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This study was conducted to determine the effect of gamification and re-
wards on customer loyalty in Generation Z, moderated by gender. This re-
search uses a quantitative survey method. The sampling technique that the
writer uses is purposive sampling with a total sample of 150 respondents.
The data collected in this study used an online questionnaire technique,
and the data analysis technique was Linear Regression and Moderated Re-
gression Analysis. The results of this study indicate that: (1) Gamification
has a positive influence on customer loyalty, (2) The higher the effect of
rewards will have a positive effect on customer loyalty, (3) Gamification
and rewards each have a positive influence on customer loyalty, (4) There is
a positive effect of gender, namely, strengthening the effect of gamification
on customer loyalty. It regards the value of the regression coefficient on the
interaction between gamification and gender, which has a value of 0.085.
(5) There is a negative effect of gender in weakening the effect of rewards
on customer loyalty. It regards the value by the value of the regression coef-
ficient on the interaction between rewards and gender, which has a value of
-0.076. Therefore, in making gamification, gender can be considered so that

the gamification made can be by the wishes of consumers.

INTRODUCTION

Currently, the development of technolo-
gy is very rapid, as well as internet users around
the world are also experiencing an increase. The-
se technological developments certainly affect
people's lifestyles in various ways, one of which is
trade. At first, people traded face to face between
sellers and buyers, but now buyers and sellers can
buy and sell goods without meeting face to face.
Even sellers can sell their interests even though
they do not have physical stores to display pro-
ducts. This is certainly a great opportunity for on-
line traders. Surveyed in 2018 stated that the most
internet users in Indonesia are in the 19-34 year
age group, 49.52%. Then in the second position is
the age group of 35-54 years or 29.55%, the third
most users are the age group 13-18 years, namely

16.68%, and internet users in the age group over
54 years are 4.24% (APJII, 2018). Based on that
data shows that Generation Z dominates internet
users in Indonesia.

Generation Z was born around 1995 to
2010 because they were born in the digital era.
‘Whatever the activities carried out by Generation
Z are not far from technology, this makes them
have different characteristics from the previous
generation (Bakti & Safitri, 2017). Generation Z
seems more flexible and multitasking. They are
not stuck with the time and can do several jobs
simultaneously. This is certainly an opportuni-
ty for e-commerce to make Generation Z their
target market. In 2016, e-commerce in Indone-
sia amounted to 26.2 million. To win the com-
petition, online traders must satisfy customers
in various aspects. Because it is not face-to-face,
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and even buyers cannot touch the goods physi-
cally, customer trust in the product is important
to foster customer loyalty. Online purchases are
increasingly in demand because they have several
conveniences, namely, not limited by space and
time, comfortable, and having a wide selection of
attractive products.

Data from Bank Indonesia (BI) states that
e-commerce transactions in Indonesia in 2018
reached 77.766 trillion, and in 2017 it reached
30.492 trillion. Based on data, the number of
transactions that have occurred has increased by
5%. Then in 2016, Indonesia was determined to
be the country with the largest e-commerce tran-
saction in Southeast Asia, with a total transacti-
on of around 245.86 billion dollars. E-commerce
users in Indonesia reached approximately 30
million people in 2017. Even Google and Tema-
sek predict that e-commerce usage will continue
to increase to 119 million people by 2025 (Das,
2018; Moore et al., 2018).

Based on a survey conducted by iprice.
co.id in 2020, Shopee got the highest number of
monthly visitors at 93,440,300, Tokopedia was
in second place at 86,103,300, Bukalapak was
35,228,100, Lazada was in the fourth level with
22,021,800, Blibli .com for 18,307,500, JD.ID
for 9,301,000, Orami for 4,176,300, Bhinneka
for 3,804,800, Zalora for 2,334,400, Matahari for
2,197,200, and Sociolla for 1,986,900. Also, Bu-
kalapak has the highest value in terms of custo-
mer loyalty, which is 6.21% from 100%. The next
position is occupied by Tokopedia, OLX, Blibli.
com, and Lazada. The research statement proves
that the number of customers who visit the mar-
ketplace does not mean they are loyal to the mar-
ket. A value of 6.21% from 100% is very low and
proves that loyalty is one thing that is not easy to
get by marketplace organizers.

Consumers' loyalty is a commitment to
buy a product, namely goods or services, consis-
tently. Loyalty leads to repeated purchases of the
same brand, even though the consumer gets situ-
ational or marketing influences from competitors
to replace other brands (Pearson et al., 2012). Lo-
yalty is a purchase made repeatedly over a certain
period followed by several indicators such as the
possibility to buy and spread positive feedback to
others (Agrawal et al., 2012). Customer loyalty is
very important because if the merchants do not
have loyalty, they will lose customers over time.
E-commerce providers have made various efforts
to grow and increase customer loyalty. The orga-
nizers try to provide multiple features to make
it easier for e-commerce users to find the items
they need and want, giving complete things, good

quality service, and affordable prices for users or
buyers. In addition, e-commerce operators also
use gamification and rewards to increase consu-
mer loyalty.

Gamification is one method that can be
used to develop an online transaction system that
aims to improve the experience, loyalty, brand
awareness, and motivation to make buying and
selling transactions. Loyalty programs use game
features such as points, which many companies
adopt to form relationships between companies
and consumers with a gamification strategy
(Hwang & Choi, 2020). The gamification used by
e-commerce providers is almost the same, namely
by collecting points and coins that can be exchan-
ged for various kinds of rewards.

Rewards are something that the marketpla-
ce organizer gives to its customers. Rewards con-
sist of various kinds, such as shopping vouchers,
discounts, cashback, coins, points, and others.
Monetary rewards have a stronger influence on
customer loyalty with low long-term orientation
(Park et al., 2013). Therefore, many marketplace
organizers provide rewards in cashback to foster a
sense of commitment from their customers.

One of the things that can be considered in
creating and implementing gamification and re-
wards on e-commerce sites is gender. According
to Borg (2019), gender has two meanings. First,
the word gender is commonly used to distinguish
between men and women based on the anatomy
of the sexes. Second, according to sociologists
and psychologists, gender is more defined as the
division of "masculine" and "feminine" through
socially attached attributes and social psychology.

According to previous studies, women are
more attracted to games that involve long-term
relationship building and ease of use (Nakamura
& Wirman, 2005; Goh et al., 2019). Male users
most often focus on the usability of technology,
while female users focus more on ease of use
and enjoyment of subjective systems and norms
(Venkatesh et al., 2012). Therefore, gender is one
of the important things in making gamification
designs that will be applied to e-commerce sites.
Because of the importance of gamification and
rewards in influencing customer loyalty, as well
as because Generation Z dominates internet
users in Indonesia and the differences in percep-
tions between women and men in playing games,
the authors are interested in conducting a study
entitled the effect of gamification and rewards on
customer loyalty in Generation Z, moderated by
gender.
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HYPOTHESIS DEVELOPMENT

Gamification aims to increase users' expe-
rience, loyalty, brand awareness, and motivation
in making buying and selling transactions (Kar-
dianawati et al., 2016). Based on this research, ga-
mification can be used to increase customer loyal-
ty considering the increasingly rapid development
of the marketplace in the world, and marketplace
actors must present something that can attract
customers and foster a sense of customer loyalty.
The average market uses gamification with a coin
and points system. To get these coins and points,
consumers must use the marketplace applicati-
on as often as the position to collect many coins
and issues that can then be exchanged for various
attractive offers, such as shopping vouchers, dis-
counts, and others. Because of this dependence,
it is hoped that gamification can foster a sense of
customer loyalty to the marketplace.

Monetary rewards have a stronger influen-
ce on customer loyalty with a low long-term
orientation (Park et al., 2013). According to prior
research, satisfied customers prefer delayed re-
wards, and dissatisfied customers choose direct
tips (Keh & Lee, 2006). Based on this research,
dividends can be used to measure consumer lo-
yalty. Therefore, marketplace organizers must
know and understand the selection of the right
time and type of rewards for customers.

Gamification refers to using game design
elements in non-game goods or services to en-
courage behavior value creation such as increased
consumption or greater loyalty (Hofacker et al.,
2016). The more marketplaces that develop, the
more consumers will shop at the market that sa-
tisfies them.

However, the many marketplaces cause
the Market players to find it difficult to make
consumers loyal to their marketplace. To foster
this loyalty, marketplace players use gamification
and offer several benefits when consumers check
in every day and play consistently. Consumers
will get rewards in the form of coins and points.
Rewards coins and points can be exchanged for
various kinds of vouchers, discounts, and cash-
back. With this, it is hoped to foster a sense of
loyalty to consumers. Thus, the researcher creates
hypotheses:

H1 : Gamification (X1) has a significant ef-
fect on consumer loyalty (Y)

H2 : Reward (X2) has a significant effect on
consumer loyalty (Y)

H3 : Gamification (X1) and Rewards (X2) af-
fect consumer loyalty (Y)

Gamification cannot be done haphazardly
because consumers from each marketplace have
different genders. Existing research consistently
shows that each gender has differences in-game
motivation, game genre preferences, playing
styles, and emotions experienced during games
(Hartmann & Klimmt, 2006). Men have been no-
ted to express more achievement-oriented moti-
vation (Williams et al., 2008) and more competi-
tiveness and need to win than women (Hartmann
& Klimmt, 2006). Based on previous studies, se-
veral things must be considered in making gami-
fication, one of which is gender.

One thing that is done to involve consu-
mers consistently is the gamification features. By
playing the game with this, consumers will get
rewards in coins and points that can be exchan-
ged into shopping vouchers, discounts, and much
more. According to Barlow (1996) and Harris
(2000), rewards are divided into hard and soft re-
wards. In general, hard rewards are more tangible
elements such as discounts and prizes. Meanw-
hile, soft rewards are more emotional, and the
goal is to make customers feel special compared
to other customers. On average, women are more
emotional than men. Therefore, in determining
the rewards, one must also consider gender. If the
rewards are following the wishes, there will be a
sense of loyalty over time. Thus, the researcher
creates hypotheses:

H4 : Gender affects the relationship between
gamification and customer loyalty.

H5 : Gender affects the relationship of
rewards to customer loyalty

METHOD

This survey method was used as the pri-
mary data source. According to the level of ex-
planation, this research includes associative rese-
arch. This study consists of four variables: two
independent variables, gamification and rewards,
one dependent variable, namely loyalty, and a
moderating variable, namely gender. In this stu-
dy, customer loyalty can be measured by seve-
ral indicators: willingness to pay, commitment,
satisfaction, and recommendation (Pihlstrém &
Brush, 2008). Gamification is measured through
enjoyment, ease of use, engagement (Yang et al.,
2017). and entertainment (Kim et al., 2013). Re-
wards are measured through enjoyment, benefits,
and satisfaction (Kim & Ahn, 2017). Gender, in
this case, is male and female.

The population in this study are internet
users in Lampung (especially generation Z) who
have used gamification and received rewards in
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the marketplace. The sample used in this study
was the general public in Lampung with the follo-
wing criteria: a. Age about 18 to 25 years. b. The
user used the gamification feature on the Shopee
marketplace more than three times. c. User ever
received rewards from gamification carried out
on the Shopee marketplace. The sample size used
as a reference in this study was based on (Hair,
2013). This study used 23 questions, and the
sample used was 150 people. All variables used in
this study were measured using a Likert scale of
1-4 to avoid neutral answers.

RESULTS

Respondents in this study were Generati-
on Z aged 18-25 years. Respondents aged 18-20
years amounted to 9 people, and respondents old
21-25 years amounted to 141 people. Then, res-
pondents who have a male gender as many as 83
people while respondents who have female sex as
many as 67 people.

Multiple linear regression analysis was
used to determine the effect of gamification and
reward on customer loyalty either partially or si-
multaneously.

Table 1. Multiple Linear Regression Analysis

Variable Regression Coefficient T-count Sig. Hypothesis Test
Gamification 0.221 2.152 0.033 HI accepted
Reward 0.121 1.500 0.000 H2 accepted
Constanta 14.333
R2 0.290
Adjusted R2 0.281
F Test 30.075
Sig. 0.000 H3 accepted

The validity test results on the above va-
riables show that the loading factor value is gre-
ater than 0.5. The reliability test results of each
variable indicate that the above instrument is reli-
able because it has a Cronbach's alpha value gre-
ater than 0.60 (Ghozali, 2011). The gamification
Cronbach alpha value is 0.920, the rewards are
0.934, and customer loyalty is 0.921.

The data analysis technique used is Desc-
riptive Analysis, Regression Linear and Mode-
rated Regression Analysis (MRA) or interaction
test which is a special application of multiple
linear regression where the regression equation
contains interaction elements (multiplication of
two or more multiplication of two independent
variables) with the following equation formula
(Liana, 2009).

The equation formula is:

Y=a+blX .o, (D
Y=a+blX+b2M.......ovviiiii, 2
Y=a+blX +b2M +b3XM................ 3)
Note:

X = Independent variables.

M = Moderating variables.

XM = Interaction between independent variable
and moderating variables.

The regression analysis results of the im-
pact of gamification and reward on customer lo-
yalty are shown in Table 1 above

Based on Table 1, it can be seen that the
multiple regression equation is as follows: Cus-
tomer Loyalty = 14.333 + 0.221 Gamification +
0.121 Reward + e. The regression equation shows
that the regression coefficient for gamification
(bl) and reward (b2) has a positive regression
coefficient. The formulation means that gamifica-
tion and reward positively affect customer loyalty

Moderation regression analysis is used to
determine the effect of gender moderation variab-
les that will strengthen or weaken the impact of
gamification on customer loyalty and rewards on
customer loyalty.

The moderation test (1) was conducted to
answer research questions about gender modera-
ting the relationship between gamification and

customer loyalty, as shown in Table 2.
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Table 2. Results of Regression of Gender
Interaction and Gamification on Customer Lo-

yalty

Variable Regression Coefficient T-count Sig. HYI,’I(,):;CSIS
Gamification 0.420 4.590 0.000 Significant
Gender -2.724 -3.155 0.002 Significant
Gamification 0.085 2.445 0.016 Significant
*Gender
Constanta 21.255
R2 0.246
Adjusted R2 0.231
F Test 15.880
Sig. 0.000

This study indicates that the value of
the interaction between gamification and gender
shows a positive result, namely 0.085, meaning
that there is a positive or direct influence on the
interaction of gamification and gender on loyalty.
Based on significant value, gamification (0.000 <
0.05), and interaction of gamification and gender
(0.016 <0.05), the hypothesis which states that
gender affects the relationship between gamifica-
tion and loyalty is proven (H4 is accepted).

The moderation test (2) was conducted to
answer research questions about the effect of gen-
der moderating the relationship between reward
and customer loyalty, as shown in Table 3.

Table 3. Results of Regression of Gender
Interaction and Reward on Customer Loyalty

Based on significant value, reward (0.000
< 0.05), and interaction of reward and gender
(0.013 <0.05), the hypothesis which states that
gender affects the relationship between reward
and loyalty is proven (H5 is accepted).

Hypothesis testing in this study aims to
prove that gamification and rewards affect cus-
tomer loyalty in Generation Z, with gender as a
moderator.

The results show that the gamification reg-
ression coefficient of 0.221 indicates that every
increase in gamification will increase loyalty.
Based on the current results indicate the direction
of this model is positive. Also, based on the signi-
ficant value is 0.033 < 0.05, it can be concluded
that hypothesis 1, which states that gamification
affects customer loyalty, is proven. The results
of this study are consistent with the research of
(Hwang & Choi, 2020).

Variable Regression Coefficient T-count Sig. Hypothesis Test
Reward 0.642 7.861 0.000 Significant
Gender 1.692 2.076 0.040 Significant
Reward*Gender -0.076 -2.528 0.013 Significant
Constanta 13.901
R2 0.301
Adjusted R2 0.286
F Test 20.942
Sig. 0.000

This study indicates that the value of the
interaction between rewards and gender of -0.076
indicates a negative result, meaning that there is
no positive or direct effect of the interaction of
rewards and gender on loyalty. The existence of
gender will weaken the relationship of rewards to
loyalty.

According to the survey, gamification can
increase consumer loyalty because, with gami-
fication, consumer retention will increase, and
over time loyalty will arise.

This study indicates that the rewards va-

riable has a t-count of 1.500 and a significance
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value of 0.000 rewards is smaller than 0.05 (sig
0.000 <0.05), so this study succeeded in proving
that hypothesis 2 states that rewards have a pro-
ven effect on customer loyalty. Based on prior
research, rewards are divided into hard and soft
rewards (Barlow, 1996; Harris, 2000). In gene-
ral, hard rewards are the more tangible elements
such as discounts and giveaways. Meanwhile, soft
rewards are more emotional, and the goal is to
make customers feel special compared to other
customers.

The results of this study are consistent
with research by (Rehnen et al., 2017), that the
research shows that rewards for customer enga-
gement have a positive effect on customer loyalty.

Based on Table 1, gamification and re-
ward significantly affect customer loyalty (H3 is
accepted). It is seen by significant value (0.000
< 0.005). Gamification refers to using game de-
sign elements in non-game goods or services to
encourage value-creating behaviors such as inc-
reased consumption or greater loyalty (Hofacker
et al., 2016).The more marketplaces that develop,
the more consumers will shop at the marketplace
that satisfies them. However, many marketplaces
make it difficult for market players to make con-
sumers loyal to their marketplace. To foster this
loyalty, marketplace players use gamification and
offer several benefits when consumers check in
every day and play consistently. Consumers will
get rewards in the form of coins and points. Re-
wards coins and points can be exchanged for va-
rious kinds of vouchers, discounts, and cashback.
With this, it is hoped to foster a sense of loyalty
to consumers. The research above is relevant to
previous research on (Rehnen et al., 2017), that
indicates that the data shows that rewards for
customer engagement positively affect customer
loyalty and proves that gamification and rewards
have consistent research results that can affect
customer loyalty.

This study indicates that the value of the
interaction between gamification and gender
shows a positive result, 0.085, meaning that there
is a positive or direct influence on the interaction
of gamification and gender on loyalty. The exis-
tence of gender will strengthen the relationship
of gamification to loyalty. Therefore, hypothesis
4 (H4), which states that gender affects the re-
lationship between gamification and loyalty, is
proven. Gender is commonly used to distinguish
between men and women based on the anatomy
of the sexes. In the second sense, especially the
notion initiated by sociologists and psychologists
that gender is more defined into masculine and
feminine divisions through socially inherent at-

tributes and social psychology, many sociologists
emphasize that discourse on gender is used when
social divisions are created in society into the ca-
tegories of who is masculine and who is femini-
ne (Borg, 2019). Gamification is useful for inc-
reasing the experience and effect of services on
consumers, and women get greater social benefits
than men (Huotari & Hamari, 2017). This proves
that the research that has been carried out is con-
sistent or has consistent results that gender affects
the relationship between gamification and loyal-
ty. In addition, in this study, the influence of the
female gender is more dominant in strengthening
the effect of gamification on customer loyalty.

This study indicates that the value of the
interaction between rewards and gender of -0.076
indicates a negative result, meaning that there is
no positive or direct effect of the interaction of
rewards and gender on loyalty. The existence of
gender will weaken the relationship of rewards to
loyalty. Therefore, hypothesis 5 (H5), which sta-
tes that gender affects the relationship of rewards
to customer loyalty, is proven. Previous research
conducted by (Hwang & Choi, 2020) shows that
gamification can increase consumer loyalty be-
cause, with gamification, consumer retention will
grow and last longer. Over time, loyalty will arise.
However, this study has limitations, so the rese-
archer suggests adding gender as a moderating
variable. After adding gender as a moderating va-
riable, it is proven that gender as a moderating va-
riable weakens the relationship between rewards
and customer loyalty.

CONCLUSIONS AND RECOMMENDATIONS

Based on the research that has been done
and the discussion above, the following conclu-
sions can be drawn gamification has a positive
effect on customer loyalty. The impact of gami-
fication on customer loyalty is 22.1%, which me-
ans that the greater the result, the greater the level
of customer loyalty. Rewards have a positive in-
fluence on customer loyalty. This means that the
greater the impact of the rewards, the higher the
level of customer loyalty. The effect of rewards
on customer loyalty is 12.1%.

Gamification and rewards each positive-
ly affect customer loyalty, which is 28.1%. The
higher the effect of gamification and rewards, the
higher the level of customer loyalty. There is a
positive effect of gender, namely, strengthening
the impact of gamification on customer loyalty.
In this case, women are more dominant in en-
hancing the impact of gamification on customer
loyalty. In the process of making gamification, it
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is necessary to pay attention to gender factors (es-
pecially women) so that the gamification made
can be by what is desired by the customer. There
is a negative effect of gender, weakening the ef-
fect of rewards on customer loyalty. In this case,
women are also more dominant in weakening the
effect of rewards on customer loyalty. Therefore,
in implementing rewards, it is necessary to consi-
der gender factors (especially women) so that the
rewards given can satisfy customers.

Based on the research that has been done,
it is proven that gamification and rewards affect
customer loyalty. In addition, gender also posi-
tively affects the relationship between gamifica-
tion and customer loyalty. Therefore, in making
gamification, gender can be considered so that
the gamification made can be by the wishes of
consumers.

For further researchers are expected to add
other variables that affect customer loyalty. Res-
pondents in this study were also limited because
they only studied Generation Z. It would be bet-
ter if further research could examine different ge-
nerations, such as Generation X and Generation
Y. In addition, for further research, other variab-
les can be used as predictors of loyalty, such as
brand attitude and brand awareness. Then, furt-
her analysis can also be done on other marketpla-
ces, such as Lazada, Tokopedia, Blibli.com, and
many more. In addition to being carried out in
the market, this research on customer loyalty can
also be carried out in retail.
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