Journal of Information and Organizational Sciences

Volume 49, Number 1 (2025)

Journal homepage: jios.foi.hr

JIOS

DOI: 10.31341/jios.49.1.4
8 Open Access

UDC 004.738.5:339.162.34:331.445:159.952

Original Scientific Paper

The Influence of Gamification on Repurchase Intention at E-
Marketplace from a Habit Perspective

Bekti Suratmanto’, Yonathan Dri Handarkho'’, Andi Wahju Raharjo Emanuel’

'Department of Informatics, University Atma Jaya Yogyakarta, Indonesia

“Correspondence: yonathan.handarkha@uajy.ac.id

PAPER INFO

ABSTRACT

Paper history:
Received 13 March 2025
Accepted 18 April 2025

Citation:

Suratmanto, B, Handarkho, Y. D. &
Emanuel, A. W. R. (2025). The
Influence of Gamification on
Repurchase Intention at E-
Marketplace from a Habit
Perspective. In Journal of
Information and Organizational
Sciences, vol. 49, no. 1, pp. 53-67

Copyright:

© 2024 The Authors. This work is
licensed under a Creative
Commons Attribution BY-NC-ND
4.0. For more information, see
https://creativecommons.org/licen
ses/by-nc-nd/4.0/

This study investigates how gamification influences habit formation and repurchase
intention in Indonesian e-marketplaces, focusing on key elements such as points,
rewards, badges, and challenges. Using the Stimulus-Organism-Response (SOR) model
and habit formation theory, the research examines how user engagement drives repeat
purchasing behavior. Data were collected from 375 Shopee and Tokopedia users via an
online survey, and the hypotheses were tested using Structural Equation Modeling
(SEM). The results reveal that gamification significantly enhances customer
engagement, which in turn strengthens habitual use and positively impacts repurchase
intention. Among the gamification elements, rewards emerged as the most influential
driver of repeat purchases, suggesting that incentive-based mechanisms are particularly
effective in promoting customer retention. Unlike previous studies that primarily
emphasize engagement and loyalty, this research highlights the specific role of
gamification in shaping behavioral habits that lead to sustained purchasing. By
integrating habit theory into the SOR framework, the study offers a fresh perspective
on long-term consumer behavior in digital commerce. These findings have practical
implications for e-marketplace platforms seeking to optimize their gamification
strategies to maintain engagement and boost sales. Overall, the study emphasizes the
importance of habit formation as a key factor in enhancing customer retention through
gamification.

Keywords: Gamification, E-marketplace, Customer Engagement, Habit, Repurchase
Intention

1. Introduction

The rapid advancement of information and communication technology (ICT) has transformed various sectors,
particularly consumer shopping behavior, making online transactions more seamless and convenient
[64]1[75]. The widespread adoption of the Internet and mobile technology has fueled the rise of e-
marketplaces, significantly altering how consumers interact with digital platforms. Globally, internet usage
has exceeded five billion, contributing to the exponential growth of e-marketplaces [67]. Among emerging
markets, Indonesia has experienced rapid e-commerce expansion, with both revenue and user adoption
increasing substantially [41]. By the end of 2024, Indonesia’s e-marketplace user base is projected to reach
65.65 million, growing to 99.1 million by 2029, representing a 69.55% increase from 2020 [16]. With a
population of over 270 million, Indonesia presents a vast market for e-marketplace expansion. The increasing
accessibility of mobile devices and internet connectivity has further integrated e-marketplaces into consumer
culture [6][68].
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As competition intensifies, enhancing customer experience has become a key strategy for retaining and
expanding the user base [13] [41]. Studies highlight customer engagement and loyalty as essential factors,
with gamification emerging as a particularly effective approach [13][41]. Gamification, defined as the
integration of game-like elements into non-gaming contexts, has been widely implemented to increase user
engagement and interaction [6][27][74]. Research indicates that gamification enhances consumer
engagement and fosters repeat interactions with digital platforms [52][53], thereby strengthening long-term
customer retention [41]. Recognizing these benefits, leading e-marketplaces have incorporated gamification
to enhance user experience and drive loyalty [5][59]. Global platforms such as Alipay [57], eBay, Flipkart,
and Amazon (Raman, 2020) have successfully implemented gamified payment and shopping experiences.
Similarly, Indonesian e-marketplaces, including Shopee [68], Tokopedia [70], Lazada [50], Bukalapak, and
Blibli [19], have adopted gamification strategies to encourage customer retention and repeat purchases [6].

Existing research has explored gamification’s influence on engagement, brand loyalty, attitudes,
behavioral intentions, and purchase decisions [1][13][40][68][75]. While some studies have examined the
impact of gamification on repurchase intention [5][20], and others have highlighted the role of habit in
continued technology use [5][21], limited attention has been given to how gamification itself contributes to
habit formation that drives repurchase behavior. Most prior studies consider habit as a general behavioral
outcome, rather than investigating how specific gamified elements actively encourage repetitive engagement
over time. To address this gap, this study examines how gamification elements contribute to habit formation
and influence repurchase intentions in Indonesia’s e-marketplaces by proposing a theoretical framework to
explain this phenomenon. In detail, this study will adopt the Stimulus-Organism-Response (SOR) model to
explain how gamification can stimulate habitual behaviors that lead to repurchase intention in e-
marketplaces. Understanding repurchase behavior is essential for merchants aiming to increase sales and e-
marketplaces striving to retain and acquire users. Long-term sustainability in e-marketplaces depends on
fostering habitual engagement, which enhances customer loyalty and increases transaction frequency [40].

This study, overall, investigates how gamification encourages habit formation related to repurchase
intentions in e-marketplaces. It introduces an approach that has not been widely explored in previous
research, highlighting a gap in existing literature that can expand our understanding of the topic.
Furthermore, the study examines the direct, indirect, and moderating effects of various factors influencing
customer purchase intentions, which have not been thoroughly addressed in earlier studies. This, therefore,
leads to the following research question: "How does gamification influence habit formation and affect
consumers' intentions to repurchase from merchants in e-marketplaces?"

2. Literature Review

Extensive research has examined gamification’s impact on user engagement and loyalty across various sectors,
including education, workplace environments, and consumer behavior [62][12][13][26]1[27]1[68]1[75].
Gamification integrates game-like elements such as points, rewards, badges, and challenges into digital
platforms to enhance user interaction. The SOR model has been widely used in studying gamified mobile
applications, demonstrating that they positively influence perceived value, satisfaction, purchase intentions,
and engagement in word-of-mouth communication [18]. From a service perspective, gamification improves
user experience by making interactions with products and services more engaging and enjoyable [42]. In
service marketing, gamification is not merely entertainment but a tool for value creation by integrating game
mechanics into service delivery [19]. Research highlights gamification’s role in customer engagement and
brand equity, with e-marketplaces leveraging it to retain customers [27][28]. Studies on Shopee’s
gamification system show that its point-based reward system effectively attracts users through challenges,
though rewards alone are not the primary motivation [68]. Instead, immersion in gamified experiences
strengthens brand attachment, encouraging continued platform use. Gamification has also been shown to
influence repurchase intentions. Research in India found that young female consumers are particularly drawn
to gamified shopping experiences, with perceived enjoyment mediating gamification and behavioral intention
[59]. However, gender-based differences exist [48], as male consumers tend to engage more in gamified
features. Other studies emphasize the role of trust and ease of use in shaping customer retention and
repurchase behavior, with vendor reputation and platform accessibility being key determinants [5].
Meanwhile, recent studies have examined gamification’s impact on consumer behavior in e-marketplaces
and mobile commerce platforms. Jia and Yu [76] explored how gamification affordances (achievement, self-
expression, interaction, and cooperation) enhance consumer perceived value and influence recommendation
acceptance in e-marketplaces. The study found that these affordances contribute to hedonic, utilitarian, and
social values, shaping consumer decision-making. Similarly, [11] highlighted hedonic and utilitarian values
as mediators between customer experience and repurchase intention in gamified platforms. Beyond traditional
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e-marketplaces, gamification also impacts live-streaming commerce (live commerce). Fayola et al. [24]
examined how social and achievement-based gamification elements influence engagement and purchase
intention, finding that immersion and real-time interactions enhance consumer loyalty. Lim et al. [44] also
studied gamification’s influence on impulse buying in food retail e-marketplaces, concluding that fun and
competition are stronger motivators than reward-based mechanisms.

However, while previous studies have focused on user engagement, brand loyalty, and purchase
intentions, limited research has examined how gamification fosters habitual engagement, directly impacting
repurchase behavior. Most studies assess engagement metrics, brand attachment, or gender-based behavioral
differences, but do not explore how gamification elements shape habitual consumer behaviors in e-
marketplaces. This study seeks to address this gap by applying the SOR model and a habit formation approach
to examine gamification’s impact on repurchase intentions. Specifically, it investigates how social and
shopping motivations influence habitual engagement, ultimately affecting consumers' likelihood of making
repeat purchases. The findings provide practical insights for e-marketplaces looking to optimize gamification
strategies to enhance customer retention and long-term platform engagement.

2.1. Stimulus-Organism-Response Framework

This study examines how gamification influences habit formation and repurchase intentions in e-
marketplaces, applying the Stimulus-Organism-Response (SOR) framework [56][68] and habit theory [34].
The SOR framework explains how individuals react to stimuli, shaping behaviors based on emotional and
cognitive changes [37][43], while habit is defined as an automatic response to specific situations [34]. This
study proposes a conceptual model integrating gamification elements (points, badges, rewards, and
challenges) with perceived usefulness, trust, customer satisfaction, customer engagement, habit, and
repurchase intention to analyze their influence on consumer behavior. In this research context, stimuli refer
to gamification elements that trigger user engagement and behavioral responses [56]. The organism stage
represents cognitive and affective states, including perceived usefulness, engagement, satisfaction, and trust,
which mediate the impact of stimuli. Finally, the response phase captures repurchase intention, reflecting
how gamification fosters habit formation and long-term engagement in e-marketplaces [68][73].

2.2. Hypotheses Development

The proposed research model was developed based on the hypothesized relationships identified in prior
literature. Prior studies have demonstrated a strong relationship between gamification and customer
engagement in e-marketplaces [15][68]. By integrating game-like elements, e-marketplaces encourage users
to actively participate in tasks and challenges, fostering higher engagement levels. Challenges, a core
gamification component, create an interactive, enjoyable, and rewarding experience [68]. When users
complete challenges, they earn points, badges, rewards, or other incentives, reinforcing their motivation to
engage with the platform [10][36][68]. In the SOR framework, gamification elements (points, badges,
rewards, and challenges) act as stimuli that trigger user engagement and drive interaction with the platform
[56]. Accordingly, the following hypotheses represent the Stimulus phase of the SOR model:

H1. Points positively affect customer engagement.

H2. Badges positively affect customer engagement.

H3. Rewards positively affect customer engagement.

H4. Challenges positively affect customer engagement.

The Organism phase of the SOR model represents the internal cognitive and affective processes that
mediate the impact of stimuli (gamification elements) on consumer behavior [55][37]. Profoundly, within
the SOR framework, gamification elements (stimuli) trigger internal evaluations (organisms), such as users’
cognitive and emotional responses, which in turn shape behavioral outcomes like repurchase intention
(response). When users actively engage with gamified features on an e-marketplace platform, they are more
likely to perceive the platform as useful and enjoyable [60]. These positive evaluations enhance their
satisfaction and ultimately build trust in the platform [17][3]. This study, therefore, posits customer
engagement as a key trigger that indirectly strengthens trust through enhanced usefulness and satisfaction.
Thus, the following hypotheses also belong to the Organism phase of the SOR model:

HS5. Customer engagement positively influences perceived usefulness.

H6. Customer engagement positively impacts customer satisfaction.

Perceived usefulness refers to users’ belief that a system adds value and enhances their overall experience
[34]. When users find gamification features helpful, they are more likely to see the platform as trustworthy
[69]. For instance, gamification can indirectly build trust by promoting transparency and perceived fairness
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[8]. Clearly defined point systems or challenge-based rewards can make users feel that outcomes are
predictable and equitable. This sense of fairness contributes to the establishment of trust, especially when
gamification is viewed as enhancing the user experience rather than manipulating it. Over time, as users
interact with these meaningful features, trust can grow through repeated positive experiences, ultimately
leading to the development of habitual behavior [34]. Therefore, the following hypotheses were proposed:

H7. Perceived usefulness positively influences customer trust in gamification.

H8. Perceived usefulness positively influences the habit of using gamification.

Customer satisfaction is a key determinant of loyalty, competitive advantage, and long-term engagement
in digital platforms [45][4]. Gamification contributes to satisfaction by delivering added value and
encouraging frequent usage. This repeated interaction can lead to habit formation [34] as users become
accustomed to engaging with gamified elements during their regular platform use. Over time, satisfied users
are more likely to develop habitual behaviors, resulting in sustained platform engagement. In addition to
habit formation, satisfaction also plays a crucial role in building trust. When a service consistently meets user
expectations, it reinforces a sense of reliability, whereas dissatisfaction weakens trust [23][66]. Furthermore,
the satisfaction derived specifically from gamified experiences can enhance trust by reducing uncertainty and
promoting a sense of system credibility. When game elements such as rewards, challenges, or points operate
consistently and fairly, they create a reliable environment that fosters user confidence in the platform [68].
Hence, this led to the following hypotheses:

H9. Customer satisfaction positively influences customer trust.

H10. Customer satisfaction positively influences customer habits.

The Response phase in the SOR framework represents the final behavioral outcome, where repurchase
intention is shaped by habit formation and trust. Trust is a fundamental driver of repeat purchase behavior.
Defined as "the psychological acceptance of the vulnerability of other parties based on their ability to meet
individual expectations [34],” trust in both e-marketplace platforms and sellers significantly influences
repurchase intentions [49][78]. Customers with positive experiences and high trust levels are more likely to
make repeat purchases [30][45], and this led to the formulation of the following hypothesis:

H11. Trust positively influences customers' repurchase intentions in e-marketplaces.

When customers continuously engage with gamification, their repeated usage leads to increased and
sustained participation [32]. This sustained usage can lead to habit formation, reinforcing long-term platform
use [34]1[35][25]. Over time, these habits enhance user familiarity, influencing future purchasing behavior.
As habitual interactions increase, gamified e-marketplace features become integral to customers' shopping
routines, enhancing repurchase likelihood [9][25]. Therefore, the following hypothesis is proposed:

H12. Habit positively influences customers' repurchase intentions in e-marketplaces.

3. Research Design and Methodology

This study proposes a theoretical model to examine how gamification in e-marketplaces influences habit
formation and repurchase intention. The research focuses on Shopee and Tokopedia, Indonesia’s largest e-
marketplaces, where gamification features enhance customer engagement. A literature review (see Table 1)
was conducted to identify research gaps in gamification, purchase intention, and repurchase intention,
guiding the development of a research instrument based on the Stimulus-Organism-Response (SOR)
framework. The questionnaire consisted of two sections: (1) demographic information, including gender, age,
occupation, platform usage frequency, and transaction history; (2) statements measuring key variables,
assessed using a five-point Likert scale (1 = strongly disagree, 5 = strongly agree). Measurement items were
adapted from validated instruments. The instrument underwent expert review and a pilot test to refine unclear
questions and preserve conceptual accuracy. Data collection used purposive sampling, targeting frequent
gamification users who had at least ten transactions in the past year. The sample included employees,
students, and general consumers engaging with Shopee and Tokopedia merchants. Questionnaires were
distributed online (Google Forms) and offline, with a target of 200 respondents, meeting the minimum
Structural Equation Modeling (SEM) sample requirement [33][38]. This study employed Confirmatory Factor
Analysis (CFA) to validate measurement constructs, followed by reliability testing (Cronbach’s Alpha) to assess
internal consistency (Chin, 2015). Normality tests [39] and multicollinearity checks [63] ensured robust
analysis. SEM and moderating effect assessments (multigroup analysis) were conducted using AMOS,
following established guidelines [38].
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4. Theoretical Model and Measurement

Figure 1 illustrates the proposed theoretical model. The measurement model in this study includes multiple
constructs, each assessed using a validated set of indicators adapted from prior research. Gamification
elements serve as key stimuli in the SOR framework, encompassing points, badges, rewards, and challenges.
The point system was measured with four items [68][59], including "Making transactions on
Shopee/Tokopedia will increase my points according to my shopping behavior", assessing how earning points
through purchases and reviews influences engagement. Similarly, the badge system [22][5] was measured
through four items, such as "The conditions to obtain the badge are already clear", evaluating users' motivation
in earning badges. Rewards [68] were assessed with four items, including "Making transactions on
Shopee/Tokopedia rewards me (such as discounts, coins, vouchers, cashback, etc.) based on shopping
behavior", examining how these incentives drive purchasing behavior. Challenges [68] were measured with
four items, such as "My shopping ability gradually improves by overcoming challenges," capturing the effect
of increasing difficulty on engagement. The organism phase captures users’ internal responses to stimuli,
including perceived usefulness [34][51], customer engagement [68][21], customer satisfaction [34][51],
trust [46][5], and habit [25][34], each measured with four indicators. These constructs evaluate how users
perceive the usefulness of gamification, their level of interaction, satisfaction, and trust in the platform.
Example items include "Gamification on Shopee/Tokopedia is useful for buying various types of products"
(perceived usefulness) and "I feel satisfied with using gamification on Shopee/Tokopedia" (customer
satisfaction).

Stimulus Organims Response
oTTTTTTTTTTTTTTTTTT ~ o Y ST h
 EEEE— / N\
/ ( \ \
i Perceived
Point (P) Usefulness
1 e
- H8
) HL s
H7 Habit (H)
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Y
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~ HA H6
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Satisfaction
Challenges (C)
(&
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- @ \ 4

Figure 1. Proposed Theoretical Model

Finally, repurchase intention, representing the response phase, was measured using four items (Elgarhy et al.,
2023; X. Lin & Wang, 2022), including "If needed, I would choose Shopee/Tokopedia again", assessing users'
likelihood of continued platform use. All constructions were measured using a five-point Likert scale (1 =
strongly disagree, 5 = strongly agree) to ensure response consistency.

5. Data Preparation and Descriptive Analyses

From the 554 collected responses, 179 were removed due to inconsistencies (89) and outliers (90), leaving
375 valid responses for analysis. Reliability testing using Cronbach’s Alpha (CA) and Composite Reliability
(CR) requires values = 0.7 [14][61]. Nine of the ten factors met this criterion, but the "point" factor failed
(CA = 0.682, CR = 0.692) and was removed from the model. Further, the validity assessment included
convergent and discriminant validity. Convergent validity was confirmed as the Average Variance Extracted
(AVE) was > 0.5 [31][69]. The results also indicated that Point failed to surpass the minimum threshold
(0.366), confirming the removal of Point factors from the proposed model. This outcome was unexpected,
given the central role of points in gamification strategies [68]. Upon closer inspection, two main reasons may
explain the poor performance. First, the low loading values of P1 (0.548) and P4 (0.458) suggest that these
items may not accurately capture the psychological or motivational engagement associated with points.
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Specifically, P1 focuses on transactional accumulation ("Making transactions on Shopee/Tokopedia will
increase my points according to my shopping behavior"). At the same time, P4 emphasizes technical clarity
("The way to earn points by providing reviews for purchased products is understandable"), which may not
resonate with users' perceived value or emotional connection to the points system. Second, in the context of
the Indonesian e-marketplace, users may view points as a secondary or background feature rather than a main
motivator, particularly when the rewards associated with points are minimal or unclear. This perception can
diminish their significance and perceived value.

It’s important to note that while points are fundamental in theory, their effectiveness depends on how
well they are implemented and how aware users are of them, which can differ across platforms. Therefore,
the outcome doesn’t necessarily mean that points are ineffective; rather, it suggests that the current
measurement of their effectiveness or users’ perceptions may be limited in this context.

Table 1 summarizes Reliability testing and Convergent validity.

Factor Factor
Indicator loadings | AVE CR CA Indicator loadings AVE CR CA
Bl 0.800 0.647 0.878 0.884 CE1 0.733 0.514 0.808 0.818
B2 0.632 CE2 0.756
B3 0.889 CE3 0.759
B4 0.870 CE4 0.608
R1 0.641 0.551 0.830 0.829 CS1 0.884 0.741 0.919 0.925
R2 0.680 CS2 0.901
R3 0.804 CS3 0.811
R4 0.828 Cs4 0.844
Cl 0.864 0.673 0.891 0.890 PU1 0.743 0.561 0.836 0.849
C2 0.896 PU2 0.740
C3 0.806 PU3 0.739
C4 0.702 PU4 0.773
T1 0.761 0.556 0.833 0.836 H1 0.623 0.556 0.818 0.803
T2 0.765 H2 0.762
T3 0.801 H3 0.769
T4 0.648 H4 0.750
RI1 0.583 0.572 | 0.840 0.820 P1 0.548 0.366 0.692 0.682
RI2 0.788 P2 0.676
RI3 0.869 P3 0.705
RI4 0.756 P4 0.458

Table 1. Results of Reliability testing and Convergent validity

Further, discriminant validity, assessed using the Fornell-Larcker criterion, confirmed that the square root of
AVE values exceeded correlations between constructs [34], ensuring distinctiveness, as provided in Table 2.

Indicator B R C PU CE CS T H RI
Badges 0.804
Rewards .339%* 0.743
Challenges .493%* .259%* 0.82
Perc. Usefulness .466** 477%* .461** 0.749
Cust. Engagement 459%* .550%* 457%* 726%* 0.717
Cust. Satisfaction .397%*% | 472%% | 395%* | 750** | .695** 0.861
Trust .313%* 414> .310%* 420%* 470%* 475%* 0.746
Habit .391%* | .566** | .318** | .608** | .647** | .648** | .472%* 0.728
Repurchase intention .283** | .369%* | .293** | .401** | .492** | .465** | .439** | .548** | 0.756

Table 2. Results of discriminant validity
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Meanwhile, normality was confirmed by assessing skewness (<2) and kurtosis (< 7), meeting the thresholds
for large samples (Kline, 2018). Multicollinearity testing, using Variance Inflation Factor (VIF) and Tolerance
(TOL), found all VIF values below 3.3 and TOL values above 0.1, eliminating multicollinearity concerns
[26][29][54]. To address Common Method Bias (CMB), Harman’s Single Factor Test ensured no single factor
accounted for more than 50% variance [2], with the first extracted factor at 37.54%. Thus, the data is valid,
reliable, and free from multicollinearity and CMB, making it suitable for hypothesis testing.

The respondent characteristics show that 59.5% are female and 55.7% are employed. Regarding platform
usage, 59.5% use Shopee, 13.1% use Tokopedia, and 27.5% use both. Shopee users predominantly have 3-5
years of experience (40.8%), while Tokopedia users mostly have 1-3 years (25.3%). Transaction frequency in
the past year ranged between 10 to 20 transactions, with 68% on Shopee and 51.5% on Tokopedia. A one-
sample t-test confirmed significant agreement with study indicators (p < 0.05, t-values above average),
indicating that respondents generally align with the study’s measured factors.

6. Analysis of direct, Indirect, and moderating effects

The results of the SEM analysis are presented in Table 3, which includes nine factors that have
successfully passed reliability and validity tests. Each direct and indirect effect on the dependent variable is
presented in unstandardized form (), accompanied by significance markers: *, **, *** or NS, corresponding
to p-values of 0.05, 0.01, 0.001, or not statistically significant, respectively. The values in parentheses show
the standardized coefficients, followed by S (small), M (medium), or L (large) to indicate the effect size.
The hypothesis testing indicates that all direct influences in the research model are statistically significant.

The indirect influences also show significant results regarding repurchase intention.

Causal effect | Total Effect Status
Direct Effect

Point > customer engagement(H1) Removed from model Removed
Badges - customer engagement(H2) 0.114***(0.195M) Accepted
Rewards - customer engagement(H3) 0.532***(0.478M) Accepted
Challenges - customer engagement(H4) 0.153***(0.281M) Accepted
Customer Engagement - Usefulness (H5) 1.370%**(0.948L) Accepted
Customer Engagement > Satisfaction (H6) 1.027***(0.849L) Accepted
Usefulness 2 Trust(H7) 0.316***(0.347M) Accepted
Usefulness = Habit (H8) 0.392%**(0.467M) Accepted
Satisfaction - Trust (H9) 0.268%(0.246M) Accepted
Satisfaction - Habit (H10) 0.340%**(0.338M) Accepted
Trust — Repurchase Intention (H11) 0.162*** (0.209M) Accepted
Habit — Repurchase Intention (H12) 0.503*** (0.598L) Accepted

Indirect Effect

B—CE—-PU—-H—RI 0.031*** (0.052S) Accepted
B—CE—-PU—-T—RI 0.008*** (0.013S) Accepted

B—CE—-CS—H—=RI 0.020%** (0.033S) Accepted
B—CE—-CS—T—=RI 0.005* (0.009S) Accepted
R—CE —-PU—H—RI 0.144*** (0.127M) Accepted
R—CE—=PU—-T—RI 0.037*** (0.033S) Accepted
R—CE—-CS—H—>RI 0.093*** (0.082S) Accepted
R—-CE—-=CS—T—=RI 0.024* (0.0218) Accepted
C—-CE—PU—H-—>RI 0.041*** (0.074S) Accepted
C—>CE—-PU—-T-—RI 0.011*** (0.019S) Accepted
C—>CE—CS—H-—=RI 0.027*** (0.048S) Accepted
C—>CE—=CS—=T—RI 0.007* (0.012S) Accepted

Table 3. Direct Effect and Indirect Effect

To ensure a model that appropriately fits the available data, model fit testing (Goodness of Fit) is essential
[65]. According to the suggested requirements [38], the results of the model fit tests presented in Table 8
demonstrate satisfactory outcomes. The Normed Chi-Square value (y?/df) is 2.505, which falls within the
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acceptable range of 2 to 3, indicating a reasonable fit. The RMR value is close to zero at 0.036, which also
reflects a good fit. An IFI value of 0.90 is considered a reasonable fit, while the CFI, GFI, and NFI values fall
within the range of 0.8 to 0.9, suggesting that the model is marginally fitting and still acceptable. Furthermore,
the RMSEA value is 0.063, which falls within the range of 0.05 to 0.08 and is thus regarded as a reasonable
fit. Table 4 provides the details of the model fit.

Sample Normed
Model RMR GFI NFI IFI CFI RMSEA
ode Size X2 (NC) = x2 / df
1452.751 B
Theoretical Model 375 452.751/580 0.03 0.805 0.844 0.900 0.899 0.063
= 2.505 6
R2 = RI:0.508

Table 4. Fit Statistics for Research Model

The analysis examined gender and employment status as moderating factors by categorizing respondents into
two groups based on descriptive statistics. Gender was classified as male or female, while employment status
was divided into two categories: employed and unemployed. The critical ratio value was used in a multigroup
analysis to determine the significance of the moderation factors. A value greater than 1.96 was considered
statistically significant [33]. The results showed that only gender had a significant effect. Specifically, gender
significantly moderates the direct relationships between perceived usefulness (PU) and both habit (H) and
trust (T), as well as the direct relationship between customer satisfaction (CS) and both habit (H) and trust
(T). Furthermore, gender also had a significant moderating effect on the direct relationship between habit (H)
and repurchase intention (RI). Notably, the impact of habit on repurchase intention was stronger among males
compared to females. Additionally, the effect of trust on repurchase intention was significant only within the
male group. Table 5 provides the details of the significant moderating effect.

) ) Stat.
Moderator Direct effect Direct effect C.R. L. Result
Significant

Gender Male (152) Female (223)

PU—-T 0.118 NS 0.540 il 2.250 * Supported
PU—-H 0.220 * 0.578 il 2.274 * Supported
CS—T 0.557 sk -0.086 NS -2.945 ok Supported
CS—H 0.514 0.141 NS -2.070 Supported
H —RI 0.663 ekl 0.346 kil -2.594 o Supported

Table 5. Result of the Moderating Effect

7. Discussion

The findings of this study indicate that habit formation has the strongest direct influence on repurchase
intention for products and services from e-marketplace merchants, followed by customer trust, which is the
second most influential factor. Additionally, rewards have the most significant indirect effect on repurchase
intention, mediated through customer engagement, perceived usefulness, and habit formation. In data
preparation, the points factor (H1) did not meet the Composite Reliability (CR) and Cronbach’s Alpha (CA)
criteria (= 0.7), leading to its removal from the model and the rejection of H1. However, hypotheses H2, H3,
and H4 were accepted, with significant values of H2 (f = 0.114), H3 (B = 0.532), and H4 (B = 0.153), all
with p-values < 0.001. These results align with previous studies suggesting that badges, rewards, and
challenges effectively enhance customer engagement [7][27][51]1[68].

Further, the result of H5 (f = 1.370) and H6 ( = 1.027) confirmed significant relationships, supporting
prior research that indicates highly engaged customers perceive greater usefulness and satisfaction from
gamification in the e-marketplace [3][72][77]. These results suggest that higher customer engagement leads
to an increased perception of usefulness and satisfaction, reinforcing the value of gamification in e-
marketplaces. Similarly, H7 (B = 0.316) was supported, indicating that greater perceived value from
gamification enhances customer trust in the platform [71]. Testing H8 (3 = 0.392) also yielded significant
results, showing that increased perceived value strengthens the formation of habitual usage of e-marketplace
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gamification features. These findings align with previous research highlighting that perceived value fosters
customer trust and habitual interactions with an application [34][69][71].

Results for H9 (B = 0.268) and H10 (B = 0.340) were significant, supporting the idea that customer
satisfaction directly influences customer trust in the e-marketplace, which aligns with a prior study [4][66].
Additionally, H10 confirms that satisfied customers are more likely to develop habitual behaviors, meaning
they frequently engage with gamification elements to fulfill their shopping needs [34]. Meanwhile, the result
of H11 (B = 0.162) showed a significant relationship, reinforcing that satisfied customers are more likely to
make repeat purchases [30][45]. The results also confirm that trust in both the seller and the e-marketplace
platform is a critical factor influencing repurchase intention [78]. Finally, H12 (3 = 0.503) was accepted,
demonstrating that habit formation significantly impacts repurchase intention [9][25]. However, it is
important to acknowledge that habit formation can differ based on individual motivations. For instance, some
users might be motivated by rewards, while others are driven by competition or social interaction.
Additionally, infrequent shoppers may develop weaker habits due to limited exposure or the lower personal
relevance of the platform. This suggests that the strength of a habit can depend on how often and why
someone uses the platform [34]. These factors should be taken into account when assessing the role of habit
in influencing repurchase behavior.

An analysis of indirect effects, meanwhile, indicates that repurchase intention is influenced by habitual
shopping behavior, which is driven by perceived usefulness. The findings suggest that as customers derive
more value from using the e-marketplace’s gamification features, they naturally integrate the platform into
their shopping routines, a pattern consistent with previous studies [7][20]. Among the three key gamification
elements (badges, rewards, and challenges), rewards had the strongest indirect effect on repurchase intention
(B = 0.144). This highlights that the more rewards merchants and the e-marketplace platform provide, the
higher the customer engagement and perceived benefits, ultimately increasing their likelihood of repeat
purchases.

The moderation analysis reveals that gender influences how users respond to gamification. Women are
more likely to build trust through perceived usefulness and habit, while men tend to rely more on satisfaction.
Additionally, the habit has a stronger effect on repurchase intention among male users, indicating that their
loyalty is primarily developed through repeated use. These differences may originate from behavioral
tendencies, in which men often engage more competitively with gamified systems [59], responding positively
to structured goals and rewards. As a result, they focus on the satisfaction derived from engagement rather
than its usefulness. On the other hand, the stronger impact of habit on repurchase intention among men may
correlate with higher levels of digital literacy. In Indonesia, men generally demonstrate greater proficiency in
using digital tools, particularly for complex tasks, and often have better access to technology that encourages
frequent interactions with digital platforms. This regular usage can reinforce habitual behavior over time,
making male users more likely to establish consistent technology usage patterns, leading to habit formation
[471.

8. Implications

8.1. Theoretical Implications

The findings of this research contribute to the body of knowledge on gamification in e-marketplaces,
particularly in the context of habit formation and repurchase intention. While previous studies have explored
the impact of gamification elements on customer engagement and repurchase behavior in e-marketplaces
[61[13]1[18][411[68], this study extends the discussion by examining how gamification fosters habitual
engagement and sustains customer repurchase intentions in e-marketplaces. Additionally, it provides insights
into key mediators—such as customer engagement, customer satisfaction, and perceived usefulness—that
influence the relationship between gamification and consumer behavior.

This research proposes a new conceptual model within the SOR framework, illustrating the interplay
between gamification, perceived usefulness, customer satisfaction, habit, trust, and repurchase intention. By
analyzing direct, indirect, and moderating effects, the study identifies the dominant factors influencing
repurchase behavior and offers strategic recommendations for enhancing customer retention in gamified e-
marketplace settings. The findings reveal that habit formation is the strongest predictor of repurchase
intention, followed by trust in the platform and sellers. Among the gamification elements, rewards exert the
most significant impact (though indirectly), followed by challenges and badges, with their influence mediated
by customer engagement, perceived usefulness, and habit. By adopting a habit-based perspective, which has
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been underexplored in prior research, this study offers a novel theoretical contribution to the advancement
of knowledge in gamification and e-marketplace consumer behavior.

8.2. Practical Implication

Based on the results of the hypothesis testing, this study presents several strategic recommendations for
increasing customers' repurchase intentions in e-marketplaces. First, the research indicates that gamification
elements, such as rewards, challenges, and badges, significantly influence customer engagement. To leverage
this, e-marketplaces should implement personalized reward programs tailored to customers' shopping
preferences and behaviors. These programs could include exclusive discounts, free shipping, or gift incentives
for frequent shoppers, which can reinforce their motivation to keep engaging with the platform. Additionally,
gamified challenges—such as milestone-based achievements or limited-time shopping events—can create a
sense of competition and excitement, further enhancing platform engagement. Furthermore, the strategic use
of badges as status symbols can strengthen customer loyalty by recognizing and rewarding high levels of
participation.

Another key strategy is to enhance the perceived usefulness of gamification to boost customer retention.
Merchants should provide detailed product and service information in their listings to ensure transparency
and build trust. Offering educational content, such as tutorials, product guides, or FAQs, can help customers
understand product features and make informed purchasing decisions. Because many customers reach out to
merchants for verification of product details, it is essential for sellers to respond promptly and offer relevant
recommendations to maintain customer interest. Encouraging customers to leave reviews and testimonials
after a purchase can also enhance the credibility of products and services, positively influencing future
customers' perceptions of value and fostering habitual shopping behaviors.

Improving user experience and interface design is another critical factor in reinforcing customer
engagement and habit formation. E-marketplaces should ensure their platforms have a simple, intuitive, and
user-friendly navigation process, making product discovery and purchasing seamless. Features such as
personalized reminders, product subscriptions, and automated reorder options for frequently purchased items
can help customers establish habits and maintain long-term engagement. A consistent and smooth shopping
experience throughout browsing, purchasing, and delivery processes can build customer trust and satisfaction,
strengthening their habitual interactions with the platform.

Lastly, merchants should strategically integrate gamification elements with a strong emphasis on
customer engagement and satisfaction. Providing timely rewards and ensuring seamless interactions with
customers through quick responses and personalized recommendations can significantly enhance habit
formation. This approach not only increases customer satisfaction but also fosters long-term loyalty, ensuring
that customers consistently return to shop from the same merchants on the e-marketplace. By aligning
gamification strategies with customer needs and expectations, businesses can create a more engaging,
rewarding, and sustainable shopping experience, ultimately driving higher repurchase rates and long-term
retention.

9. Conclusion

This study developed a theoretical model using the Stimulus-Organism-Response (SOR) framework to
examine the impact of gamification on customer engagement, habit formation, and repurchase intention in e-
marketplaces. The findings confirm that rewards, challenges, and badges effectively enhance engagement,
with rewards providing direct incentives and challenges and badges fostering competitive motivation. Users
who perceive gamification as beneficial and satisfying are more likely to develop habitual shopping behaviors,
increasing their repurchase intention. Additionally, customer engagement, satisfaction, and perceived
usefulness mediate the relationship between gamification and habit formation, further strengthening
repurchase behavior. However, points did not significantly influence engagement, as they failed reliability
testing. Moderation analysis revealed gender differences, with men demonstrating greater familiarity with
gamification and higher trust in e-marketplaces.

Despite its contributions, this study has several limitations. It examined only four gamification elements,
excluding key features such as leaderboards and social interaction mechanisms, which are known to play an
important role in fostering competitive and community-based engagement. Future studies should consider a
broader range of gamification features to gain deeper insight into their individual and combined effects.
Additionally, the study focused exclusively on Shopee and Tokopedia users, which may limit the
generalizability of the findings to other e-marketplaces or emerging social commerce platforms. Future
research should include more diverse platforms to capture varying user experiences. Using a cross-sectional
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design also limits the ability to capture changes in user behavior over time. Since habit formation is a gradual
process, longitudinal studies tracking user engagement and repurchase behavior over time would provide
more robust insights. Lastly, employing a larger and more balanced sample would improve the reliability of
moderation analysis and strengthen the overall model validation.

References

(1]

[2]

[3]

[4]

[5]

(6]

(71

(8]

[91

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

Abou-Shouk, M., & Soliman, M. (2021). The impact of gamification adoption intention on brand
awareness and loyalty in tourism: The mediating effect of customer engagement. Journal of
Destination Marketing and Management, 20.

Aguirre-Urreta, M. L., & Hu, J. (2019). Detecting Common Method Bias. ACM SIGMIS Database:
The DATABASE for Advances in Information Systems, 50(2), 45-70.

Al-Dmour, H. H., Ali, W. K., & Al-Dmour, R. H. (2019). The relationship between customer
engagement, satisfaction, and loyalty. International Journal of Customer Relationship Marketing
and Management, 10(2), 35-60.

Al-Hattami, H. M. (2021). Determinants of intention to continue usage of online shopping under
a pandemic: COVID-19. Cogent Business and Management, 8(1).

Aparicio, M., Costa, C. J., & Moises, R. (2021). Gamification and reputation: key determinants of
e-marketplaces usage and repurchase intention. Heliyon, 7(3).

Bayir, T., & Akel, G. (2023). Gamification in mobile shopping applications: A review in terms of
technology acceptance model. Multimedia Tools and Applications, 0123456789.

Behl, A., Sheorey, P., Pal, A., Veetil, A. K. V., & Singh, S. R. (2020). Gamification in e-
marketplaces: A comprehensive review of literature. In Journal of Electronic Commerce in
Organizations (Vol. 18, Issue 2, pp. 1-16). IGI Global.

Biella, M., Hennig, M., & Oswald, L. (2025). Investigating the Social Boundaries of Fairness by
Modeling Ultimatum Game Responders’ Decisions with Multinomial Processing Tree Models.
Games, 16(1), 1-21.

Bolen, M. C. (2020). Exploring the determinants of users’ continuance intention in
smartwatches. Technology in Society, 60.

Bouchrika, I., Harrati, N., Wanick, V., & Wills, G. (2019). Exploring the impact of gamification
on student engagement and involvement with e-learning systems.

Bouzaabia, O., Arbia, M. Ben, Varén, D. J. J., & Chui, K. T. (2024). The Consequences of
Gamification in Mobile Commerce Platform Applications. International Journal on Semantic
Web and Information Systems, 20(1), 1-20.

Chang, S. E., & Yu, C. (2023). Exploring Gamification for Live-Streaming Shopping - Influence of
Reward, Competition, Presence and Immersion on Purchase Intention. IEEE Access, 11, 57503-
57513.

Che, T., Peng, Y., Zhou, Q., Dickey, A., & Lai, F. (2023). The impacts of gamification designs on
consumer purchase: A use and gratification theory perspective. Electronic Commerce Research
and Applications, 59.

Chin, W. W. (2015). The Partial Least Squares Approach to Structural Equation Modeling.
http://www.researchgate.net/publication/232569511

Demir, M. 0., & Demir, Z. G. (2020). Gamification Characteristics Effects On Brand Loyalty.
Journal of Yasar University, 15(58), 270-287.

Statista. (2024). Jumlah pengguna e-marketplaces di Indonesia pada tahun 2020 hingga 2029.
https://www.statista.com/forecasts/251635/e-marketplaces-users-in-indonesia

Dikcius, V., Urbonavicius, S., Adomaviciute, K., Degutis, M., & Zimaitis, I. (2021). Learning
Marketing Online: The Role of Social Interactions and Gamification Rewards. Journal of
Marketing Education, 43(2), 159-173.

Dogan-Siidas, H., Kara, A., & Karaca, E. (2023). Effects of Gamified Mobile Apps on Purchase
Intentions and Word-of-Mouth Engagement: Implications for Sustainability Behavior.
Sustainability (Switzerland), 15(13).

JIOS, VOL. 49, NO. 1 (2025), PP. 53-67 63



JOURNAL OF INFORMATION AND ORGANIZATIONAL SCIENCES

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

[35]

[36]

Dzandu, M. D., Hanu, C., & Amegbe, H. (2022). Gamification of mobile money payment for
generating customer value in emerging economies: The social impact theory perspective.
Technological Forecasting and Social Change, 185.

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.

Elgarhy, S. D., Abdel Rahieem, W. M. A. N., & Abdulmawla, M. (2023). Influences of
Gamification on Repurchase Intention and Intrinsic Motivations in Egyptian Hotels and Travel
Agencies: The Mediating Role of Customer Engagement. Journal of Quality Assurance in
Hospitality and Tourism.

Facey-Shaw, L., Specht, M., van Rosmalen, P., & Bartley-Bryan, J. (2020). Do Badges Affect
Intrinsic Motivation in Introductory Programming Students? Simulation and Gaming, 51(1), 33—
54.

Falahat, M., Lee, Y. Y., Foo, Y. C., & Chia, C. E. (2019). A model for consumer trust in E-
marketplaces. Asian Academy of Management Journal, 24, 93-109.

Fayola, F., Graciela, V., Chandra, V., & Sukmaningsih, D. W. (2024). Impact of Gamification
Elements on Live Streaming ECommerce (Live Commerce). Procedia Computer Science, 245(C),
1065-1074.

Foroughi, B., [ranmanesh, M., & Hyun, S. S. (2019). Understanding the determinants of mobile
banking continuance usage intention. Journal of Enterprise Information Management, 32(6),
1015-1033.

Foroughi, B., Iranmanesh, M., Kuppusamy, M., Ganesan, Y., Ghobakhloo, M., & Senali, M. G.
(2023). Determinants of continuance intention to use gamification applications for task
management: an extension of technology continuance theory. Electronic Library, 41(2-3), 286—
307.

Garcia-Jurado, A., Castro-Gonzalez, P., Torres-Jiménez, M., & Leal-Rodriguez, A. L. (2019).
Evaluating the role of gamification and flow in e-consumers: millennials versus generation X.
Kybernetes, 48(6), 1278-1300.

Garcia-Jurado, A., Torres-Jiménez, M., Leal-Rodriguez, A. L., & Castro-Gonzalez, P. (2021). Does
gamification engage users in online shopping? Electronic Commerce Research and Applications,
48.

Ghozali, I., & Latan, H. (2015). Partial Least Squares Konsep, Teknik dan Aplikasi
Menggunakan Program SmartPLS 3.0 untuk Penelitian Empiris (2nd ed.). Badan Penerbit
Undip.

Gong, J., Said, F., Ting, H., Firdaus, A., Aksar, I. A., & Xu, J. (2023). Do Privacy Stress and

Brand Trust still Matter? Implications on Continuous Online Purchasing Intention in China.
Current Psychology, 42(18), 15515-15527.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least Squares Structural Equation
Modeling: Rigorous Applications, Better Results and Higher Acceptance. In Long Range Planning
(Vol. 46, Issues 1-2, pp. 1-12). Elsevier Ltd.

Harwood, T., & Garry, T. (2015). An investigation into gamification as a customer engagement
experience environment. Journal of Services Marketing, 7(January), 533-546.

Handarkho, Y. D. (2020). Impact of social experience on customer purchase decision in the
social commerce context. Journal of Systems and Information Technology, 22(4), 47-71.

Handarkho, Y. D. (2021). Understanding mobile payment continuance usage in physical store
through social impact theory and trust transfer. Asia Pacific Journal of Marketing and Logistics,
33(4), 1071-1087.

Handarkho, Y. D., Harjoseputro, Y., Samodra, J. E., & Irianto, A. B. P. (2021). Understanding
proximity mobile payment continuance usage in Indonesia from a habit perspective. Journal of
Asia Business Studies, 15(3), 420-440.

Hwang, J., & Choi, L. (2020). Having fun while receiving rewards?: Exploration of gamification
in loyalty programs for consumer loyalty. Journal of Business Research, 106, 365-376.

64

JIOS, VOL. 49, NO. 1 (2025), PP. 53-67



SURATMANTO, HANDARKHO AND EMANUEL THE INFLUENCE OF GAMIFICATION ON REPURCHASE...

[371

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

(471

[48]

[49]

[50]

[51]

[52]

[531]

[54]

[55]

Jacoby, J. (2002). Stimulus-Organism-Response Reconsidered: An Evolutionary Step in Modeling
(Consumer) Behavior. Journal of Consumer Psychology, 12(1), 51-57.

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling (T. D. Little, Ed.; 4th
ed.). THE GUILFORD PRESS .

Kline, R. B. (2018). Response to Leslie Hayduk’s review of principles and practice of structural
equation modeling,1 4th edition. Canadian Studies in Population, 45(3-4), 188-195.

Kumar, R. P., Banerjee, A., Al-Salti, Z., & Ananda, S. (2023). Technology acceptance model and
customer engagement: mediating role of customer satisfaction. Journal of Financial Services
Marketing.

Kusumawardani, K. A., Widyanto, H. A., & Tambunan, J. E. G. (2023). The role of gamification,
social, hedonic and utilitarian values on e-marketplaces adoption. Spanish Journal of Marketing
- ESIC, 27(2), 158-177.

Li, M., Jiang, Z. (Jack), & Ma, G. (2023). The puzzle of experience vs. memory: Peak-end theory
and strategic gamification design in M-commerce. Information and Management, 60(2).

Li, X., Liu, Z., Chen, Y., & Ren, A. (2023). Consumer avoidance toward message stream
advertising on mobile social media: a stimulus-organism-response perspective. Information
Technology and People.

Lim, S. Y., Tan, Y., Loh, X. M., Cham, T. H., Ooi, M. Y., & Tan, G. W. H. (2025). It’s not all fun
and games: gamification in e-marketplaces on consumers’ impulse buying of retail food
products. British Food Journal.

Lin, T. T., Yeh, Y. Q., & Hsu, S. Y. (2022). Analysis of the Effects of Perceived Value, Price
Sensitivity, Word-of-Mouth, and Customer Satisfaction on Repurchase Intentions of Safety Shoes
under the Consideration of Sustainability. Sustainability (Switzerland), 14(24).

Lin, X., & Wang, X. (2022). Towards a model of social commerce: improving the effectiveness of
e-marketplaces through leveraging social media tools based on consumers’ dual roles. European
Journal of Information Systems.

Long, T. Q., Hoang, T. C., & Simkins, B. (2023). Gender gap in digital literacy across
generations : Evidence from Indonesia. Finance Research Letters, 58(PD), 104588.

Quang, T., Cam, T., & Simkins, B. (2023). Gender gap in digital literacy across generations :
Evidence from Indonesia. Finance Research Letters, 58(PD), 104588.

Miao, M., Jalees, T., Zaman, S. 1., Khan, S., Hanif, N. ul A., & Javed, M. K. (2022). The influence
of e-customer satisfaction, e-trust and perceived value on consumer’s repurchase intention in
B2C e-marketplaces segment. Asia Pacific Journal of Marketing and Logistics, 34(10), 2184-
2206.

Mominzada, T., Rozan, M. Z. A., & Aziz, N. A. (2022). Consequences Of User Experience in A
Gamified E-marketplaces Platform. International Journal of Electronic Commerce Studies, 13(1),
113-136.

Mulcahy, R. F., Russell-Bennett, R., Zainuddin, N., & Kuhn, K. A. (2018). Designing gamified
transformative and social marketing services: An investigation of serious m-games. Journal of
Service Theory and Practice, 28(1), 26-51.

Nguyen-Viet, B., & Thi Hoang Nguyen, Y. (2024). Understanding Gamification Advertising
Effectiveness in an S-Commerce Context: A Study in an Emerging Market. Journal of Promotion
Management, 30(4), 552-582.

Nguyen, H. H., Nguyen-Viet, B., & Hoang Nguyen, Y. T. (2024). Attitudes towards gamification
advertising in Vietnam: a social commerce context. Behaviour and Information Technology,
43(5), 845-861.

O’Brien, R. M. (2007). A caution regarding rules of thumb for variance inflation factors. Quality
and Quantity, 41(5), 673-690.

Pan, J., Ishak, N. A., & Qin, Y. (2024). The application of Moore’s online learning interactions
model in learning outcomes: The SOR (stimulus-organism-response) paradigm perspective.
Heliyon, 10(7).

JIOS, VOL. 49, NO. 1 (2025), PP. 53-67 65



JOURNAL OF INFORMATION AND ORGANIZATIONAL SCIENCES

[56]

[571

[58]

[59]

[60]

[61]

[62]

[63]

[64]

[65]

[66]

(671

[68]

(691

[70]

[71]

[72]

[731]

[74]

[75]

Putri, F. S., Purwosaputro, R., Putri, S. K. M., & Ananda, A. S. (2023). Analysis of the influence
of perceived value on browsing behavior in C2C E-marketplaces with depth of review as
antecedent. International Journal of Data and Network Science, 7(4), 1613-1626.

Qian, T. Y., Yu, B., Matz, R., Luo, L., & Xu, C. (2023). Gamification for consumer loyalty: An
exploration of unobserved heterogeneity in gamified esports social live streaming. Telematics
and Informatics, 85.

Rahayu, F. S., Nugroho, L. E., Ferdiana, R., & Setyohadi, D. B. (2022). Motivation and
Engagement of Final-Year Students When Using E-learning: A Qualitative Study of Gamification
in Pandemic Situation. Sustainability (Switzerland), 14(14).

Raman, P. (2020). Examining the importance of gamification, social interaction and perceived
enjoyment among young female online buyers in India. Young Consumers, 22(3), 387-412.

Rasul, T., Lim, W. M., O’Connor, P., Ahmad, A., Farhat, K., de Oliveira Santini, F., & Junior
Ladeira, W. (2024). Immersive virtual reality experiences: boosting potential visitor engagement
and attractiveness of natural world heritage sites. Asia Pacific Journal of Tourism Research.

Rathina Velu, S., Gopinathan, S., & Raman, M. (2020). Competency Assessment for OR - COVID-
19. Journal of Humanities and Social Sciences Research, 2((S)), 111-130.

Saleem, A. N., Noori, N. M., & Ozdamli, F. (2022). Gamification Applications in E-learning: A
Literature Review. Technology, Knowledge and Learning, 27(1), 139-159.

Salmerén-Goémez, R., Garcia-Garcia, C. B., & Garcia-Pérez, J. (2024). A Redefined Variance
Inflation Factor: Overcoming the Limitations of the Variance Inflation Factor. Computational
Economics.

Samuel, S., & Anita, T. L. (2023). The relationship between trends in technology use and
repurchase intention. International Journal of Data and Network Science, 7(1), 449-456.

Schermelleh-Engel, K., Moosbrugger, H., & Miiller, H. (2003). Evaluating the Fit of Structural
Equation Models: Tests of Significance and Descriptive Goodness-of-Fit Measures. In Methods of
Psychological Research Online (Vol. 8, Issue 2).

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love, and respect
on loyalty formation for name-brand coffee shops. International Journal of Hospitality
Management, 79, 50-59.

Statista. (2023, September 26). E-marketplaces worldwide - statistics & facts.
Https://Www.Statista.Com/Topics/871/Online-Shopping/.

Tsou, H. T., & Putra, M. T. (2023). How gamification elements benefit brand love: the
moderating effect of immersion. Marketing Intelligence and Planning.

Ventre, I., & Kolbe, D. (2020). The Impact of Perceived Usefulness of Online Reviews, Trust and
Perceived Risk on Online Purchase Intention in Emerging Markets: A Mexican Perspective.
Journal of International Consumer Marketing, 32(4), 287-299.

Willis, R. (2021). EFFECT OF INTERACTION WITH GAMIFICATION FEATURE ON PURCHASE
INTENTION: THE MEDIATION ROLE OF BRAND ENGAGEMENT. In Journal of Management
Information and Decision Sciences (Vol. 24, Issue S4).

Wilson, N., Keni, K., Henriette, P., & Tan, P. (2021). The Role of Perceived Usefulness and
Perceived Ease-of-Use Toward Satisfaction and Trust which Influence Computer Consumers’
Loyalty in China. Gadjah Mada International Journal of Business, 23(3), 262-294.

Wong, E. Y. cheung, Hui, R. T. yin, & Kong, H. (2023). Perceived usefulness of, engagement
with, and effectiveness of virtual reality environments in learning industrial operations: the
moderating role of openness to experience. Virtual Reality, 27(3), 2149-2165.

Wu, Y., & Huang, H. (2023). Influence of Perceived Value on Consumers’ Continuous Purchase
Intention in Live-Streaming E-marketplaces—Mediated by Consumer Trust. Sustainability
(Switzerland), 15(5).

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.

Yu, N., & Huang, Y. T. (2022). Why do people play games on mobile commerce platforms? An
empirical study on the influence of gamification on purchase intention. Computers in Human
Behavior, 126.

66

JIOS, VOL. 49, NO. 1 (2025), PP. 53-67



SURATMANTO, HANDARKHO AND EMANUEL THE INFLUENCE OF GAMIFICATION ON REPURCHASE...

[76] Jia, F., & Yu, J. (2024). Disentangling e-marketplaces gamification affordances on
recommendation acceptances from a perceived value perspective. Information Technology and
People.

[77] Zaid, S., & Patwayati, P. (2021). Impact of Customer Experience and Customer Engagement on
Satisfaction and Loyalty: A Case Study in Indonesia. Journal of Asian Finance, Economics and
Business, 8(4), 983-992.

[78] Zhao, J. Di, Huang, J. S., & Su, S. (2019). The effects of trust on consumers’ continuous purchase
intentions in C2C social commerce: A trust transfer perspective. Journal of Retailing and
Consumer Services, 50, 42—-49.

JIOS, VOL. 49, NO. 1 (2025), PP. 53-67 67



