
the watch option and the option to play games while browsing
the website. Thus, a potential strategy for OTT platform
developers to work on adopting gamification to enhance user
engagement can be considered.

B. Second Part of the Analysis

In the second part of the study, the proposed hypotheses
based on the mediation model were tested using regression
analysis presented by [82]. The research was conducted using
SPSS 22.0 software to test the mediating effect. It was
examined that Reward Satisfaction (RS) acted as a mediator
between attention to gamification (AG) and user engagement
(UE). AG was measured using the fixation duration data from
the eye-tracker. For RS and UE, data was collected using a
questionnaire that had 16 items based on the User Engagement
Scale (UES) [62].

1) Hypothesis testing: Previous research on gamification
has incorporated regression analysis using structural equation
modeling (SEM) [69]. The present study attempted to predict
user engagement (dependent variable) based on attention
towards gamification (independent variable) with reward
satisfaction as a mediator. As recommended by [70], multiple
regression analysis was used to test the model. Multiple
regression analysis is an extended form of linear regression
analysis. It predicts the value of a variable based on the value
of two or more other variables. It determines the overall fit of
the model and the contribution of each of the predictors to the
total variance.

TABLE V. REGRESSION ANALYSIS
we [o [ [0 v |+ [om [V
AGRrs | o4 | 1 oasp | 24103 100 1y g8 o
AG-UE | 22 |29 | ooss |99 | 27 | 09 | 1906 o
reUE |37 |2 ooz | 2|93 |00 1 1a3 o

TABLE IIl.  RANKS STATISTICS FOR FIXATION DURATION (FD) AND
FIXATION COUNT (FC)
Fixation Duration L
(FD) Fixation Count (FC)
N Mean Sum of Mean Sum of
Tabs Rank Ranks Rank Ranks
Watch 52 46.76 2431.50 46.82 2434.50
Gamification 52 58.24 3028.50 58.18 3025.50
Total 104

The regression analysis states that all the hypotheses have
been supported as per Table V. Durbin-Watson statistics is
between 1.5 and 2.5; hence there is no autocorrelation [83]. By
analyzing the path connecting AG to RS (H4), it can be stated
that AG substantially impacts RS for the viewers. It explains
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nearly 15.2% of the total RS variance. The B coefficient of this
path is 0.382 and was found to be statistically significant at
p<0.000.

The mediating regression analysis output is presented in
Table VI. The statistics propose that AG under the mediating
effect of RS (H6) is an essential predictor of UE. Sobel
statistics suggested by [84], with a p-value < 0.05, was used to
signify the mediating regression. The study revealed that the
direct effect (¢’=0.15) of AG on UE is insignificant, whereas
the indirect effect (a x b= 0.124, p<0.05) is significant,
indicating that RS plays a mediating role between AG and UE.
Complete mediation occurs in a condition where the
independent variable has no effect when the mediator is
controlled [82]. AG accounted for 5% variability in UE.
However, when RS was introduced as a mediating variable
between AG and UE, the variability increased to 12%, which is
more than double compared to the AG- UE model. Thus, the
model improved with the mediating effect of RS.
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Our study highlights that gamification adoption improves
user engagement with rewards as one of the key contributors.
Therefore, the developers need to pay attention to innovating
and improving the adoption of gamification across OTT
platforms. This seems logical because when the user is
provided with an option to play and earn, they feel motivated
and engage on the platform. Although the application of
gamification on the OTT service providers' platform is in its
primary stage, our study highlights a positive future.
Considering that the satisfaction of the reward is a mediator, it
will be a practical step to improvise the quality of the reward to
improve user engagement. This improvement seems reasonable
as the users will have options to earn good quality rewards
while playing short and easy games on the OTT platform [11],
[85]. It will enhance their interest in playing and watching
online content.

TABLE VI. MEDIATING REGRESSION ANALYSIS
Effects of IV Effects of Direct effect | Indirect Total effects . Sobel
v MV DV on MV (a) MVon DV (b) | (¢ effect (a x b) c'+(ax b) Mediation p-value
0.371 Complete
*
AG RS UE 0.382 (0.087) (0.092)* 0.15 (0.09) 0.124 0.261(0.001) | < i 0.002

Notes: 1V, independent variable; MV, mediating variable; DV, dependent variable; AG, Attention to gamification; RS, reward satisfaction; UE, User Engagement.

*p<0.05

VI. DISCUSSION AND IMPLICATIONS OF RESEARCH

Many companies are driving their focus toward
implementation gamification in their business processes to
improve employee-customer engagement. Businesses employ
game features to increase repeat purchasing behaviour. This
study aims to understand if the adoption of gamification with
reward enhances user engagement. While previous studies
[69], [86] have attempted to link gamification to customer
engagement, the current study mediation process was used to
understand how rewards motivate viewers on the OTT
platform. This part of the paper suggests theoretical and
practical applications of the study conducted, thereby adding to
the body of knowledge by advancing the theoretical and
practical discussion related to gamification adoption and
behavioural studies.

This study makes several significant theoretical
contributions. Firstly, the study is one of its kind to
demonstrate the relation between gamification, reward, and
user engagement. An experiment was designed to test how
gamification and rewards influenced viewer engagement.
Earlier studies have used the gamification concept across
platforms like tourism websites, mobile apps, crowdfunding
platforms, and others. In contrast, the current study considered
an OTT platform to test the impact of gamification on viewer
engagement. Since its inception, users have been using OTT
platforms to watch online content in web series, movies, and
others. This study brings a new perspective toward
understanding the role of gamification on the OTT platform,
which is in its booming stage. Previous studies concerning
OTT platforms have focused on understanding the users'
adoption behaviour. With the adoption of gamification on the

OTT platform, OTT service providers are reshaping their basic
structures of providing online content. Thus, this study
provides insight into the practicality of the OTT platform's new
approach, like gamification. A survey by [87] stated that
reward was a mediator in the relationship between gamification
and motivation (hedonic and utilitarian). Similarly, the current
study successfully analyses the mediating role of rewards in the
relationship between gamification and user engagement. This
study is a first-hand approach to conducting eye-tracking
analysis on the OTT platform, thereby adding to the literature
on the methods used across OTT platforms.

In addition to the theoretical contributions, several
managerial implications derive from the study's empirical
results. Integrating gamification components into marketing,
social media, community, and other digital brand experiences
is a potent user engagement tactic for increasing engagement.
Though not a one-size-fits-all solution, gamification can assist
in increasing brand and content awareness in the OTT video
market in various ways when used carefully and tailored to the
content [88]. Earlier research demonstrated that gamification
positively impacts buying behaviour and engagement [54],
[61]. The results from the present study support the inclusion
of gamification for increasing engagement. The findings state
several practical suggestions to help OTT platform developers
and marketers make better decisions regarding the
implementation of gamification. With gamification getting a
similar amount of visual attention compared to watching
content options, marketers and developers must work hard
towards the appropriate implementation of gamification to
increase user engagement on OTT platforms.

Game components like rewards (received upon playing
games) make it desirable for consumers to interact with
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gamification options and influence user engagement. Game
designers can think about including challenges and real-time
feedback in their games so that users can keep track of their
improvement and outcomes. Players can receive points for
their efforts and, based on the points earned, progress to
advanced levels with more challenging activities, giving them
the impression that their abilities are growing and that spending
time on such platforms is valuable. Gamification on the OTT
platform is in the nascent stage, so game developers should pay
attention to the game's aesthetic appeal as it is the first thing
the user views. Games that are visually attractive with high-
quality graphics have a high chance of getting spotted.

The present study used an eye-tracking device to map the
OTT viewers' visual attention and platform activities. Eye-
tracking (Eye movement analysis) is a valuable source for
investigating the visual attention process (which is directed by
the sub-conscious behaviour) while involved in an activity. It
displays how visual attention is allocated to the objects (e.g.,
words and graphic portions), how long, and in what direction
[68]. The eye-tracking approach has been used widely in
library science and information search [89]. This study has
used eye-tracking software to analyze user engagement
through visual attention data towards gamification on the OTT
platform and is one of a kind.

VII. LIMITATIONS AND FUTURE RESEARCH

The study provides possibilities for further research. The
study adopted a unique approach to understanding the impact
of gamification on OTT with a preference for user engagement.
Although this study makes several contributions, it also has
several limitations. The information was gathered all at once;
longitudinal data could be used in future studies to determine
the long-term impact of gamification. Second, the data was
collected via a single OTT platform; thus, future studies might
be conducted on different OTT. Thirdly, future research could
carry out a comparative study between the two or more OTT
platforms with or without gamification.

In the current study, the sample size was limited to only 52.
The respondent was college campus students with an average
age between 20 to 30 years; future research could use an
improved sample size and age range above 35 years. With
respondents from the Millennials category, the interest,
involvement, and engagement could give mixed results. The
present study was purely quantitative; in the future, mixed-
method or qualitative research might generate different
insights. Also, the future progress in this study could be to
understand the continued usage intention [90] driven by user
engagement towards the OTT platform. With the OTT content
becoming part of everyday life, it has become a topic of
conversation among viewers. Finding, watching, and
discussing content has become a social experience amongst
online communities. OTT providers must comprehend how
potential viewers find specific and exciting content and apply
this knowledge to their marketing strategies, generating a
requirement for future research to explore social interaction
and engagement on the OTT platform.
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VIIl. CONCLUSION

The result of this study showcases how gamification affects
users while watching online content on the OTT platform.
With the intrinsically motivating aspect of the gamified
services [91], usage of gamification on the OTT platforms
could increase due to its appealing approach towards the users.
The present study does not engage with the general inclination
to use the app; it only shows how the implementation of
gamification can improve the viewer’s engagement on the OTT
platform and can be used as an efficient marketing tool for
promoting the OTT apps.
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APPENDIX- A

Items
AE.1 The games on the OTT platform were attractive
AE.2 The components of the game on the OTT platform were aesthetically appealing.
AE.3 | liked the graphics and images of the game on the OTT platform.
FA.1 While playing the game on the OTT platform, I lost myself.
FA.2 I was so involved in playing the game on OTT that | lost track of time.
FA.3 I blocked out things around me when | was playing the game on the OTT platform.
PU.1 | felt frustrated while using the OTT platform for playing games. (R)
PU.2 | found the game on the OTT platform confusing to use. (R)
PU.3 | felt annoyed while playing the game on the OTT platform. (R)
NO1 | continued to play games on the OTT platform out of curiosity.
FI2 | felt involved in the gaming task.
FI3 This gaming experience on the OTT platform was fun.
RW.1 Using the OTT platform to play games was worthwhile.
RW.3 The experience of playing a game on the OTT platform did not work out the way | had planned.
RW.4 My experience while playing games on the OTT platform was rewarding.
RW.5 | recommend playing a game on the OTT platform to my family and friends.
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