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ABSTRACT

Gamification has become an integral part of modern life, deeply intertwined with advancing
technology and digitalization, impacting various user activities. The rising prominence of the
Metaverse has ushered in a new era of immersive online interactions, where users can meet,
collaborate, and engage for various social purposes. Building on the Cognitive Evaluation theory,
this study explores how gamification affects user engagement in the Metaverse, a relatively under-
researched area. The research employs a mixed-method approach, gathering data through focus
groups, interviews, and surveys with students and educators in UK higher education. The aim is
to contribute to academia and the education industry, addressing a gap in the current literature.
This study reveals the crucial role of gamification mechanics in shaping intrinsic motivation,
fulfilling user needs, and enhancing engagement.
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1- INTRODUCTION

Digital disruption has a significant impact on the economy, culture, and education in the
modern period. The UK Ministry of Education has clearly outlined its commitment to developing
the educational technology system in its recent Strategic Action Plan (2020-2022). The main
objective is to increase the number of learning opportunities by using digital technology in the
teaching process. These digital platforms seek to provide adaptable learning environments,
acquaint students with technology, improve their skill sets, and promote the use of digital tools in
education (Office of the Permanent Secretary Ministry of Education, 2020). However, the COVID-
19 epidemic has had a major influence on the educational environment, requiring modifications to
teaching practices such as reducing the number of in-person classrooms and implementing social
distancing techniques. As a result, digital technology is now more urgently needed in school
administration. Technology makes synchronous and asynchronous learning experiences possible,
enabling students to interact with their teachers and other students at any time and from any
location (Dhawan, 2020).

The Metaverse is a special place in the always-changing digital world where individuals may
interact and take part in virtual and real-world activities in a variety of fields, including education.
As the Metaverse is a network of interconnected experiences, apps, devices, tools, and
infrastructure, it has the potential to completely transform education and skill development. It
creates an engaging atmosphere for learning that encourages communication, amusement, drive,
curiosity, and self-expression (Khansulivong, Wicha, & Temdee, 2022). Students may customise
their avatars in this immersive environment to fit their personalities in a variety of situations. There
has been a significant growing interest in the idea of gamification in non-gaming contexts of
Metaverse, especially in educational settings (Dominguez et al., 2013; Seaborn & Fels, 2015). This
strategy is used in educational institutions to increase student involvement (Hanus & Fox, 2015).
According to Deterding et al. (2011), gamification is the application of design concepts and
gaming elements in non-gaming contexts with the goal of combining intrinsic and extrinsic
motivation to encourage motivation and active participation (Mishra & Kotecha, 2017; Muntean,
2011). Gamification, or the incorporation of gaming concepts, styles, and features into a variety of
educational situations, is another cutting-edge technique in education. It makes use of gaming-
derived motivating strategies to boost student involvement and motivate them to actively pursue
learning goals (YYamani, 2021). Students may learn as they play through gamification, which
frequently takes the form of simulations.

Even though gamification is widely believed to have benefits, assessments of its effectiveness
have frequently produced conflicting and occasionally negative findings (Burke, 2005).
Specifically, the lack of a thorough theoretical framework has limited our understanding of how
gamification techniques successfully engage people in a virtual environment. In order to fill in
these knowledge gaps, the main question this project aims to answer is: Is it possible to improve
user engagement in a virtual learning environment inside the Metaverse with gamification? In
order to achieve this goal, this research builds a theoretical framework that uses gamification
strategies and the cognitive evaluation theory (CET) to forecast user involvement in the Metaverse
(Deci, 1975; Ryan and Deci, 2000) According to CET, people have basic psychological
requirements that must be met when engaging in different activities. These needs include
relatedness, competence, and autonomy. People are more intrinsically motivated and enjoy their
activities more when these requirements are met, which leads to increased participation in those
activities (O’Brien and Toms, 2008). Since the main goal of gamification is to foster voluntary,



high-quality motivation, CET is a useful paradigm for understanding user involvement in the
Metaverse's educational setting. Using CET as a thorough theoretical basis, this study develops
and evaluates a model intended to look at how game features affect users' psychological
requirements being met, which in turn leads to higher levels of user involvement and enjoyment.
The research will be conducted by using a mixed method, and data will be collected from students
and educators in UK Higher Education through a series of focus groups, interviews, and surveys.

This research strives to add value to academia and the education industry, and those
practitioners working on students’ and educators’ behaviour, intention, and engagement to utilise
new tools to improve their performance, experience, and pedagogical strategies. It is expected to
find gamification in Metaverse as an effective method for learning and teaching in higher
education. It is anticipated to find out that gamification will motivate students to get more engaged,
and spend more time learning and socialising with other students. Also, one of the other expected
contributions of this research is to close the extant gap in the literature and add to prior studies by
showing how gamification mechanics are key to influencing intrinsic motivation, needs
satisfaction, and user engagement.

2- LITERATURE REVIEW
2.1 Metaverse in Education

Metaverse has several potential uses in education where students and educators can interact with
others and effectively learn, teach, and experience new things. Even in those circumstances where
students may not be able to have the experience that they would have in face-to-face teaching,
Metaverse can be used for learning or practice. For instance, past research (e.g., Chien et al., 2020)
suggested placing students in VR's authentic surroundings for language acquisition in English as
a Foreign Language (EFL) courses. The goal of language learning, however, is to enable EFL
learners to have a different life—a living environment where they can use English for working,
learning, socialising, and entertainment, just as if they were native English speakers. That is why
Metaverse could be highly effective, as it views it as more than a course or a learning activity.

Metaverse in teaching and learning activities can offer several advantages and have a critical
impact on the educational process by presenting worthwhile learning possibilities. For example,
Metaverse's ongoing technological and cultural developments have the potential to transform both
traditional and online learning in novel ways (Abeles, 2007). The ability to construct immersive,
adaptable, scalable, diversified, and interactive learning environments with Metaverse can boost
students' motivation, active participation, and engagement as well as encourage collaborative and
hands-on learning (Tarouco et al., 2013; Vaca Barahona et al., 2016; Diaz, 2020). These
environments can also produce high-quality synchronous learning experiences because they
support effective learning, aid in the removal of social and identity barriers, improve students' soft
skills (Nurhidayah et al., 2020), creativity (Garcia, 2011), and overall communication and
interaction (Vaca Barahona et al., 2016). It is important to note that even though students may
initially have some technological challenges, they can quickly become familiar with Metaverse
and its different aspects because they are used to using digital devices and media. This along with
the fact that Metaverse is game-like (Schaf et al., 2012), gives studies the chance to practice their
skills in real-world situations (Schlemmer et al., 2009), and the chance to participate in interactive
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problem-solving activities (Clark, 2009), are the main reasons why using Metaverse in education
is well-received by students.

2.2 The Application of Gamification in Education

Games have always been an essential component of human civilization, providing
entertainment. Though their structure and technology have changed significantly over time, games
have managed to hold onto their eternal appeal. Today, a variety of game-based approaches have
been shown to be successful in improving the learning process, including simulation games (Casile
et al., 2021; Palmunen et al., 2021; Wei et al., 2022), serious games (Lo pez et al., 2021; P erez-
P’erez et al., 2021), and game-based learning (Lew & Saville, 2021; Ortiz-Martinez et al., 2022).
Among these strategies, gamification has stood out as one that is especially significant. The term
"gamification" was first used in 2011 by Deterding et al. (p. 10), who defined it as the "utilisation
of game design elements in non-gaming contexts,” highlighting these characteristics as the core
elements of gamification. According to Forbes (2022), gamification has been more popular in
recent years, and it is expected to increase exponentially over the next five years. Since it is thought
to improve motivation and speed up learning by using components that are often present in games,
gamification has made a name for itself in the field of education.

The research highlights a clear trend in the field of education. Indeed, gamification is being
used more frequently as a powerful tool for creating incredibly engaging learning experiences
(Zainuddin et al., 2020). Several studies (e.g., Baydas and Cicek, 2019) have demonstrated that
adding game components to the classroom makes learning more engaging and increases student
engagement with gamified courses. According to Zainuddin et al. (2020), there is a consensus that
gamification enhances learners’ motivation, engagement, performance, and overall learning
experience. Within the last decade, there has been significant growth in the field of gamification
research (e.g., Koivisto & Hamari, 2019; Seaborn & Fels, 2015), not least because of the
theoretical advances (Landers, 2014, Liu etal., 2017) and improvements in conceptual frameworks
(Huotari & Hamari, 2017; Leclercq et al., 2020).

2.3 Gamification in E-learning

The popularity of e-learning has increased dramatically, and many students are using online
platforms to obtain inexpensive education (Ding, 2019). In contrast to the typical school structure,
this form of education allows students to engage with learning materials and knowledge-sharing
in a way that gives a culturally varied and personally personalised learning experience (Hassan et
al., 2019). The ultimate goal of education is to motivate learners to enrol in classes and take an
active role in their education (Hanus and Fox, 2015). Classrooms frequently use incentive
programmes to encourage student involvement and commitment through mechanisms like
attendance and participation in order to achieve this goal (Kyewski and Kra'mer, 2018).
However, these strategies for participation don't always fit well with the special e-learning
features, such as the social and cultural dimensions (Pankiewicz, 2016).

Gamification has become a new educational strategy to improve the effectiveness of dynamic
learning and integrated learning (Yildirim, 2017). Gamification is the technique of incorporating
game aspects into the curriculum to increase student engagement. This method is becoming more
and more common due to the growing interest in games, especially in educational settings (Toda
et al., 2019). According to Robson et al. (2015), there are three main reasons why gamification is



becoming more popular in a variety of industries. First off, more knowledge about game design
and player motivation has been gleaned via the growth of the computer game creation sector.
Second, the way businesses interact with customers and produce immersive experiences has
changed as a result of the widespread use of social media, cell phones, and websites. Finally,
governments and businesses are looking for new and creative ways to influence consumer
behaviour and communicate successfully. Despite the benefits of e-learning and gamification,
some students may find it difficult to switch from conventional to digital instructional materials if
they lack confidence or experience with e-learning (Bachtiar et al., 2018). As a result, innovative
teaching strategies—such as gamification—are being used all around the world to meet the varied
requirements of students and give them chances in a variety of settings (Dastjerdi, 2016). This
pattern demonstrates the increasing importance of gamification in the e-learning space (Urh et al.,
2015).

Furthermore, it has been demonstrated that gamification in e-learning improves the educational
process and satisfies the needs of the present generation, as noted by Khaldi et al. (2023), Tayal et
al. (2022), Behl et al. (2022), Alsadoon et al. (2022), and Saleem et al. (2022). Nonetheless, there
is still a shortage of gamification techniques and appropriate platforms that concentrate on content
gamification, which is a developing field of study in higher education e-learning. According to
Swati et al. (2023) and Agustini et al. (2023), the importance that technology plays in enabling
human engagement in virtual worlds also highlights the increasing need for eco-friendly hardware-
compatible software, high-bandwidth internet connections, and a smooth user experience.
Gamification and metaverse have the potential to work together to improve e-learning and create
a bridge across cultural divides.

2.4 Intrinsic Motivation in Gamification

Deci (1975) defined intrinsic motivation as the pursuit of an activity by an individual because

they find it to be purely fulfilling and enjoyable. According to Deci and Ryan (1985), people who
possess intrinsic drive behave freely while being subject to outside pressures or without pecuniary
benefits. According to Ryan and Deci (2000, p. 56), "engaging in an activity for the inherent
gratifications it offers, rather than for external, separable outcomes™ is the core of intrinsic
motivation. In line with this concept, Kuo and Chuang (2016) define intrinsic motivation as
people's inclination to engage in pleasurable and intrinsically fascinating activities. Numerous
intrinsic motives have been used in the exploration of how gamification mechanisms affect user
engagement in an online environment. For instance, Feng et al. (2018) show how point-based
incentives and feedback systems may raise problem solvers' engagement levels. In addition, it is
suggested by Hammadi et al. (2017) that gamification elements such as challenges, win-loss
dynamics, and fantasies increase user satisfaction and, as a result, increase user engagement with
the gamified processes. According to Zhang (2008), a system design that considers cognitive
demands can support a user's desire for competence and accomplishment, which will boost
engagement.
This research proposes that providing users with a means of augmenting their self-efficacy might
encourage their engagement with Metaverse platforms. More specifically, gamification techniques
that satisfy users' demand for self-efficacy might be a trigger for increased engagement. When it
comes to psychological demands, people are drawn to systems that, by nature, offer channels for
self-expression and individuality in self-presentation. This involves promoting and aiding in the
development and expression of an individual's sense of self



2.5 Cognitive Evaluation Theory

The cognitive assessment hypothesis was first presented by Deci (1975) to explain how external
cues affect intrinsic motivation. The psychological demands that underpin changes in intrinsic
motivation are the main focus of this theory. Deci and Ryan (1985) developed the cognitive
evaluation theory, which focuses on the socio-environmental elements that support or contradict
intrinsic drives. Their approach highlights three basic psychological needs—autonomy,
competence, and relatedness—that serve as catalysts for self-motivation. When embarking on a
task, autonomy is defined by a sense of willingness and volition (Gagne & Deci, 2005; Ryan &
Deci, 2017), which encourages a sense of initiative and ownership (Ryan & Deci, 2020).
According to Niemiec and Ryan (2009), this desire for autonomy means acting in a way that is
motivated by reflective self-endorsement; meaning that autonomous people voluntarily devote
time and effort to their work. Conversely, competence relates to the sensation of effectiveness
(Gagne & Deci, 2005; Ryan & Deci, 2017) and can result in a feeling of mastery, achievement,
and personal development (Ryan & Deci, 2020). The experience of effectively carrying out
behaviours is the foundation of competence (Niemiec & Ryan, 2009). For example, people
frequently experience a sense of competence when they effectively accomplish their
responsibilities and overcome obstacles. Finally, relatedness promotes a feeling of belonging and
interpersonal connection and includes a connection with others (Gagne & Deci, 2005; Ryan &
Deci, 2017). According to Niemiec and Ryan (2009), the urge for relatedness encourages
internalisation since people are more likely to accept and internalise the beliefs and behaviours of
those they identify with or seek to be connected to. This happens in environments where people
feel like they belong. To put it simply, satisfaction with relatedness, competence, and autonomy
leads to emotions of enjoyment and intrinsic motivation, which in turn increases participation in a
variety of activities (O'Brien & Toms, 2008).

Gagn'e and Deci (2005) claim that under some circumstances, the three psychological demands
may be nurtured, which increases intrinsic motivation through outside factors. According to
Serebg et al. (2009), these psychological demands have a substantial influence on how intrinsic
motives are shaped, which in turn affects the desire to continue using Internet technology.
Przybylski et al. (2010), on the other hand, establish that intrinsic incentives are reinforced by
reward systems. Expanding upon this notion, Kapp et al. (2014) suggest that the incorporation of
game-like dynamics may enhance the intrinsic desire to engage in activities by aiding in the
fulfilment of these psychological requirements. Similar to this, Proulx et al. (2017) suggest that
when people's psychological requirements are met, playing games fosters intrinsic incentives.

By using this theory, this research can explain how gamification would result in students’ and
educators’ engagement in the virtual learning platform of Metaverse.

3. RESEARCH FRAMEWORK
Grounded in Cognitive Evaluation Theory, the research framework is presented in Figure 1.
3.1 The effects of a platform’s gamification Mechanics on needs satisfaction

Point rewarding- According to Liu et al. (2011), in a points-based system, users gain points by
participating in tasks and successfully finishing them. Usually used as indicators of success and



advancement, points are meant to promote healthy competition and self-efficacy (Hamari &
Koivisto, 2013, p. 105). Suh et al.'s (2018) research lends credence to the idea that incentives
provide a recurrent sensation of achievement. Moreover, Przybylski et al. (2010) highlighted that
users' perceived competence increases in proportion to the incentives they receive through points.
Deci et al.'s (1999) observations indicate that point-based incentives have also shown promise in
raising users' feelings of autonomy. Gamified systems allow users to distribute their points in
whatever way they see fit, which strengthens their sense of self-governance. Points also provide
mobility, tactics, task selection, and goal pursuit flexibility, which effectively converts incentives
into a feedback system that reflects user choices. In light of these considerations, this study
advances the following hypotheses:

Hla: Points-based rewards positively influence competence on a gamified virtual learning
platform.

H1b) Points-based rewards positively influence autonomy on a gamified virtual learning
platform.
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Figure 1- The Research framework

Self-expression- Through the unique personas, when users interact with a gamified platform
self-expression is made visible. Users frequently utilise distinctive signatures or symbols to
distinguish themselves from others, as Ma and Agarwal (2007) claim. Additionally, as noted by
Suh et al. (2018), they can receive presents, gain virtual goods like prizes, or make direct
transactions with real money. These systems are now standard on gamified websites, acting as
instruments for users to identify and showcase themselves. Self-expression helps users develop
their own personalities and styles (Suh et al., 2018), which in turn increases their sense of
autonomy (Simoes et al., 2013). Users can interact more fully with others by expressing their
feelings and emotions through virtual objects, such as emoticons (Hamari et al., 2014). With these
newfound understandings, the research puts forth the following hypotheses:

H2a: Self-expression positively influences autonomy on a gamified virtual learning platform.

H2b: Self-expression positively influences relatedness on a gamified virtual learning platform.
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Competition- According to Suh et al. (2018), competition acts as a motivator, encouraging
users to push one another to achieve the best results possible in a variety of activities. Leaderboards
are essential for showing outcomes and recognising winners. Whether a game is played in single-
player or multiplayer mode, the core of gaming is always the competitive need to achieve certain
goals. Comparing users' performances increases how much fun they have with the activity.
Research in psychology (Ryan and Deci 2000) emphasises that people often do better in situations
where there is competition. One may also view competition as a type of interaction. Taking these
factors into account, this research proposes the following hypotheses:

H3a: Competition positively influences competence on a gamified virtual learning platform.
H3b: Competition positively influences relatedness on a gamified virtual learning platform.
3.2 The effects of needs satisfaction on intrinsic motivation

As highlighted by Suh et al. (2018), cognitive evaluation theory postulates that people have an
inherent drive for a certain task because they need to feel competent, autonomous, and connected
to others. According to Kong et al. (2012), intrinsic motivation is the desire to partake in activities
that are pleasurable, enhance one's competence, and support self-determination. People are more
likely to feel competent when they believe that an activity best tests their limits and promotes
personal development. Deci and Ryan (2000) described how this enhances the participant's sense
of flow and self-efficacy during these tasks. As a result, feeling competent is a crucial need for
experiencing flow and self-efficacy.

On the other hand, users of gamified platforms will not feel their psychological demand for
autonomy is satisfied if they feel that their actions are being unduly regulated. Suh et al. (2018)
believe that this lack of autonomy reduces self-efficacy and breaks the flow. This suggests that in
a gamified platform, a user's sense of autonomy serves as a gauge for both flow and self-efficacy.
When offered the chance to build strong bonds and engage with others, users of these platforms
frequently report feeling more in the flow. According to Ryan et al. (2006), these user interactions
promote a sense of relatedness and reciprocal concern, which in turn improves self-presentation
and flow. In other words, the perceived sense of relatedness shapes both flow and self-presentation
on a gamified platform. Huang and Capple (2005) put forth that intrinsic interests are usually what
drive participants of online games. According to the application of cognitive evaluation theory in
gamified platforms, people whose psychological requirements are satisfied by gamified platforms
are more likely to experience an increased state of flow. As a result, the research presents the
hypotheses that follow:

H4a: Competence positively influences self-efficacy on a gamified virtual learning platform.
H4b: Competence positively influences flow on a gamified virtual learning platform.
H5a: Autonomy positively influences self-efficacy on a gamified virtual learning platform.

H5b: Autonomy positively influences flow on a gamified virtual learning platform.



H6a: Relatedness positively influences self-presentation on a gamified virtual learning platform.

H6b: Relatedness positively influences flow on a gamified virtual learning platform.

3.3 The effects of Intrinsic Motivation on users’ engagement

According to Kahn (1990), engagement is a psychological state in which a person is fully
committed to a goal; those who are in this condition are said to be "completely there.” This shows
that they are totally committed to their duties and task performance and are not just physically
present, but also psychologically involved. As stated by Liang et al. (2018), this level of
involvement forces people to voluntarily devote their mental, emotional, and physical efforts to a
particular work. Liang et al. (2018) continue, that intrinsic motivation satisfies a person's inner
needs, which in turn encourages a greater level of dedication to a work and, eventually, a
psychological state of engagement. This is empirically supported by Feng et al. (2018), who reveal
that those who are more intrinsically motivated participate at higher levels. As Kahn (1990) points
out, a sense of meaningfulness is a necessary condition for feeling engaged in tasks. This is about
having the impression that one is getting a good return on their own investment. Those who are
intrinsically motivated see their investments as important, worthwhile, and valuable. They are
typified by playfulness, social relationships, self-efficacy, and self-presentation. As Feng et al.
(2018) point out, this drives people to engage themselves completely in the job. Additionally, Rich
et al. (2010) underscore the noteworthy impact that self-assurance in one's abilities has on an
individual's propensity to participate in a certain job or conduct. Self-actualising people are more
likely to meet challenges head-on and strive for personal fulfilment by actively participating in
their work. Taking these revelations into account, this research proposes the following hypotheses:

H7: Self-presentation positively influences user engagement in a virtual learning platform via
Metaverse.
H8: Self-efficacy positively influences user engagement in a virtual learning platform via

Metaverse.

H9: Flow positively influences user engagement in a virtual learning platform via Metaverse.

3.4 The moderating role of privacy Disclosure

As technology advances and human interaction patterns change, it is now possible to identify a
user's digital footprint—which includes personal, professional, and demographic data—Dby using
things such as Internet cookies (Fuller, 2018; Meshi and Ellithorpe 2021). According to Fuller
(2018), there might be hazards to the user's sensitive information in this scenario, including
financial information, personal details, compassionate data, and other legal specifics. With the
ability to record psychological reactions, cognitive expressions, behaviours, and communication,
the development of Metaverse is well-positioned to act as a virtual canvas for human emotions.
Many businesses might utilise this information to forecast and customise offers that are focused
on the needs of users (Dhir et al. 2018). Based on historical evidence, it has been shown by Fuller
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(2018) that social data is gathered from different social media platforms in order to obtain insights
into user preferences. As discussed by Suzuki et al. (2020) and Jaynes et al. (2022), a variety of
user behaviours based on various circumstances, emotional states, individual preferences, and
virtual communication modalities can be recorded in the Metaverse. The lack of comprehensive
privacy settings has the potential to compromise user privacy in the Metaverse. Privacy settings
must make sure that user activity is never recorded or shared without permission.

According to Feng et al. (2018), gamification features have the potential to increase internal
incentives through changing self-efficacy, self-presentation, and the flow experience, which in turn
affects engagement in an activity. Self-efficacy is centred on a person's subjective evaluation of
their ability to do particular actions or work towards future goals. As such, it may not provide an
accurate indicator of an individual's true competency level. Eastin and LaRose (2018) state gaining
more experience in a certain task area strengthens self-efficacy views about one's ability to do such
tasks. To put it simply, people who are more concerned about privacy are more likely to participate,
when they feel confident in their ability to protect their privacy.

In accordance with the findings of Baumeister and Hutton (1987), self-presentation refers to the
readiness and desire to communicate one's identity and establish connections with others. People
who have a strong preference for how they express themselves online are drawn to websites that
let them display aspects of their personalities, such as their ecological beliefs. They then participate
in more chores as a result of this. Similar to self-efficacy, persons with higher privacy disclosure
concerns are more likely to participate when they see themselves as more confident in their
appearance. Csikszentmihalyi (1975) defines the flow experience as a condition in which people
fully participate in an activity without regard to time or expense. Furthermore, people who are in
the flow state frequently report feeling extremely happy and are prepared to make sacrifices in
order to maintain this frame of mind. Whittaker et al.'s (2021) research demonstrates that the flow
state directly and favourably affects consumer engagement. Similar to self-efficacy and self-
presentation, users who are more concerned about privacy disclosure are more affected by the flow
experience. In light of these insights, this study advances the following hypotheses:

H10: privacy disclosure concerns of users positively influence user engagement in a virtual
learning platform via Metaverse.

H1la: The effect of self-efficacy on users’ engagement is greater for users with high privacy
disclosure concerns.

H11b: The effect of self-presentation on users’ engagement is greater for users with high privacy
disclosure concerns.

H11c: The effect of flow on users’ engagement is greater for users with high privacy disclosure
concerns.
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4. METHODOLOGY

This research will be conducted by using a mixed method, and data will be collected through a
series of focus groups, in-depth interviews, and surveys. Students and educators in UK Higher
Education will be the subject of this research. We are going to focus on the UK business schools’
students and educators and plan to conduct at least 20 focus groups, 10 with students and 10 with
educators (with at least 6 participants in each focus group) from different UK higher education
institutions. Through applying convenience sampling, the aim is to reach out to at least 10
universities (including the University of Kent, University of Sussex, University of Brighton, Queen
Mary University of London, University of Loughborough, University of Leeds, University of
Birmingham, University of Bedfordshire, University of Kings College, and University of Surrey),
as the research team has close network with these universities. This would make the accessibility
to students and educators easier to arrange and run face-to-face focus groups. At the beginning of
each focus group, a short intro along with a short video will be presented to participants about
Metaverse and its application in the UK and then participants will be asked to share their ideas on
the application of gamification in Metaverse in the UK higher education. Each focus group is
expected to last about 50 minutes and participants will be provided with refreshments. Open-ended
probing questions will be asked to assist us in addressing the two research questions.

Following the collection of detailed information from the focus group, a series of in-depth
interviews will be conducted with at least 20 educators and 5 policymakers. This could be in the
form of either face-to-face or online, depending on the availability of the participants. Purposive
sampling will be applied to invite those academic participants who have expertise in the area, e.g.,
published in Metaverse and actively working and researching about it. The aim of this part is to
obtain further in-depth information about Metaverse in the UK education, challenges, and benefits.
As for policymakers, the aim is to purposefully find at least five participants, from institutional,
local and national levels who are highly involved in policies in higher education to evaluate their
views on the topic.

In light of the findings obtained from the qualitative stage, mentioned above, we then will revise
our research framework and research hypotheses. Consequently, a questionnaire will be developed
to test in the next stage. The survey’s questionnaire will be split into two sections, the first of which
included questions on demographics including gender, age, and prior experience using virtual
learning environments, and the second of which included questions on research variables based on
the research framework. Each construct is evaluated on a seven-point Likert scale, with 1 denoting
strong disagreement and 7 denoting strong agreement. The data will be analysed by statistical
methods, e.g., SEM, and path analysis by AMOS to assess each research hypothesis and address
the proposed research questions. The aim in this stage is to collect at least 600 completed
questionnaires from students and 300 from educators in various UK universities. We will apply
random sampling and invite any undergraduate students doing any business-related degree at any
UK business school to participate. Participants will be required to watch a short video at the
beginning (about 5 mins) to know more about Metaverse and its application in higher education,
and then complete the questionnaire which would take about 20 mins. The questionnaire will be
sent online via email, LinkedIn, and other social media platforms to invite as many individuals as
possible to take part in the survey.
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5. EXPECTED FINDINGS AND CONTRIBUTIONS

This research aims to make a meaningful contribution to the academic landscape, with a
particular focus on enhancing our understanding of Cognitive Evaluation Theory and its relevance
to the higher education context. Moreover, it seeks to provide valuable insights for practitioners
involved in shaping students' behaviour, intentions, and engagement, offering them innovative
tools to elevate their performance, enrich their learning experience, and refine their pedagogical
strategies to ultimately enhance the overall educational quality and organisational efficiency.

In this section, we will delineate the potential contributions of this research to academia,
aligning them with the thematic areas of research introduced in the preceding section. Furthermore,
we will outline the advantages this research can offer educational policymakers, particularly in
terms of augmenting their technological capabilities to effectively support the integration of the
Metaverse into higher educational settings.

5.1 Theoretical contributions

This research is designed to offer valuable insights within the realm of Cognitive Evaluation
Theory. More specifically, it seeks to expand our understanding of user intention and engagement
within the context of a virtual learning platform via Metaverse, which stands as the central focus
of this research. It also delves into the examination of policymakers' decision-making processes
and their capacity to shape a novel virtual platform tailored for educational purposes.

This research contributes to the theoretical literature on needs satisfaction, intrinsic
motivation, privacy disclosure concerns, and user behaviour in the context of gamified virtual
learning platforms. The findings here close this gap and add to prior studies by showing how
gamification mechanics are key to influencing intrinsic motivation, needs satisfaction, and user
engagement. They thus carry important implications at both the theoretical and practical levels.
The present research contributes specifically to the primarily theoretical literature on how
gamification mechanics enhance user behaviour from a cognitive evaluation theory standpoint.
The findings add to research on intrinsic motivation through a focus on its vital role in inducing
users to engage in a virtual environment when a gamified platform fulfils their needs. Even though
the user engagement concept is not complex, no research has clarified how satisfaction of users’
needs affects behaviour.

5.2 Empirical contributions

This research will offer policymakers at educational/local and national institutions to improve
their technological capabilities if they are to support the usage of Metaverse in higher education.
For example, policymakers and decision-makers in higher education are suggested to make
technical resources (such as VR-head-mounted displays) available to students to support them with
various forms of interactions. This has been acknowledged in the study of Sebastien et al. (2018)
who introduced the Immex program, which is made up of various programs, each of which
corresponds to a Metaverse university environment. The program consists of the whole experience,
internal building experience, and outdoor campus (the outsides and insides of buildings can be
visited). However, in addition to having access to the necessary technologies, decision-makers
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should provide educators with the required training on how to modify their teaching practices to
take advantage of these resources.

Moreover, at decision-making levels, gamification is a useful marketing tool to enhance users’
needs satisfaction, and intrinsic motivation. In addition, it is an effective means to increase users’
participation in various activities. This study offers policymakers insights to improve their
understanding of users’ needs satisfaction using gamification. Privacy disclosure concerns are
considered to be key indicators of behavioural intentions. Finally, this research is expected to
propose that the successful use of Metaverse would aid academic institutions in resolving some
difficulties associated with conventional classroom settings (e.g., time, space, physical and human
resources). Through improved monitoring processes and skill development, Metaverse makes it
possible to deliver education beyond time and space, which eventually improves the overall quality
and organisational efficiency. Therefore, it is advised that when making plans for increased e-
learning adoption, university decision-makers consider the aforementioned propositions.
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