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Abstract
This research, titled "Measuring the Effectiveness of Gamification Activities in Enhancing

Brand Awareness and Increasing Sales of Maron Jewelry," aims to examine the effectiveness of
gamification in building brand awareness and influencing consumers' purchasing decisions. The case
study focuses on Maron Jewelry, a medium-sized jewelry brand that emphasizes digital marketing
through social media. The featured activity is a mock-up game titled “Full Bloom”, designed based
on core gamification principles—such as rewards, progressive difficulty levels, and emotionally
engaging content—to encourage continuous user engagement and motivation. Data were collected
through in-depth interviews with participants aged 30-45 who have an interest in jewelry and have
interacted with the Maron Jewelry Facebook page. The data were analyzed using thematic analysis.

The results reveal that the “Full Bloom” activity had a positive impact on brand awareness,
emotional connection with the brand, and purchasing behavior. It successfully captured attention,
stimulated engagement, and triggered both intrinsic and extrinsic motivation. These outcomes align
with the AIDA model, which outlines the customer journey from attention to action, and Self-
Determination Theory, which highlights the importance of autonomy, competence, and relatedness
in driving user motivation. The study suggests that integrating gamification with content marketing
strategies can significantly enhance brand communication and foster sustainable long-term
relationships with consumers, offering a model adaptable for other jewelry businesses in the future.

Keywords: Gamification, Brand Awareness, AIDA Model, Self-Determination Theory, Jewelry Business
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WUSUA Maron Jewelry
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(Self-Determination Theory (SDR
(Ryan & Deci,2000)
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dfiadu vedl guuuuinuiildlunis@nude inu Full Bloom @ seanuuuiieliiduandiguuuy
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Wheel) ilofuresnsialunsusuveany lnsdeyaidsnuamildainnsdunivalgnimniinseidsy
\leUsziliunadwsvesianssu ety Ienansadsuase Mssuduusus uaz ngAnssunsiadulade
laundeeiiiesla aasnauaualuInIsiauInsld Ialersunud way Aanssudelidiusu Tl

UsgAnSnmBaludmsunusun Maron Jewelry lusuian

NAN1599Y

Aada v a

N3AnuTlEITIuBIRmMANEHIUNTHUNwalTaEN (In-depth Interview) Fepanuuuludnuan
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INAIINITTUEIINNLAY?

3

) wiinawuismensy 81y 0 Y “wndudy madunuvlilsuddguiaulawagiin
Annusntu Tnstawigfuaeaiandul Mvhlidiu element fithanld”

2. \ilefnuianssugUuuuinuiifiiady (Gamification) lumsnsedunginssunsiaduladedud

WUTUA Maron Jewelry 91nms3demudn tnufifliadu (Gamification) ansnsanszdungnssumssadila

a v

FoduAle Inedidaderiamulszaunsal Auddn uazuseqala Al



100

NIasfengnudsud auzayvemansuazdaumans W Ine1desviguassgdunn

71 7 atuil 3 (fuereu-sunau 2568)

2.1 Uszaumsalluinudwasionnuauladuen
JrauiidhsrmAanssunufifliedy (Gamification) Full Bloom lsidayain aslaitufiley
voun3aaszAuluny Daelw3dnduinsfududuazesniduidwessss msdummiisu aanate uas
osAUsznauveuaIosUseAuluny vilvdiauandinoaianduvesuusudls wu ddunwalangiau <16
Wiuananeudavey senldauiuiuese 97
2.2 wsgdlaanastauavduantiesinsinaulade

51938 AuesdIuan MisveslauINARaIaNdY dnadennAnssun1sTe Huslaaniluulli

v '
P [ A

ariipagudn leldudmanannndunasiousmdndulidaduladold ety wu dduavel “du
audnfiaulaogudn Wellduamidlidadulaldineiu
2.3 nudreadnenuiangniuiududiuazuusud
faunnenelideyadn inudfatulailsudlidiuanuddssaelndantidusmiuuusud
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winsinduladedudndndduegiunatstady linanduanuduan Wiludy vieanusioanslurmei
vosgndn fatfu tieliRanssunufifiiady (Gamification) fussAndraluszzen wusuddesiauILaY
Ufudsshnssuesuaiiasonieuiiysannadniulsunsuaisanudnivesgnd iy ssuvazauudy
viedvEusslovianizan®n ielviAnnsndusniausn nsdesn waraugnufuLuTus

@0nAd 03 ULLIARA Gamification Approach A11ATOUYBA Kapp (2012) § 455y 3 1LnNTi 3]
asRUsznauvan laun wWhvang Auvinnieg s1e3a wazdedndacmuiaiavanunsanseiuusgdlavedly
warad1euszaunisaiiifiannuvunesan (meaningful engagement) fu wusudldogadiusednsnnuay
ety Tunsdiveany “Full Bloom” wuihesdussnaumaniildgnuszgnildestadussuu nsianenis
iinsziuAMuBINYesazaty eazviouiinmsosnuuuiineuausssoussgslannaeluvesiiuilna 1y
mafiussduanuenluusiage masanansiirlunisigu nslisiaiifufeddvosdiuanuasoasta
dlensriuliAnnisidud Fadutiadefidmasioussgilanagauiidiusmvesgnéilufansau luduves
N138519N135USWUTUA NaN15ITuazYioudiawiAn Keller’s Brand Equity Model q‘fﬂizqiﬁﬂizaumizﬁ
Fafignavireuusud TnslanzUszaunisalfidanumane ayn uazaiiennuddnidsuan azeae
wSuadenisandwusud wazihlugaiudnideuusud (Brand Loyalty) Tuszezeny nsiauny Full
Bloom vinlvingumaneddniuusuadanuivalie hishe wasdilanginssuvesuslaagaln

iail n1seenuuULN Full Bloom denndeafuluifnues Werbach was Hunter (2012) daiaue
1 Advergame fifnenmlunisiasugiduan “gun” Tug “gildwsm” (active consumen) lungswes
Advergame Faduinuiisanuuulneiiinguszasdimensmanadaiou eleduaiiansansinusud (brand
recall) WagN153UF ANANYUEYDINAAT 9 (product features awareness) W1UNTHUFURUTIT
Usgaunisal

uenanil waddewut Fawinarmidnesiniidmdn nsaenisléarmd nismausy ua
arwidlalunisinuusard SenruidnmanddamaliAansidusuivuusuduas Siaeandasiy
WIAANGEANITMMUARULEY (Self-Determination Theory : SDT) ¥4 Deci lag Ryan (2000) o
wgfnssufiinanussgdlanieluaedsiu Weamudesmsfiugiunsdnine ey udldsunmansuaues
ag19ATud U bawn Adus dnddaselunisiden (Autonomy)aituaiuisalunisussaidmung
(Competence) uazauianidudumimiefinnuduiusiugdu (Relatedness)

uaﬂmmjyﬁaﬂswmuﬁﬂméﬁ"uslugﬂuuumu Full Bloom aoandesfuuuusiass AIDA §ady
LLmaGﬂ,umﬁLﬂiwﬁwqaﬂiiuQ’U'%Imm'mﬂismuﬂ'ﬁﬂﬁiﬁuﬂﬂﬂwuﬁqmiﬁm%ﬂaéﬁyﬁ] (Barry, 1987) lag
Usenoude 4 Sumeu Ao ATl (Attention), Aviuaula (nterest), A7MUS15AUT (Desire) uag 13

ey (Action) Fawsaztunauanansadedlesivesdusznauwasnagnsnelunulasgndaiau Jeyaan
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nsdumuaidsdn nuiriiiuduuliuiieshlfndwanluld uasunseldindulatodudines3an
ynfufuLusudanUszaunsalluny Tnsuesinduvesiyannuiinuaudisa adungiinssuiavviou
n13nsgIh (Action) fiAnarnussgslafiazauainduneunoumiinlulinna AIDA Aanssumnufifledu Ful
Bloom 983uUTLs Maron Jewelry anansnadanmsidiusaufungudvane tunagnnisiiaueiion
fifiaautuis anud wasquamisensunl dsaziouiisnnsussgndlfuua@n Content Marketing
Matrix

AINLUIARATEY Content Marketing Matrix (Smart Insights, ANGA, 2024) Aguwnus i 141un1s
?iamiﬁ“‘u;:IU'%ImmmaaquaaﬂL“flu 4 Uszavuan laun wepududis (Entertain), tioadrausstunia
1a (nspire), Lﬁaiﬁmmi (Educate) wag iieltiutiniliiAnnste (Convince)

1. Entertain tnal Full Bloom gnesnuuuludnwariiliainuaynauiuuasyiinie ssuusiuid
ALty nAnifinsgdumaudety uaznislineta vliiduiAnmanmaunaresnnduaidus,
domlunudinsiades (storytelling) pgsdniau FsteRsgaarmaulavesnguitmane

2. Inspire ABALANTU Full Bloom weduususignaenensudleiaiosussiuiianumane Tu
Fruprusn enustuag uazndsdin TnstiauerihunenlsiuazSauduiazeiin madeulssauavaniiin
fudevin yihlAndvEnanmsesuaiuasisstumalaunfidu Ssaonadastumananaiisadunsaing
ANENYILALANAIYDIUTUALUTZE T

[

3. Educate inudsimthiidued sadelunslianuifsadunan fusivewusud nsiSous
Tnssasavesndossedu F5Uszney uarAMumNveseIRUsznoULAarTY flauarlddudanadnune
vosduAThudEn wivedslinamiududas

4. Convince 1nufin1suan TWnduan uazansfiawndsangiauniueiy dadunagnsnig
Ininelunisnssdunstensisdmau Inawdsunginssunnanuadladunsdnauladonss

1 Full Bloom ansamaulangita 4 iives Content Matrix Inglawzluifives Entertain uaz
Inspire Saimsnzautunguruilnn Gen Y Aifesn1sussaunisaififientumane uasidemitasioustsual
wazfanuvesmuies Suvhlifanssuillaiifiesdaaiumasuiuusud (Brand Awareness) usgsasnanaAms
36la (Emotional Value) Feiinasiomsassenuduiusszozenszminausudiuguilaa

MnransITenuin msldRanssunuuinufiflindu (Gamification) ansnsaneulanglunisaiis
N353 uusUA Maron Jewelry blaag e Tnsanivdmsudua1useian High-involvement a¢14
\n3eaUsi LIty fidesondonisdeasuusuifiinuauazanumneswiuiuguilan Jsaonndasiy
WLIARYBY McCracken uay Kotler & Keller

uana Nt Mseenuuuianssuiild Gamification Ssanunsanszdunginssunisdaduladoves

v

Auslnalaess Invaenadesiuluina AIDA Fusuliuinnalutu Attention uay Action MilugaiEuduTes

U
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ms¥uduaziilugnginssumstedudluiian fudu snAdediedliiiudn Gamification lafluAmnuayn
wianunsaduadosfledoansmnaraafinsmdsdmsunsaing masuiuasnssdunistodudiliosad

Tudauvenan1sfny1 Aanssunudiliady (Gamification) lunisadnan1ssuuusus (Brand
Awareness) wuiniiAanssa “Full Bloom” dseanuuuliiuslaelifiufduiusiuneaandududeiums
WwanasuaresAUsznevveuaissszavlugUuuIny Tdmtslumsiaiuaiiamsanduusuduay
anudilalunueivesdudld nefidusuiuinaludnvasdilifuslnadanidusmiuusudinnn
MsfuasuuUmMaiion dauansliifuinnudifiadu Gamification) laildvimriil Guifissfanssudaety
15918 wiaansavimiiiidued esdien1sdeansuusudiduszaniain Seasnndesiuanuifeves
Huotari Wag Hamari (2017) syt nsesnuuudszaunsalidaddneuludnuuzvesn amnsoduaiy
mssufuusudldediadntannunsiidmuimveauilna

uananil Aanssuinufifiadu (Gamification) lun1snagdunnAnssunisinaud eduduusus
Maron Jewelry wuin fuilamiinussgdlalunsdedud luldioanseranouumuaeuen wu duan
viematawity uidauinanussgdamelufinananuddnayn enmwvihme uageuduiannnisiiu
AU eaenndes AuLAANGYANIIMUARLLB (Self-Determination Theory : SDT) ¥4 Deci Uag
Ryan (2000) #s52y3mg@inssuiiinanusagslanisluaziianudsduuinnia Tnsenizideannsa
mauauaﬂmméfaqmimﬁm%wmﬁyugm 3 61w lewn Autonomy (Ausanidudase), Competence
(AT AnfsruaInaeIni) way Relatedness (Arw3Anideulosiugau) Faramunvinliguilaad
Uszaumsaimsisunalaildifiosionssuiiornuduiis usfunsiidwsmiuuusud faduilavesns
afaanuIaniidsiununanyes Self-Determination (SDT)

wan1sAnudtlifuinfanssunudfivadu (Gamification) dswasian1sanduusuduasnszdu
ngAnssuNsevesgndn My Jausuuruuamadnagndiiieianfansalluowan el

Yorausuuziianisadiauleuny

1. fvuauuInsnnsly Gamification ules ssdlonnsnisnainetaduszuu miresunde
peAnNsTUiUMIAAINATTAM I MUALUIIINTUsEgnAlTRans suANEilAd Y (Gamification) Tu
sefuiauloune Llowa3uaie Brand Awareness wagnsdu Sales Conversion Tagadsdalasunisasmu
sumsWaunufideamsimuveLUTUAt uMsTdus mvesuslaa

2. aﬁuagumsﬁwm Customer Experience W11 Engagement Design uIEJmEJﬁWLLUﬁuﬁmiijﬁ
daiafunisesnuuuyszaunisalgnAn (Customer Experience) Midaaloadiugaaiveauusud uazdn
fuslnafugudnans Tnaamzlunguihwineiliruddyiuussaunsaluuuldnouainnninnissuans
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Faiduauuzivan1sUfUn
1. W Storytelling vesrpatandulunulidaauiau lnededanndeyanilianngudmune
WU LAUUNAINABINITAMUL GN8N TUI AURNULAZKUTUANINTU AU 151ATIETUNTTY

Storytelling aslUluiny Tngdinsifiumnidaeaiioasisnnuidndnng fs msiaumesinilanvesdayuel

P

wagldnimuszneuiidedennuddn nrslddonnuansomesiusuluaeaandy Full Bloom L
Storytelling vasnpatanduluinulidniaud siu (i olidudndausnauuasauaivessyud
iSesUszdunsazdy Mastaunirtieiasuadns Brand Love Faflanuddioianuagsnvinnudni
VoIUILNARBLUTUA

2. mMaauRanssnudfliady (Gamification) 8¢ 196 a1l et 99 nw1AMUaLTa VB
nasdining ﬁf\miﬁumuﬁ?\lm%"umiﬁmsﬂ’mumazﬂ%’vﬂqaL“lfamasmﬁialﬁm V'?qslué’mgﬂuwﬂﬁ
thiaue ANWMe wazdduszRureany iesnwisyduanuaulauazairousegdlalinguidivane
\Aansfidausamedwathiaue n1seenuuuiemlul maifiusu vienisafivarnvans saufnsusy
sruuseiabimnedunginssuguilan aztenszduliAanginssunisnduniaus daduiladeddy
Tunsadapnuduiusszere1isenInawusuAiugnen

3. YSuguwuuinulvilissuuaganuduvsodnsiiiay wuln giaulvanudAniuanunuan ves
metadufivay fdususufamnsofauinuiiedenlssadnsinfnsanudfiadutunmsasaunzuuy
Mnmstaunuiiothluuaniuavisfivy dian videvesnsialusuian WioidhswAanssy Exclusive o3
LUTUs Faaztreaiusgslasrezenuasiaduaiiannuinaeuusus

4. 1958UUNN3 Tracking WeiingsugnAn fawdiiuny Full Bloom agdiglyifidusiuiusususunn

v
= 1

o 1 & o & v o a . 4 A o ' o
U win1sinnasg1uduiusssudndudedddszuuinaiu (Tracking) 1 el exlesdoyanisiaunuiu
WeANIIUNIPR Tneseysviadiuanvadinianzvinginssunduaunuvasngudmang 1w nsldnues

w3eluldges

farauauuziiian1siseluauinn

1. Anvmavesnufifiady (Gamification) Aunguithmanefivannuansuiniu

2. sAdeihiatungu Gen Y undn niuidedalumsiisudisunassrinengutimneiise
W Gen Z, nguievieny vizenguiuslnafiingAnssufdamaty

3. Wibuilsusznineianssu Gamification Aunagnénisaatnguiuudu ielsisiuninaiy
unnAsvesUszAvsnnlunisadensuiuasnsedumstemsimasenuuuamiafeidadiouiieussning
Aanssunudflindy (Gamification) wazAanssuduaiunisviesialy 1 Flash Sale 138 Influencer

Campaign
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4. Yanaluszezen1nu Brand Loyalty Waz Customer Retention wuginlvidnwinadndszezen
vosfanssunudfladu (Gamification) seanusnivesgnAiuasnisnduandes itedssiiunnudsdu
mmﬂa&;wéﬁiulﬁdﬁﬁﬁa

nanlagasy nansidedlifudsunumessianssunudflad (Gamification) Tumsiaiuasg
nagmsvensaalugafdvia Tastannglunguduslng Gen Y ldianudfyfuusraunisaiuaznisildm
sannnnideasmadien masenuuuAnsTiina e mayn Anuf uasamAveLUTURLToE9As
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