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A review of the antecedents and consequences of gamification on consumer

behavior with a bibliometric approach
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Abstract: For several years, the word gamification has been repeated a lot. The gamified application is one of the In recent
years, gamification has entered many discussions; One of them is the field of consumer behavior. A lot of
research has been done in this field, and a lot of research can be done in the coming years. The purpose of this
review article is to draw a clear picture of gamification and its effects and consequences in consumer behavior.
Researchers have tried to create a general understanding of the subject by reviewing various articles and have
tried to identify the existing research gap. This research has tried to provide a better understanding of the effects
and consequences of gamification in consumer behavior, expand the reader's knowledge about the main
concepts of market and management, and also pave the way for future research. Also, the researcher uses a
bibliometric approach with the help of R software to analyze the published documents of the desired field in
Scopus scientific database between 2013 and 2022.
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