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onsumers to engage in voluntary extra-role
lled "consumer citizenship behavior," is crucial for
rmance in modern society. With the increasing
acceptance of gamification in the online environment, consumers are
motivated to en in citizenship behaviors such as helping others and
providing feedback. Therefore, the present study aimed to investigate
the perceived affordances of gamification (autonomy, interaction, self-
expression, and competition) on consumer citizenship behavior with the
mediating role of psychological ownership and the moderating role of

behavior, the so-
organizational pe
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consumer personality. The statistical population of the study consisted
of users who have a history of playing on the Snap platform. Since the
size of the statistical population was uncertain, convenience sampling
was used and the sample size was 384 people based on the Cochran
formula. In order to measure the variables, a standard questionnaire was
used, and construct, convergent, and divergent validity were used to
assess the validity of the questionnaire, and composite reliability and
Cronbach's alpha coefficient were used to assess the reliability of the
questionnaire. Structural equation modeling and partial least squares
software were used to analyze the data. Thﬂsults showed that the
perceived affordances of gamification (aut

expression, competition) have a positive and

OR,”competition)
rating effect of
een psychological
confirmed.

and consumer citizenship behavior. Fin
consumer personality on the relationship
ownership and consumer gitizenshi Vi

1.Introduction
Researchers and marke ledge that contemporary consumers
significantly contribifte sector as co-creators, enhancing
service performance. ons@ato the necessity of increasing user
engagement arrﬁw i

gamificati

-game contexts—they create incentives
articipation. When companies outsource
g customers and consumers, they effectively
rship among consumers toward the company’s
dividuals exhibit different behaviors in adopting
lity traits are considered an important factor in
examining individual differences. Given the role of gamification as an
innovative appr to enhancing user engagement, motivation, and
loyalty in e-commerce platforms, previous studies have been
conducted. The findings provide evidence supporting the effectiveness
of gamification in influencing consumer behavior and accelerating the
purchasing process. However, there remains a significant gap in the
literature regarding the identification of psychological and personality
mechanisms associated with gamification—particularly the role of
psychological ownership, which may influence consumer citizenship
behavior and their cognitive, attitudinal, and emotional dimensions

products. SinceN
technology, pers



through perceived gamification affordances (such as autonomy, self-
expression, interaction, and competition). This aspect has been less
explored. Moreover, individuals may behave differently based on their
personality types. Therefore, this study analyzes the role of personality
and its relationship with the sense of ownership and the ultimate
behaviors that consumers may exhibit toward a platform.

2.Theoretical foundations and hypothesis development
Gamification is a multifaceted concept that iategrates game design
et

elements into non-game contexts to enhance agement, motivation,
and learning outcomes. The interaction n consumers and

perform, and control their tasks or duties. S refers to the
ability that enables consumers to devel eirupni Identity (Dale,
2014). Human-human interaction, another f gamification,
involves competition and social int (Suhf& Wagner, 2017). The
ability of users to compare their achie t h others is referred to
as competitive capability, w of users to connect and
communicate with o@rs withi gamified environment is defined
as interaction. Consumengi ip* behavior encompasses a set of
voluntary and &(‘tionary that go beyond mere consumption
of prodigts or serVices, | text where consumers are satisfied with

the servic at contributing additional efforts benefits
the organizat result, they voluntarily engage in citizenship
behaviors. al ownership refers to the feeling of possession
that an indivi has toward an object, entity, or idea—regardless of

whether they hav@, actual legal ownership. When individuals’ basic
needs are satisfiedyithis leads to a sense of responsibility and fosters
positive attitudeS™Personality traits are considered stable psychological
characteristics that shape individuals’ behavior and cognitive styles.

Xu et al. (2022), in a study titled How Gamification Drives
Citizenship Behavior, concluded that the perceived affordances of
gamification stimulate consumers' citizenship behavior. Shehzad and
Salvo (2023), in a comprehensive exploration of psychological
ownership and its impact on consumer happiness in playful
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consumption, found that perceived control, emotions, consumer
engagement, personality, and performance have a positive relationship
with psychological ownership. Joo & Marakhimov (2018), in their
research, concluded that when consumers experience psychological
ownership, they may engage in positive word-of-mouth advertising and
reduce activities that negatively impact the company or its products.
Psychological ownership significantly influences consumer citizenship
behavior in gamified environments. Therefore, the additional
affordances of gamification beyond narrati ave the potential to
increase user engagement. Lakmali and Kajnera (2021), in a study,
stated that personality traits such as conscientiousngss, agreeableness,
and extraversion enhance customer citizenship \pehavior, and
neuroticism positively affects the relati i consumer
citizenship behavior and consumer person

3.Methodology
Methodologically, the present study is i correlational in
nature and utilizes structural equati i EM). The statistical
population consisted of u
the Snapp platform. Theyrea

for se the Snapp platform is its
capability of offerin eral [ ing Slap Mo, Sally Mar,
Merol Snapp, and others, w attracted a large number of users
across Iran. Since the exagt number ohusers with gaming experience on
the Snapp platf@sm was un convenience sampling method was
used for data coll 384 participants were selected based
. The questionnaire was distributed
dia platforms such as WhatsApp, Eitaa,
' Finally, the collected samples and data were
nd SmartPLS 3 software, and the relationships
the research hypotheses were examined.

Instagram, an
analyzed usi
between varia a

4.Resulte
Based on the obtained results, all factor loadings of the items—except

for two questions related to the consumer personality variable, which
were removed to improve model indices—were above 0.40, and the t-
values exceeded 1.96. To assess the reliability of the questionnaire, both
Cronbach’s alpha and composite reliability measures were used. The
values obtained for all variables were above 0.70. The average variance
extracted (AVE) for each construct was above 0.50, indicating



acceptable convergent validity for the research model. To evaluate and
confirm the validity of the measurement instrument, three types of
validity were assessed: content validity, convergent validity, and
discriminant validity. Content validity was ensured through surveys
with supervising professors. For convergent validity, the AVE was
used. The results demonstrated acceptable convergent validity for the
research model. Discriminant validity was assessed using the Fornell-
Larcker criterion. Since the square root of eachalatent variable's AVE
(on the main diagonal) was greater than it§®€Qrrelations with other
constructs (off-diagonal elements), it can be “goncluded that the
constructs share more variance with their own meagures than with

5.Conclusion
The results of the first hypothesis showe
of gamification (autonomy,

competition) have a significant
behavior. Therefore, incogporating
information systems i
The results of the sec
affordances of gami

d affordances
teraction, and
nsumer citizenship
ents into utilitarian
céptance and enjoyment.
cated that the perceived
positive and significant effect on

of psychologicahownersh
with their gami XpgYi

re likely to feel greater satisfaction
he results of the third hypothesis
nership significantly affects consumer

multidimensi at influences consumer citizenship behavior
through to cacy, helping others, and providing feedback.
The results the™ fourth hypothesis showed that psychological
ownership mediates the relationship between the perceived affordances
of gamification consumer citizenship behavior. When players
voluntarily engaggiwith a game, they exhibit stronger emotional
responses and atfittides. During gameplay, players satisfy their basic
psychological needs for autonomy (independence), self-expression (a
sense of good performance), and relatedness (interaction). The results
of the fifth hypothesis confirmed the moderating role of consumer
personality in the relationship between psychological ownership and
consumer citizenship behavior. Consumers are more inclined to
continue playing games that align with their personality, as different
types of games may trigger various emotional reactions and
experiences, ultimately leading to consumer satisfaction and delight.
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