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ABSTRACT

Ghaliyah Nisrina AL Maistin. 2025. The Influence of Gamification on Brand
Preference through Customer Engagement (A Case Study of the Shopee Online
Shopping Platform Among Millennials and Gen Z). Under the guidance of H.
Shofwan Azhar Solihin, and M. Haris Fadhillah.

The object of this research is the e-commerce or online shopping platform,
Shopee. This research is motivated by the phenomenon of the use of gamification
on e-commerce platforms, including Shopee, which is considered capable of
increasing consumer engagement. Shopee, as one of the largest online shopping
applications in Indonesia, utilizes gamification to strengthen brand preference.
This study aims to determine the influence of gamification on brand preference
and the extent to which customer engagement mediates this relationship among
Shopee users.

This research uses a quantitative approach with a survey method through
the distribution of questionnaires to 100 respondents who are active users of the
Shopee application. The data was analyzed using path analysis to examine the
direct and indirect relationships between variables. This study also used IBM
SPSS Version 25.0 software to test the relationship.

The results showed that gamification had a positive and significant impact
on customer engagement. Customer engagement also significantly influenced
brand preference. Furthermore, customer engagement mediated the influence of
gamification on brand preference, with the indirect effect being greater. This
means that the more effective the implementation of gamification, the higher the
consumer engagement, ultimately strengthening brand preference for Shopee.

Keywords : Gamification, Customer Engagement, Brand Preference.



ABSTRAK

Ghaliyah Nisrina AL Maistin. 2025. Pengaruh Gamifikasi terhadap Brand
Preference melalui Customer Engagement (Studi Kasus Terhadap Platform
Belanja Online Shopee Pada Generasi Milenial Dan Gen Z). Di bawah bimbingan
H. Shofwan Azhar Solihin dan M. Haris Fadhillah.

Objek penelitian ini adalah platform e-commerce atau belanja online
Shopee. Penelitian ini dilatar belakangi oleh fenomena penggunaan gamifikasi
pada platform e-commerce, termasuk Shopee, yang dinilai mampu meningkatkan
keterlibatan konsumen. Shopee sebagai salah satu aplikasi belanja online terbesar
di Indonesia memanfaatkan gamifikasi untuk memperkuat preferensi merek.
Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh gamifikasi
terhadap brand preference, serta sejauh mana customer engagement memediasi
hubungan tersebut pada pengguna Shopee.

Penelitian ini menggunakan metode pendekatan kuantitatif dengan metode
survei melalui penyebaran kuesioner kepada 100 responden pengguna aktif
aplikasi Shopee. Data dianalisis menggunakan analisis jalur (path analysis) untuk
melihat hubungan langsung dan tidak langsung antar variabel, serta pengujian
pada penelitian ini dengan menggunakan bantuan software IBM SPSS Versi 25.0.

Hasil penelitian menunjukkan bahwa gamifikasi berpengaruh positif dan
signifikan terhadap customer engagement. Customer engagement juga terbukti
berpengaruh signifikan terhadap brand preference. Selain itu, customer
engagement terbukti mampu memediasi pengaruh gamifikasi terhadap brand
preference, di mana pengaruh tidak langsung lebih tinggi. Artinya, semakin
maksimal penerapan gamifikasi, semakin tinggi pula keterlibatan konsumen, yang
pada akhirnya memperkuat preferensi merek terhadap Shopee.

Kata Kunci : Gamifikasi, Customer Engagement, Brand Preference.
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