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Abstract; Electronic Wallet vendors are the financial service
providers to the customers using software known as an ‘App’.
Many customers feel more comfortable with cash free
transaction as they always have a fear of insecurity to carry
huge money, however every time the customer try to make
purchases, they have to login, either by net banking or cardsin
order to complete the overall transaction. Many Electronic Wallet
vendors expect huge traffic, frequent usage and customer loyalty
towards their app. The gamification is emerging in e-commerce
and the banks are looking for new ways to get more customers on
their websites. In order to fulfill their expectation, Electronic
Wallet vendors merge with ecommerce and design their app
integrating gamification concept in such a way that the
customers often transact and get satisfied with this application
and it will reduce such huge process of net banking and make
the customer to get engaged on their app. Therefore, it is
important to study what are the most appreciated features of the
website that could influence the behavior of the customer to use
an electronic banking system with gaming features. Gaming
techniques in Electronic Wallet app emerged as a dominant
strategy in the digital payment space. E-commerce players and
Electronic Wallet vendors have to make easy guidance,
incentivize, and personalized experiences to the customers in
order to achieve maximum conversions.
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[ INTRODUCTION

Gamification, a vibrant strategy is likely to induce the
provider as well as the user simultaneously when it is
performed. The way of attraction initiated from the basic
needs of the user as underlined by the Maslow’s Hierarchy
theory. The financial motivations aways stimulate the
people to perform the activity in full tact and they could
become the loyal and referral group for the same to their
fellow groups. Once the need is promptly being identified,
then it is very easy in the part of the provider to design the
services to attain the best fit of the expectations of the users.
It includes the strategy like Cash back offer, Scratch card,
Lucky drop, Transact and Earn, Refer and Earn, Coupons,
Gift coupons — coupon can be gifted to someone, Offers at
member establishment, and Gift voucher. Gone are those
days, where people used to wait for a long time to get cash
in their hands. Then they utilize the money for their need
and sometime it takes more than a month to get the needy.
System develops and people got the money by bank account
within aday and later within an hour.
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Now-a-days we all need isto make our mind and things will
be around you because digital cash wallet removed such a
huge hindrance faced by many customers.Electronic wallet
is an important virtual payment instrument where you can
transfer money from your bank account or credit card to use
for e-commerce transactions on this platform. When the
gaming element merged in to this, then can expect more
customer engagement in this app.

Some of the games are financia literacy quizzes,
and players who do well can graduate to a level that allows
them to play. Players learn basic financial management and
life skills, working their way up levels by mastering life
lessons and making wise financial decisions. It helps in
keeping digital assets too. It is designed to make the
shopping process more entertaining and add some hidden
motivators for customers to visit your website more often
and facilitate to feel comfort. Electronic wallet vendors
provide gaming experience, where the customer has a
chance to win the product for free through a lucky lottery,
effects to double the click through rate in conversion.

. REVIEW OF LITERATURE

The following are the review of literatures supporting to the
present scope of the study, different research pioneers are
escalating the gamification strategy in different fields and
industry.

ThiThaoHiénBui& HiéuTrungBUi (2018),
underlined the purpose of extending the understanding of
the antecedents for mobile payment acceptance and further
investigating the application of gamification in this
environment, they employed the model of innovative
technology, UTAUT with 6 variables namely performance,
expectancy, effort expectancy, socia influence, trust,
perceived financial cost and gamification. The findings
reveal there are merely substantial differencesin intention to
adopt technology between high school students and
undergraduate as well as between undergraduates and
graduates. As aresult, there are significant evidences for the
relationship between independent variables, namely
performance expectancy, effort expectancy, trust as well as
gamification, and dependent variable, adoption intention.
Meaghan C. Lister (2015), clams that Gamification
involves incorporating elements of computer games such as
points, leaderboards, and badges into non-game contexts in
order to take advantage of the motivation provided by a
game environment. An anaysis of the literature was
conducted to determine to what extent gamification supports
student achievement and motivation among college level
students.
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The findings from the analysis revealed that points, badges
and achievements, leaderboards and levels are the most
commonly implemented form of gamification. This is
significant, as colleges and universities strive to attract,
retain, and engage digitaly savvy students who are
increasingly demanding engaging, technologically rich,
learning environments.

Jinimol P, ( 2018), explored about e-wallet which
comes under the legally recognized term —“Prepaid Payment
Instrument”. Prepaid payment instruments are defined in the
RBI guidelines issued under the payment and settlement
system act 2005. As payment instrument that facilitate
purchase of goods and services, including fund transfer,
against the value stored on such instrument. The value
stored on such instrument represents the value paid for by
holders, by cash, by debit or a bank account or by credit
card. The Prepaid payment instrument can be issued as
smart cards, magnetic stripe card, internet accounts, internet
wallets, mobile accounts, mobile wallets, paper vouchers
and any such instruments which can be used to access the
prepaid amount. Unlike other prepaid payment instruments,
e-wallet is only an internet based online account. Mabile
wallet is an e-wallet where the mobile phone get doubled up
as an electronic wallet. Being prepaid payment instrument,
digital or e-wallet is also subject to be regulation stipulated
by RBI for such instrument.

Asmara Indahingwati, et.a., (2019) mentioned the
important role of millennia in terms of making consumer
purchasing decisions through extracting digital information
as a reliable reference source and can even be a source of
ingpiration. Consumer behaviour for millennial and
generation Y in the era of economic sharing, which is more
dominantly involving technological factors now has
provided many significant changes in terms of shopping
decision making. Millennial and Y generation purchases are
those that prefer to buy after getting information from User
Generated Content (UGC) or based on testimonials and user
experience. The pattern of purchasing decisions by
consumers involves several determinants that come from
within the consumer itself, such as emotiona perceptions of
the product seen and mood conditions when viewing or
wanting to shop. Of course, this psychologica condition can
also be a bridge for individuas to decide whether someone
will buy rationally or irrationally. On the other hand, the
cognitive aspects of the interna factor sub-section refer to
the extent of understanding, thought and acceptance of
information for individuals who will then form a series of
considerations that participate in contributing to the final
attitude of individuals to decision making to have products
of goods or services they want. Positive cognitive aspects
will also provide positive feedback for consumers to buy a
product, as well as negative feedback or bad experience that
has been obtained by consumers before it is aso a strong
consideration to refuse to buy a product/service product. In
its journey, humans, as complex socia creatures, cannot be
separated from elements such as ethics, morals and normsin
behaving, including in terms of purchases.

The gap identified from the review of literature survey
is enormous studies are undergone recently by various
pioneers to explore the importance, influence and
contribution of gamification strategies in different industry
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and different platform. Even there are some studies very
relevant to the objectives of the present study also found in
different soil but not in study area and with the defined set
of influencing variables. Hence, the present study is unique
and distinctive of its own to evaluate the importance of
gamification in deriving the traffic for electronic wallets
applications.

[, STATEMENT OF PROBLEM

Besides the various financial services being floated by
different vendors and banking services to attract the
customers, it is needed to build the traffic for their e-wallet
app by engaging the customers. To facilitate the services
concurrently and continuously the electronic wallet vendors
need a set of loyal cum engaged customers, so that it will
enhance them to develop co-relations with multiple member
establishments and other services providers, in order to
design attractive and simulative gamification strategy. In
these days, people like to taste the sweet directly from the
root not even waiting to grow the tree and get the fruit. To
fulfill the nurture and urgent needs, all their endeavors has
to be finished as early as possible with the provision
complete easiness, safety and assures security. Hence the
emergence of gamification is inevitable, to retain the
customer base for any electronic wallet vendors to satisfy
the needs of millennium year customer groups.

V. OBJECTIVESOF THE STUDY

The following are the objectives of the study, attempting to
narrate the importance of gamification strategy in increasing
the utilization rate of electronic wallet services by the
college students; those are born in millennium year.

° To identify the effective gamification strategy
among the college students

o To anayze the gamification support mechanism
facilitating e-wallet traffic

° To examine the level of utilization of different
services offered by e-wallet vendors

° To evauate the impact of gamification strategy in

e-wallet service utilization

V. SCOPE OF THE STUDY

In this study, gamification strategy is used in financial
services offering through electronic wallet vendors. The
gamification strategy can be unanimously used in different
field to stimulate the different participants and direct them
to reach the sustainable development and great honour of
achievement. The gamification strategy in book reading will
helps the students’ reading habit and by the way they can
earn points and the same points can be converted in to cash
in later days. The reward point gamification strategy is the
one which will have wider application in many areas like
recusing absenteeism and controlling labour turnover,
inducing the productivity, cost control mechanisms,
achievement of continuous improvement and so on in
different field where the large numbers of employees are
engaged in performing tasks.
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Methodology of the study

The penetration of mobile phone is vigorous among the
millennium customers.

It is a universa truth that, owing mobile phone is not
luxurious but it is a basic need. No one can live without
mobile phone but the breakfast. To use this mobile phone
handy culture, many financial service providers want to
escalate the customer segment to their companies’ platform.
In order to attract, cover and retain them with their
companies’ product and services in the long run, they have
to think in lateral way and adopt diversified mechanisms to
engage and whisper them with great tolerance power. The
gamification strategy is one among the greatest tool which
will enhance them to keep their customer base sustain and
loyal. The methodology of the study is focusing upon the
interest and preference of different financial services offered
by the electronic wallet vendors to attract the college
students. The descriptive research design is adopted to
describe the mid set and preference of the millennium year
customers. The complete study is focused on college
students irrespective of the degree they are studying but they
belong to 16 to 19 years of age group. The study area is
Chennai city, the total number of college students studying
at various discipline in the study is infinite. Hence, it is
proposed to use the non-probability sampling and
convenience sampling technique is considered as opt one.
The statement related with the preference of financia
services, factors influencing them to prefer the electronic
wallets and throughput of the service providers are
administrated through structured questionnaire and the same
was circulated among the students through Google form and
the results are properly coded and classified using statistical
software SPSSv.21. Appropriate datistical tools are
employed to evaluate the stated objectives and derive the
findings and conclusion.

VI. LIMITATIONSOF THE STUDY

The study is subject to the following limitations,

e Theareaof the study isrestricted only in Chennai city.

e The population consists of only the college students
between 16 to 19 years age group.

e |t is applicable to the person who familiarizes the
gamification strategy offered by electronic wallet
vendors.

VII. ANALYSISAND DISCUSSIONS

The structural equation model was created to exhibit the
multi-level relationship among the gamification strategies,
facilities being offered by the mobile application vendors
through electronic wallets, and the factors which are
influencing the millennial customers to develop the traffic
for the electronic wallet facilities. There are ten different
gamification strategies are enrolled to attract the millennial
customers towards the application facilities offered through
the mobile vendors. There are nine factors influencing the
millennial customer to opt for the application facilities
offered through the electronic wallet by mobile vendors.
The influence of Age and qualification on the preference of
the gaming strategies and influencing factors also be studied
through this model. The structural equation model was done
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through confirmatory factor analysis after performing the
Kaizer Normalization. The goodness of fit indices are
valued through the statistical output of the confirmatory
factor analysis. The chi-square value reveals the best
associations between the variables in the defined model.
Other than the chi-square analysis, the other goodness of fit
indices like GFI, adjusted goodness of fit indices (AGFI),
CFl and TLI are aso verifies to confirm the fitness of the
model.

The biased opinion of the respondents may have influence
the chi-square value of the model again, the sample size also
an important influencing factor for determining the
originality of chi-square analysis. The RMR and RMSEA
help to identify the nature and extend of the error affecting
the fitness of the model through evaluating the root mean
sguare approximation method. The socia studies suggesting
that the results of goodness of fit indices showing more than
.90 are assumed to be the best model. The statistical result
of the confirmatory factor anaysis of the present model also
reflects the goodness of fit indices is more than the
suggested level, so the constructed model is considered as
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Figure 1 depicting the influence of Gamification strategy
on E-wallet Traffic creation

The following table exhibits the results of the confirmatory
factor analysis or the constructed model influence of
Gamification strategy on E-wallet Traffic creation.

Tabledisplaying the Result of Confirmatory Factor
analysisfor theinfluence of Gamification strategy on E-
wallet Traffic creation

Chi- P | GFI | AGFlI | CFl | TLI | RMR | RMSEA
Square
107.236 | .000 | .921 | .937 | .928 | .911 | .026 .063

1623

From the result summary of confirmatory factor analysis, it
was verified that all the goodness of fit indices like GFI,
AGFI, CFl are exhibiting the above suggested significant
level and contribute the best of goodness of fit for the
devel oped model.
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The error value also displayed very low at the accepted
level the RMSEA of the structural model shows that 0.063,
it is under the acceptance level.

Table presenting the Regression Weight

factors are exhibiting the positive relationship with the
respective latent variables. It was verified from the result
that, gamification strategies like GS2, G4, GS5, GS6, GS/,
and GS10 are explaining the negative influence FACL,

Unstd FAC3, FAC5, FAC6, FAC8, and FAC9, FA2, FA4, FAG,
SdRey  Reg anq FA9 towards the con;truct@on of its'respe'ctive latent
weight _weight SE. CR.___ P variables. Age and Qualification explains high degree

GS < Age 0966 0043 0086 -0504 0.614 influence on the .|nfluenC|ng factors. rather than the

preference of gaming strategies. Gaming strategies and
Factors < Age 0881 0043 0104 0411 0681 |  factors influencing the choice of Application facilities are

considerably influencing the traffic of application facilities
Factors <--- Quadlification| 0.474 0.023 0.058 0.399 0.69 be|ng offered through the electronic wallets.

GS  <— Qualification| 0.26 0.012 0.025 0469 0.639 VI, PRACTICAL IMPLICATIONS
App_Fac <---  Factors 1429 0712 3468 0205 0837 Irrespective of the age group and level of qualification the
App_Fac < GS 1232 0.663 3.108 0213 0831 experience of gamification strategies being offered by the

GSL < GS 0.036 1 fale(_:tronlc_ v_vallet venglors are _the same. D_ue to

indiscrimination of offering the gamification strategies and

GS2 < GS 004 -1503 3991 -0377 0707 jts generic nature given opportunity to everyone to

GS3 < GS 0.07 2854 634 045 0.653 experience the same through playing the games according to

G <--- GS -0.017 -0.606 2.7838 -0.217 0.828 the transactior.]s they |n|t|ated If the moblle appllcatlon

o5 < s 007 1013 4252 045 0653 vendors are discriminating the gamification strategies for

e h e ' different age group to attract in different forms, then age and

GS6 < GS -0131  -3.97 8149 -0.487 0.626 qudification will influence the preference of gamification

GS7 < GS 0117 -4116 8525 -0483 0.629 strategies in the electronic wallet applications. The factors

o < s 0003 377 7895 0471 0633 which are influencing the preference of application facilities

' ' ' ' ' are high and the choice of gamification strategies also

GS9 < GS 0203 7324 1473 0497 0619 influencing the choice of application facilities, hence t is

GSI0 <  GS 0127 -3338 687 -048 0627 | recommended positively to design and portray the
gamification strategies with highest preferable platform like
FAC12 <-- App Fac 0.017 1 . . .
high security, proper safety, assured rvacy, and so on will
FAC11 <--- App_Fac 0052 2698 11.92 0226 0.821 definitely influence the millennia respondents to utilize the
FACIO <- AppFac | 0057 3003 1315 0228 o0s19| electronic wallet pplicationsin afaster and wider way.
FAC9 <-- AppFec | -0084 -3433 1491 -0.23 0818 IX CONCLUSION
FAC8 <-- AppFec | -0097 -4.449 1896 -0.235 0.814 e e .
PP Gamification strategy is highlighting the future investment
FAC7 <-- AppFac | 0166 4731 1996 0237 0813 prospects to the college students. Electronic wallet vendors
FAC6 <-- AppFac | -0059 -253 11.05 -0.229 0.819 clearly underline the different financial services offered
FACS < AppFac | 0024 1342 6906 0194 0846 through their Apps excl_usyely. It probes a light on the
financial parameters and it stimulates the college students to
FAC4 <-- AppFac [ 0009 0597 5302 0113 091 learn about the principles of financial management and
FAC3 <-- App Fac -0.002 -0.128 5.529 -0.023 0.982 resource utilization through playlng games. The context and
offers will drastically attracts many players in it and pave a
FAC2 <-- AppFec | 0115 7689 3262 0236 0814 . . ) . .
way to design a comprehensive and customized financia
FACl <-- AppFac | -012  -6668 2826 -0.236 0813 cum investment banking services to the millennium

FA1 <-  Factors 0.029 1 customers at large in near future. The rate of utilization, the

choice of games, conversion venue of rewards points and

FA2 < Fectors | -0105 -38 9.697 -0.397 0.691 : Lo T .

spending habit will give the chance to the electronic wallet

FA3  <-  Factors 0003 0075 178 0042 0967 | vendorsto predict the behavioura pattern of the customers.

FA4 <-  Factors | -0007 -0.163 1745 -0.093 0.926
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