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Abstract

The objective of this academic journal is to analyze possibility and connection
between brand loyalty building and gamification, the innovativecommunication
that is gaining popularity in business area. The study focuses on discussing the
possibility in applying gamification to brand communication process, to build brand
loyalty in a different way from marketing methods in the past. The journal also

discusses whether game structure can be blended in to make the design and the
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content of marketing communication plan more attractive, encourage consumers to continue
participating in brand activities willingly.

The journal also points to the detail and nature of gamification which consists of its
meaning, elements, concept, development process and applying into daily life. Two case stud-
ies; Nike and Starbuck, have been raised as successful global brands in applying the gamification
principle to their marketing communication. Thestudy concludes by asserting the possibility
andnecessity of applying the gamification technique to marketing communication process
through the rapidly changing ways of life, social values and forms of communication for today

and the future.
Keyword Gamification, Innovative Communication, Brand Loyalty
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