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ABSTRACT

Gamification is all about using game features in a serious context to encourage people to use products 
or services. E-commerce has used gamification for marketing determinations to strengthen intent to 
use. Technology acceptance model is employed in the current study to investigate the intention to 
use gamified virtual currency in the Indian context. A survey was used to accumulate records from 
a random sample of relevant virtual currency users in an e-commerce context using a quantitative 
approach. Structural equation modeling (SEM) is expended for data analysis in this research. This 
empirical research shows the incremental impact of the users’ perceptions of the ease of use and 
usefulness on intention to use virtual currency. The variable attitude seems to be not mediating 
significantly. There are also discussions, restrictions, and future research directions mentioned in 
this study.
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INTRODUCTION

Is there anyone who never played anything in their childhood? Hide and seek, tag, musical chair, 
pen - paper – scissors, so on, to name a few. Do you think playing remains only for childhood days? 
Cricket, football, field hockey, etc., to name a few. Playing games have always been a cross-generational 
activity that piqued interest and fun (Huotari & Hamari, 2017). More than a billion people play games 
on mobile globally (Joensuu & Ryynänen, 2019). No doubt that the game makes the play more fun 
and entertaining (Heeter et al., 2011). And many are part of serious games knowingly or unknowingly, 
which can be considered as something beyond fun and entertainment. Like the concept of serious 
games, gamification uses game elements but as part of an entertainment game for purposes other 
than their regular expected use (Buckley et al., 2019). Gamification has been more specifically well-
defined as “the use of game design elements in non-game contexts” (Deterding, 2012). Gamification 
in this context can be defined by employing or embedding the features of game elements like virtual 
currency, leader boards, points, etc., as a set of any specific behavior and processes applied for getting 
better engagement of its consumers (Bozkurt & Durak, 2018). Gamification is an efficient design 
strategy that is still developing in recent years for driving game mechanics into existing real-life 
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contexts, especially in e-commerce (Rapp et al., 2019). The interest in gamification in academics 
and e-commerce is increasing, and it has already been proven. Still, the absence of enough empirical 
evidence on individual game elements, especially in online commerce(García-Jurado et al., 2019), is 
something important that needs to be studied. India, being one among the internationally recognized, 
quick developing, and most significant emerging e-commerce industries that expect to cross 200 billion 
US dollars by 2026 from 38.5 billion US dollars as of 2017 (E-Commerce in India| IBEF, 2021).

Flipkart, along with other minor specialist e-commerce platforms, is presently among the most 
dominant e-tailers in the Indian e-commerce industry (Prashar et al., 2015; Rajan, 2020). Flipkart 
Plus is a no-cost successful loyalty initiative for all of its regular customers (Trauboth, 2020). Buyers 
must earn five hundred SuperCoins to be eligible for this program. Flipkart Plus members earn four 
SuperCoins per each one hundred rupees invested on a Flipkart purchase, while non-plus customers 
receive two SuperCoins (Gayathry, 2019). Flipkart SuperCoins is one of the limited virtual currencies 
used for e-tailing (Moin & Rahman, 2019). The virtual currency reward system that has got some 
exchange value within the system can be considered virtual currency in the gamification framework 
(Dicheva et al., 2021). Therefore the virtual currency has got an attribute of private currency that 
is mainly used in online transactions by using various technological factors. In the case of Flipkart 
SuperCoins, it can be used for payment for the products, buying coupons, buy exclusive deals and book 
flight tickets by using the same platform (Flipkart, 2019). The fact of the matter is that virtual currency 
is slowly replacing real physical currency in the e-commerce context, but nobody is having enough 
statistical proof on the exact replacement. If we consider the Indian population, there is a tremendous 
amount of interest invested in virtual currencies (Mohammad Usman, 2020). According to the recent 
statistics, India being appraised to contribute around ten percent of the overall virtual currency market 
worldwide. Even though more than one thousand five hundred types of virtual currencies are seen 
in India (Sackheim & Howell, 2018), we could hardly find the virtual currency in an e-commerce 
platform. This scenario constantly questions how far the virtual currency is affecting real-life scenarios 
(Wang & Mainwaring, 2008). This question remains in the mind of both academicians and business 
people. Therefore this investigation focuses on virtual currency in a gamified e-commerce context. 
The gamified virtual currency considered for this empirical study is SuperCoins which are stored and 
transacted only through the Flipkart domain’s designated mobile application or website.

The use of game elements like virtual currency and its game mechanics and game dynamics in 
non-game situations like e-commerce has become one of the fastest emerging practices in marketing-
related activities (Yang et al., 2017). Whatsoever the research that provides empirical studies as 
evidence for game elements’ influence on consumer behavior in domains like e-commerce marketing 
is still deficient (Behl et al., 2020; Deterding et al., 2011). From the existing pieces of literature, it is 
clearly understood that virtual currency is a gamification element (Helmefalk et al., 2019), and there 
is a need to identify the relevance of virtual currency concerning consumer behavior perspective in 
an e-commerce context (Kamboj et al., 2020). There is a clear requirement of empirical research 
that would examine how each single gamification element like virtual currency individually affect 
the business environment (Azmi et al., 2021; Xi & Hamari, 2020). Therefore, this study comprises 
empirical research to bridge the gap on how far this individual game element called virtual currency 
is affecting the individual’s intention to use SuperCoins in the environment of e-business by using 
the Technology Acceptance Model (TAM).

The key research questions are as follows:

•	 Determining whether and how much a specific game mechanic termed virtual currency influences 
e-commerce usage intention?

•	 To forecast customer behavior in virtual e-commerce environments, should ‘Attitude’ be used 
in conjunction with the existing TAM framework, which is in conflict?
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LITERATURE REVIEW

The SuperCoins of Flipkart – Virtual Currency
Whether it’s their business practices, product catalogs, web designs, or service offers like rewards, 
the e-commerce platform should learn what matters effectively for them (Khanna & Sampat, 2015). 
Flipkart, an e-commerce platform, employs gamification rewards as a promotional and engagement 
technique to entice more people to visit their platforms on a continuous basis for their success (Raj & 
Gupta, 2018). “Use of immediate signs of accomplishment through virtual and monetary rewards” is 
how rewards are defined (Conaway & Garay, 2014). Virtual currency is a kind of reward that is used 
in gamified context. Virtual currency is something that works like money (Kňažková & Ondrušová, 
2019) but definitely, nothing to do with real cash in gamified framework. Virtual currency’s existence 
in a gamified system leads to the formation of a virtual economy. Customers can receive virtual 
currency called SuperCoins as a reward from Flipkart, and they can also use the same virtual currency 
as a payment option (Moin & Rahman, 2019). Therefore Flipkart SuperCoins somewhat act as a 
medium of exchange or function like a currency, and such kind exchange of virtual currency can also 
be seen in many online gaming websites (Shin, 2008). The main focus of the virtual currency used 
by Flipkart called SuperCoins is to bring customer loyalty. This supposition is based on the sense 
that the virtual currency can be used for redeeming tangible goods will be good enough to motivate 
customers to come back and enhance the buying behavior. But the lack of empirical evidence on the 
above-stated logic leads this research.

Technology Acceptance Model (TAM)
Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 1975) is the basic inspiration for the formation 
of the Technology Acceptance Model (TAM) and is used to envisage the acceptance of technology. 
The Technology Acceptance Model is a widely used model for studying online consumer behavior, 
especially in e-commerce shopping (Aparicio et al., 2021; Aydin, 2015). One of the worldwide 
accepted models is Technology Acceptance Model (TAM), especially in an online shopping context 
in order to predict any kind of adoption of new technologies like Gamification (Raman, 2020). Past 
studies that used the Technology Acceptance Model have observed the value of Cronbach’sreliability 
more than 0.9 and considered scales of the Technology Acceptance Model that have got a greater 
level of convergent validity, discriminant validity, and construct validity(Davis & Venkatesh, 1996). 
Therefore this study is conducted with an underlying theoretical framework called Technology 
Acceptance Model (TAM). The two independent variables, perceived usefulness and perceived ease 
of use, are explored in this research that influences the dependant variable intention to use in the 
framework of the virtual currency called SuperCoins through user survey research with the help of 
a mediating variable called attitude.

Perceived Usefulness (PU)
According to (Davis, 1989)the variable perceived usefulness is described by way of “the degree to 
which an individual believes that using a particular system will improve his or her job performance.” 
The description refers to whether or not anyone considers a piece of technology to be helpful for the 
task at hand. According to (Lin, 2007), if we consider the virtual community’s environment, perceived 
usefulness specifies the users’ confidence in their ability to achieve information and amenities, share 
their know-how with other people around, and augment their performance in information interchange 
while using the virtual community. Perceived usefulness is considered an important factor in innovative 
technology adoption (Kim et al., 2017). The significance and usefulness of technology is still a concern 
for organisations due to a rise in solutions and technological advancements (McLean & Wilson, 
2016). Therefore this study considers perceived usefulness, the one for which a user believes in the 
existence of a positive attitude-intention relationship.
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H1: Perceived usefulness has a positive influence on attitude toward employing the virtual currency.
H2: Perceived usefulness has a positive influence on the intention to use virtual currency.

Perceived Ease of Use (PEOU)
According to (Davis, 1989) perceived ease of use is well-defined as “the degree to which a person 
believes that using a particular system would be free of effort.” The word ease can be further explained 
as the freedom from strain or great energy. In this research, the exact definition of perceived ease of 
use for framing the hypothesis. The study by (R. Hendrickson & R. Collins, 1996)confirmed that 
there is an existence of a straight connection between perceived ease of use and intention to use.The 
Technology Acceptance Model’s empirical studies have clearly demonstrated that perceived ease 
of use has a major positive impact on attitude and intention (Khan, 2021; Wong et al., 2021). The 
gamification scenario, especially in the Indian E-commerce context, is still considered an innovation. 
Initial acceptance of an invention is aided by the variable perceived ease of use, which is essential 
for favorable reception and sustained use(Davis et al., 1989). All these contexts are considered for 
this study.

H3: Perceived ease of use has a positive influence on attitude toward using virtual currency.
H4: Perceived ease of use has a positive influence on the intention to use virtual currency.

Attitude (AT) and Intention to Use (IU)
In the context of this study, the mediating variable attitude is well-defined as “the extent to which 
a person’s positively or negatively evaluate or assess the behavior.” The key component and direct 
antecedent of doing a specific behavior, per the TRA, is “intention” (Aydin, 2015). Both the variables 
are considered for predicting the intention to use SuperCoins. Initially, research on Technology 
Acceptance Model (TAM) clearly claims that the attitude on the way to action has an affirmative 
influence on users’ intention, leading to people performing an action. The attitude was eventually 
eliminated from the Technology Acceptance Model (TAM) as it was shown that it was not directly 
associated with the use of technology (Teo, 2009). Further studies on Technology Acceptance Model 
(TAM) also say that the mediating variable attitude may or may not have an impact on a person’s 
intention toward using technology and, it still remains a point of discrepancy among researchers 
(López-Bonilla & López-Bonilla, 2017). There are also studies using Technology Acceptance Model 
(TAM) without applying the mediator attitude (R. Hendrickson & R. Collins, 1996). Whatsoever this 
study is also trying to figure out the relevance of mediation because most of the studies conducted 
in TAM has got the tremendous contextual difference (Azmi et al., 2021). The validity of the 
Technology Acceptance Model (TAM) model used in the research is also confirmed through the 
following hypotheses.

H5: Attitude toward virtual currency has an affirmative influence on the intention to use virtual 
currency.

METHODOLOGY

Data Collection and Sample
The primary goal of this research is to understand the intention to use virtual currency in an e-commerce 
platform called Flipkart. An internet-based questionnaire survey was used and administered for this 
research from January 2021 to February 2021. Even though we got the responses from 210 participants, 
we have screened and taken only responses of 165 participants who are Indian nationals relevant for the 
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study, and therefore, the sample size for this research is N=165. Even now, in e-commerce websites in 
India, the embedding of virtual currencies is not yet commonplace.; therefore, it was quite necessary 
to toe the line that the respondents had enough understanding about the virtual currency. Hence, we 
screened each and every response to determining whether or not users had considerable awareness 
of this manner of interchange. Considering the respondents’ data, most of the participants in the 
study fall in the age category of 21-30 years and 31-40 years, representing 73% of the total sample. 
The distribution of the gender-wise data of the selected sample shows that 60% of the participants 
were males, and 40% of the participants were females. Most of the participants were professionals 
contributing to 42%, followed by students 25%. About 67% of the respondents have been using 
Flipkart for more than three years.

Measurement
An online questionnaire survey was conducted to gather the data. The instrument for data collection 
was developed grounded on the relevant evaluation of pieces of literature and was used to measure 
each construct. The instrument for the research had 13 items basically representing four different 
variables as mentioned in the model of the research, and its sources are publicized in the Appendix. 
The questionnaire was done by means of the 7-point Likert- scale type, which ranges from “strongly 
disagree” to “strongly agree,” and all these were drawn from previously validated instruments. The 
variable perceived usefulness was finally assessed through 3 items taken from (Davis, 1989), which 
assessed the magnitude to which a person believes that virtual currency could be used favorably with 
provided positive, predictable results. The variable perceived ease of use was finally assessed with three 
items scale taken from (Venkatesh, 2000). The mediating variable called attitude is measured by using 
three items scale taken from (Van Der Heijden, 2004). The intention to use was the dependent variable 
that the researcher used, and it was measured by using four items scaled adopted from (Davis, 1989).

Data Analysis
The measuring instruments’ reliability and validity had been checked with Partial Least Squares 
(PLS), and the test was also done using WarpPLS. There are more than a few reasons for using the 
Partial Least Squares (PLS) regression method. (Reinartz et al., 2009) had already claimed that Partial 
Least Square is beneficial for a lot of multi-dimensional models of a predictive nature with sample 
sizes that were comparatively lower, and for this study, the sample size (N) was 165, which matches 

Figure 1. The proposed research framework for testing
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the relatively small size. Therefore the researcher identified that Partial Least Squares (PLS) was 
the better statistical approach considering the circumstances of this research. Convergent validity, 
discriminant validity, and tests for reliability were directed grounded on methods commonly used for 
empirical studies. Initially, the quality of being dependent on the survey questionnaire was checked by 
calculating Cronbach’s α to establish internal consistency. Every single item’s reliability was inspected 
using composite factor analysis. The results obtained from both the analysis satisfy the condition that 
all of the findings were upper than the suggested standard of 0.7. Each item’s outcomes are mentioned 
in table 1, and the further breakup of each construct is detailed in Table 2.

The method that we employed to check the model’s convergent and discriminant validity was 
suggested by (Fornell & Larcker, 1981). The same procedure was used in this study as well. The item 
loadings, cross-loadings, and average variance derived in this study were examined carefully and 
methodically by using exploratory factor analysis (AVE) and also conducted a convergent validity 
test to confirm consistency across items. Through the test, it was identified that the loadings of 
each item surpassed the smallest detectable sensation of 0.7 (Chin et al., 2003) and hence indicated 

Table 1. Reliability analysis

Constructs Cronbach’s α Composite Factor Reliability

Perceived Usefulness 0.945 0.946

Perceived Ease of Use 0.938 0.942

Attitude 0.936 0.941

Intention to Use 0.955 0.955

Table 2. The constructs reliability values

Constructs
Items in the 
beginning

Final 
items Variables M (SD) Standard error

Composite factor 
reliability

Perceived 
Usefulness 5 3 PU1 5.129 (1.625) 0.083 0.946

PU2 0.063

PU3 0.057

Perceived Ease 
of Use 3 3 PEOU1 4.721 (1.680) 0.067 0.942

PEOU2 0.067

PEOU3 0.102

Attitude 4 3 AT1 5.484 (1.385) 0.08 0.941

AT2 0.04

AT3 0.045

Intention to Use 4 4 IU1 5.172 (1.634) 0.106 0.955

IU2 0.058

IU3 0.057

IU4 0.051
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convergent validity. The shared variance between constructs has been compared with the average 
variance extracted (AVE) from the individual constructs for examining the discriminant validity of 
this study. The average variance extracted (AVE) from the individual constructs was less than the 
shared variance between constructs, confirming the discriminant validity of the constructs used in the 
research. The inter-construct correlation referring to the construct’s diagonal correlations to their latent 
variables is smaller than the square root of average variance derived (AVE) for all constructs(Loch 
et al., 2003). Therefore, it proves discriminant validity. In table 3, the specifics of both convergent 
and discriminant validity are described.

RESULTS

The complete model fit had been checked along with the quality indices. The average path coefficient 
(APC) value is 0.354, the average R-squared (ARS) value is 0.684, and the average adjusted R-squared 
(AARS) value is 0.679; all the values are shown significance(P<0.001). The average block VIF 
(AVIF) is 2.593, and the acceptable if value is ideally less than or equal to 3.3. According to (Kock, 
2011) the standards for both average path coefficient (APC) and average R-squared ought to be 
below 2 (0.05 level significance), whereas the AVIF value ought to be lesser than 5. The average full 
collinearity VIF (AFVIF)=3.376, and it is acceptable since the value is less than or equal to 5. The 
models TenenhausGoF (GoF) is 0.781. The Simpson’s paradox ratio (SPR) is 1.000, which ideally 
should be equal to 1. The R-squared contribution ratio (RSCR) is 1.000, which ideally should be 
equal to 1. The statistical suppression ratio (SSR) is 1.000, which is acceptable if the value is greater 
than or equal to 0.7. The nonlinear bivariate causality direction ratio (NLBCDR) is 1.000, which is 
acceptable if the value is greater than or equal to 0.7. The researchers identified the structural equation 
framework has a good fitness for the data from the above values. The average total collinearity value 
also infers low overall collinearity, as a result representing trivial method variance.

In order to support the hypothesis, the beta coefficient (β) of affiliation essential be at 0.05 for the 
significance otherwise underneath the mentioned value (Sarstedt et al., 2014). The adjusted R squared 
value for each hypothesis is also checked, which specifies the independent variables’ explanatory 
influence on the dependent variable. The respective values are detailed in table 4. As indicated in 
table 4, the perceived usefulness and ease of use on the importance of virtual currency usage intention 
shows a significant positive relationship with the dependent variable attitude and describes 61.8% of 
the variance in attitude. Therefore it supports hypotheses 1 and 3. The independent variables such as 
perceived usefulness and perceived ease of use, along with the non-significant mediating variable, 
explain 74.1% of the change in the dependent variable intention to use, thereby supporting hypothesis 
2 and hypothesis 4. TAM models are used widely in two different ways: TAM with attitude (TAM-O) 
and TAM without the attitude (TAM-R). As a result, none of them seems to have the upper hand. 
There have been studies that show that adjusting one’s attitude toward technical usage is insufficient 
to hold this definition in TAM (López-Bonilla & López-Bonilla, 2017). Whatsoever scenario plays 
a critical role in deciding the need for the TAM mediation variable for the research. In our indirect 

Table 3. Discriminant validity and Convergent validity

Constructs CR AVE MSV MaxR(H) 4 3 2 1

Intention to Use 0.955 0.841 0.719 0.962 0.917

Attitude 0.941 0.841 0.601 0.952 0.727 0.917

Perceived Usefulness 0.946 0.853 0.719 0.952 0.848 0.776 0.923

Perceived Ease of Use 0.942 0.844 0.707 0.948 0.841 0.733 0.781 0.919
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study effect of attitude towards intention to use is not significant. Considering the factors like this 
study happens in gamified virtual currency scenario, and the research happens in the Indian context, 
the direct relationship plays more importance than the indirect relationship. Future researches on this 
discrepancy can help to realize a better understanding of this subject.

DISCUSSIONS AND CONCLUSION

Theoretical Implications
The antecedents and outcomes of the usage of virtual currency in the Indian context were investigated 
using the Technology Acceptance Model (TAM) (Davis et al., 1989). The purpose of this study was 
to exam empirically in order to understand the nature of people’s behavioral intentions to use virtual 
currency. The calculation and structural model testing findings back up the proposed research model 
to a greater extend. Overall, all theories demonstrating direct relationships were confirmed, while 
indirect relationships were not confirmed significantly, according to the results. There have been prior 
studies that found no mediation of the variable attitude in TAM (Tobbin, 2014), and it is likely that 
a stronger understanding and forecasting of behavioral intentions can be reached provided attitudes’ 
multifaceted effects are correctly included for mediation. The mediation of attitude in TAM was 
a subject of discrepancy among the researchers for a long time (López-Bonilla & López-Bonilla, 
2017), and another reason probably be the methodology used in this research may have had an effect 
on the outcome.

According to the empirical evidence, the independent variable perceived ease of use has a 
positive direct affinity on the intention to use virtual currency, which matches prior studies (Aydin, 
2015). It means that the higher the degree to which an individual relies on that using gamified virtual 

Figure 2. The tested structural framework of intention to use virtual currency

Table 4. PLS-SEM results of the full model

Path Hypothesis Path coefficient (β) Adjusted R2 Significance

PU→AT H1 is supported 0.49 0.618 P<0.01

PU→IU H2 is supported 0.38 0.741 P<0.01

PEOU→AT H3 is supported 0.35 0.618 P<0.01

PEOU→IU H4 is supported 0.52 0.741 P<0.01

AT→IU H5 is not supported 0.03 0.741 P<0.36
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currency would be permitted of struggle, the higher the strength of one’s intention to perform a 
specified behavior of virtual currency usage. Similarly, the independent variable perceived usefulness 
has a significant positive relationship with virtual currency’s intention to use, where the result is 
in accordance with the outcomes of previous research (Aydin, 2018). This means that the higher 
the degree to which a person believes that using gamified virtual currency would enhance his or 
her performance, the higher the strength of one’s purpose to carry out a particular action of virtual 
currency usage. Users, on the other hand, are more likely to adopt a virtual currency because it 
involves reduced work or provides advantages in their operations. In other terms, if consumers can 
exert less effort when using a virtual currency like SuperCoins, the level of perceived usefulness or 
perceived ease of use is improved, and these findings are consistent with earlier studies in a similar 
setting (Tony et al., 2020).

Theoretical contributions to the topic of gamification are made in this paper. Although prior 
publications have looked into the topic of gamification aspects being adopted, the matter of individual 
game mechanics like virtual currency being applied to the e-commerce environment is still up for 
debate. The research utilized the Technology Acceptance Model to show the effects of perceived 
ease of use, perceived usefulness, and attitude on behavioral intention, with results that are not 
completely identical to those of earlier studies. As a result, the external validity of the Technology 
Acceptance Model must be studied again in the gamification environment, taking individual game 
mechanics into account.

Practical Implications
For gamification consultants and designers, this study has various practical consequences. Certain 
criteria that need to be considered in order to improve the acceptance of gamified virtual currencies 
are perceived ease of use and perceived usefulness, which are important factors influencing the desire 
to use virtual money in an e-commerce setting. For gamification designers, gamification consultants, 
and customer experience programmers, the characteristics of perceived ease of use and perceived 
usefulness may provide some inspiration for adopting the same in different e-tailing contexts. People 
are far more likely to adopt gamified virtual currency if it requires less exertion or has capabilities that 
meet their needs. Gamification designers and developers could provide a set of tutorials or videos to 
help customers learn how to utilize gamified virtual currency for the first time. As a result, people 
can see the significance of rewards like virtual currency in e-commerce. Furthermore, the ease of 
usage of virtual currency may alleviate the difficulties experienced by early users. As a result, the 
ease of use of such gamification mechanics will be perceived by the early adopters.

Limitations and the Scope for Future Research
The current investigation has some drawbacks that scholars can discuss in future studies. A non-random 
sample is used since a randomly selected sample from the study’s population is difficult to obtain. 
As a measure, the PLS-SEM was chosen as the most suitable tool for statistical analysis with regard 
to this investigation. The research on the same concept with a larger sample size by using different 
methodology might yield different outcomes. This paper will provide further research opportunities 
for the already intensely discussed topic of the role of attitude in the technology acceptance model 
(TAM). Besides, the term gamified virtual currency is not too broad. Additional game features such 
as scores, badges, and feedbacks may be incorporated into future research to expand the scope of 
gamification. The analysis was restricted to the Indian background. The virtual currency we chose 
for the study was SuperCoins, and future research could involve more virtual currencies to extend the 
findings. Further research can examine the virtual currency’s intention to use from both a quantitative 
and qualitative angle. This can provide a clear blueprint to highlight the association among independent 
variables such as perceived usefulness, perceived ease of use, and the dependant variable intention 
to use virtual currency. Current research collected facts from target respondents in India over and 
done with an online questionnaire survey. As a result, it is suggested that this analysis be carried 
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out in a more number developing nation or a proportional investigation between two nations with 
dissimilar beliefs be used. For further research, a multi-group study based on a social demographic 
function is also suggested.

Conclusion
Through examining the effects of a single gaming mechanic known as virtual currency on e-commerce 
customers, the study addressed a gap in the literature. The purpose of this research was to examine if 
TAM’s theoretical assumptions for undermining the impact of virtual currency on its usage intention 
could be implemented to the scenario of e-commerce among individual customers. According to the 
findings, there is a significant positive association between perceived ease of use, perceived usefulness, 
and customer intent to use the the gamified virtual currency. The non mediation of the variable attitude 
is notable in contrast to the existing TAM model. With the insights obtained from these structural 
relationships in this study, future researchers are encouraged to build on the findings of this study.
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APPENDIX: ITEMS PRESENT IN THE QUESTIONNAIRE

Perceived Usefulness – PU (Davis, 1989)

PU1: SuperCoins tend to be very useful in my Flipkart transactions.
PU2: I believe SuperCoins will help me improve my Flipkart transactions.
PU3: In my view, SuperCoins would help to increase the quality of Flipkart transactions.

Perceived Ease of Use – PEOU (Venkatesh, 2000)

PEOU1: I have realized that the provision to be straightforward and understandable.
PEOU2: I have realized that the provision does not necessitate a great deal of psychological exertion.
PEOU3: I have realized that the provision to be easy to use.

Attitude – AT (Van Der Heijden, 2004)

AT1: I’d be interested in purchasing a product from this website.
AT2: The idea of purchasing anything from this website appeals to me.
AT3: Purchasing a product from this website is a smart idea.

Intention to Use – IU (Davis, 1989)

IU1: In the future, I hope to transact with SuperCoins.
IU2: As much as possible, I want to use SuperCoins.
IU3: I recommend that others use SuperCoins.
IU4: In the forthcoming, I want to endure using SuperCoins.


