DAFTAR PUSTAKA

Adityara, M. R., & Rakhman, F. (2019). Generasi Z: Karakteristik dan Perilaku
Konsumen. Penerbit Ekonomi Digital.

Aparicio, A. F., Costa, C. J., & Moises, R. (2021). Gamification and reputation: Key
determinants of e-commerce usage and repurchase intention. Journal of
Retailing and Consumer Services, *58*,
102305. https://doi.org/10.1016/j.jretconser.2020.102305

Blau, P. M. (1964). Exchange and power in social life. Wiley.

Chrisnathaniel, C., Hartini, S., & Rahayu, W. P. (2021). The impact of gamification
on positive emotion, repurchase intention, and EWOM in Shopee. Journal of
Consumer Behaviour, *20%(3), 456-470. https://doi.org/10.1002/cb.1932

Deci, E. L., & Ryan, R. M. (1985). Intrinsic motivation and self-determination in
human behavior. Plenum Press.

Deterding, S., Dixon, D., Khaled, R., & Nacke, L. (2011). From game design
elements to gamefulness: Defining gamification. Proceedings of the 15th
International Academic MindTrek Conference, 9-
15. https://doi.org/10.1145/2181037.2181040

Djohan, S., Handhana, D., Castafiore, F., & Hendriana, E. (2022). Can gamification
stimulate customers to repurchase in the e-marketplace? The mediation
effect of customer experience and engagement. Journal of Retailing and
Consumer Services, *64*, 102800.
https://doi.org/10.1016/j.jretconser.2021.102800

Eisingerich, A. B., Marchand, A., Fritze, M. P., & Dong, L. (2019). Hook vs. hope:
How to enhance customer engagement through gamification. International
Journal of Research in Marketing, *36%(2), 200-
215. https://doi.org/10.1016/j.ijresmar.2018.12.001

Garcia-Jurado, A., Castro-Gonzalez, P., Torres-Jimenez, M., & Leal-Rodriguez, A.
L. (2018). The impact of gamification on behavioural intention in e-commerce:
Analysing the role of flow. Internet Research, *28%*(2), 340-
360. https://doi.org/10.1108/IntR-04-2017-0172

Ghozali, I. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS 23.
Badan Penerbit Universitas Diponegoro.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on patrtial
least squares structural equation modeling (PLS-SEM) (2nd ed.). Sage.

Halim, E., & Iskandar, J. (2019). The effect of reward-based gamification on
~ustomer loyalty in e-commerce. Journal of Marketing Management, *35*(1-
123-145. https://doi.org/10.1080/0267257X.2019.1588552

J., Koivisto, J., & Sarsa, H. (2014). Does gamification work? A literature
iew of empirical studies on gamification. Proceedings of the 47th Hawaii

Optimized using
trial version
www.balesio.com 92



https://doi.org/10.1016/j.jretconser.2020.102305
https://doi.org/10.1002/cb.1932
https://doi.org/10.1145/2181037.2181040
https://doi.org/10.1016/j.jretconser.2021.102800
https://doi.org/10.1016/j.ijresmar.2018.12.001
https://doi.org/10.1108/IntR-04-2017-0172
https://doi.org/10.1080/0267257X.2019.1588552

93

International Conference on System Sciences, 3025-
3034. https://doi.org/10.1109/HICSS.2014.377

Hwang, Y., & Choi, J. (2019). The role of gamification in enhancing customer loyalty
and behavioral intentions. Computers in Human Behavior, *93*, 114-
123. https://doi.org/10.1016/j.chb.2018.12.004

Kaap, R., & Cone, J. (2012). Gamification: How to leverage game mechanics for
business success. McGraw-Hill.

Katadata. (2024). Riset: TikTok Shop dan Shopee Kuasai Pasar Gen Z.

Kim, J., Costello, F. J., & Lee, J. C. (2020). The unobserved heterogeneous
influence of gamification and novelty-seeking traits on consumers'
repurchase intention in omnichannel retailing. Journal of Retailing, *96*(2),
210-224. https://doi.org/10.1016/j.jretai.2019.12.003

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Kusuma, D., & Wijaya, S. (2023). Cashback vs. Point Rewards: Indonesian Gen Z
Preferences. Indonesian Journal of Business and Marketing, *8*(2), 45-60.

Laudon, K. C., & Traver, C. G. (2016). E-commerce: Business, technology, and
society (12th ed.). Pearson.

Lee, S., & Tan, W. K. (2023). The impact of gamified rewards on Gen Z's impulse
buying in SEA e-commerce. Asia Pacific Journal of Marketing and
Logistics, *35%(4), 789-805. https://doi.org/10.1108/APJML-08-2022-0701

Nihayah, Z. (2019). Statistik inferensial untuk penelitian bisnis. Penerbit Z.

Pramono, S. (2012). Perilaku konsumen: Teori dan aplikasi dalam pemasaran.
Andi Offset.

Putri, A., etal. (2017). Penerapan SEM-PLS dalam penelitian pemasaran. Penerbit
Y.

Sazkia, P. S. (2025). PENGARUH GAMIFIKASI TERHADAP CUSTOMER
LOYALTY DAN CUSTOMER ENGAGEMENT PADA APLIKASI SHOPEE
DALAM PERSPEKTIF BISNIS ISLAM (Doctoral dissertation, UIN Raden
Intan Lampung).

Sekaran, U., & Bougie, R. (2023). Research methods for business: A skill-building
approach (9th ed.). Wiley.

Septyadi, T., Raharjo, K., & Wijaya, S. (2022). Generasi Z dan preferensi belanja
online: Studi kasus platform e-commerce di Indonesia. Jurnal Manajemen
dan Bisnis, *18%*(1), 45-60.

Shopee Indonesia. (2023). Laporan tahunan Shopee Indonesia
2023. https://www.shopee.co.id

Skinner, B. F. (1938). The behavior of organisms: An experimental analysis.
bleton-Century.

\. (2022). Generation Z: The digital natives and their impact on e-
nmerce. Routledge.

Optimized using
trial version
www.balesio.com



https://doi.org/10.1109/HICSS.2014.377
https://doi.org/10.1016/j.chb.2018.12.004
https://doi.org/10.1016/j.jretai.2019.12.003
https://doi.org/10.1108/APJML-08-2022-0701
https://www.shopee.co.id/

94

Wu, Y., Chen, X,, & Zhang, L. (2021). The psychology of micro-rewards: How small
incentives drive big behaviors. Journal of Consumer Psychology, *31%(2),
245-259. https://doi.org/10.1002/jcpy.1225

Xi, N., & Hamari, J. (2020). Does gamification affect brand engagement and equity?
A study in online brand communities. Journal of Business Research, *109%,
449-460. https://doi.org/10.1016/j.jbusres.2019.11.058

Xu, Y., Chen, Z., Peng, J., & Anser, M. K. (2020). Enhancing consumer online
purchase |ntent|on through gamification in China: Perspective of cognitive
evaluation theory. Frontiers in Psychology, *11*,
581200. https://doi.org/10.3389/fpsyq.2020.581200

Xu, Y., Li, Y., Zhang, F., & Jiang, L. (2021). Gamification in e-commerce: The role
of perceived value and reward satisfaction. Electronic Commerce Research
and Applications, *47*,
101044. https://doi.org/10.1016/j.elerap.2021.101044

Yang, Y., Asaad, Y., & Dwivedi, Y. K. (2017). Examining the impact of gamification
on intention to engage with brands. Internet Research, *27*(4), 910-
930. https://doi.org/10.1108/IntR-04-2016-0117

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-
end model and synthesis of evidence. Journal of Marketing, *52*(3), 2-
22. https://doi.org/10.1177/002224298805200302

Optimized using
trial version
www.balesio.com



https://doi.org/10.1002/jcpy.1225
https://doi.org/10.1016/j.jbusres.2019.11.058
https://doi.org/10.3389/fpsyg.2020.581200
https://doi.org/10.1016/j.elerap.2021.101044
https://doi.org/10.1108/IntR-04-2016-0117
https://doi.org/10.1177/002224298805200302

