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Abstract : In response to the digital development needs of agricultural e—~commerce under China's Rural
Revitalization Strategy, this study aims to reveal the underlying mechanism of how gamified marketing
influences consumer purchasing behavior. Taking Shixing County in Guangdong Province as a case
study, this research is based on the Stimulus—Organism—Response (S-O-R) theory and employs
Structural Equation Modeling (SEM) to analyze data from 656 consumer questionnaires. The results
indicate that the gamified reward mechanism is the core driver for stimulating purchase intention,
effectively promoting consumer conversion by significantly enhancing perceived enjoyment and trust.
In contrast, complex gameplay designs show limited appeal, highlighting that agricultural consumers
prioritize utilitarian value over entertainment experience. Furthermore, young female consumers with
low-to—middle incomes constitute the core participant group. The study concludes that successful
gamified marketing strategies for agricultural products should focus on high—value rewards, simplified
interaction design, and a deep integration of local culture. These elements are crucial for building brand
trust and enhancing user stickiness, thereby supporting the development of county—level agricultural
branding and the local digital economy.

Keywords : gamified marketing; agricultural e—-commerce; consumer behavior; Structural Equation
Modeling (SEM); rural revitalization
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