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Abstrak
Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh gamification
terhadap brand engagement, gamification terhadap brand loyalty, brand engagement
terhadap brand loyalty, dan gamification terhadap brand loyalty melalui brand
engagement sebagai variabel perantara. Sampel yang digunakan adalah sebanyak 130
responden pengguna game aplikasi Shopee. Jenis data yang digunakan dalam
penelitian ini- menggunakan data kuantitatif dan sumber datanya adalah data primer.
Teknik analisis data yang digunakan adalah analisis jalur. Hasil penelitian ini
menunjukkan bahwa gamification berpengaruh terhadap brand engagement,
gamification berpengaruh terhadap brand loyalty, brand engagement berpengaruh
terhadap brand loyalty, dan gamification berpengaruh terhadap brand loyalty melalui
brand engagement sebagai variabel perantara.

Kata kunci: Gamification, Brand Loyalty, Brand Engagement
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Abstract

The purpose of this research to test and analyze the effect of gamification on brand
engagement, gamification on brand loyalty, brand engagement on brand loyalty, and
gamification on brand loyalty through brand engagement as an intermediary variable.
The sample used was 130 respondents who used the Shopee application game. The type
of data used in this research uses quantitative data and the data source is primary data.
The data analysis technique used is path analysis. The results of this study indicate that
gamification has an effect on brand engagement, gamification has an effect on brand
loyalty, brand engagement has an effect on brand loyalty, and gamification has an
effect on brand loyalty through brand engagement as an intermediary variable.

Keywords— Gamification, Brand Loyalty, Brand Engagement
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