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Abstract This study investigates user experiences of reward-based mini-games, gamified elements within the
domestic mobile commerce sector. Recently, gamification marketing strategies have been actively employed in
mobile commerce services to attract customers, increase dwell time, and enhance revisit rates. Conducting
research on user experiences of gamified elements, we quantified evaluations of how users perceive these
elements within mobile commerce. Using enjoyment, immersion, rewards, value, and utility as criteria, we
designed a questionnaire and conducted surveys, followed by 1:1 in-depth interviews with users aged 20 to 40.
The experimental results highlight the need for strategies to increase user satisfaction in terms of enjoyment
and immersion, as well as the necessity to enhance user experiences related to predictable reward systems and
product exploration to facilitate product purchases. It is hoped that this study will provide insights for
companies seeking to incorporate gamified elements into their marketing strategies and improve user
experiences.
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