
 

128 

 

DAFTAR PUSTAKA 

Alzayat dan Lee. (2021). Virtual products as an extension of my body: Exploring 

hedonic and utilitarian shopping value in a virtual reality retail environment. 

Journal of Business Research. Diakses dari https://www-sciencedirect-

com.ezproxy.ugm.ac.id/science/article/pii/S0148296321001703 

App Annie. (2022). Top Apps on Google Play, Indonesia, Shopping January 8, 

2022. Diakses 08 Januari 2022 dari 

https://www.appannie.com/en/apps/google-play/top/indonesia/shopping/ 

Bowden dan Mirzaei. (2021). Consumer engagement within retail communication 

channels: an examination of online brand communities and digital content 

marketing initiatives. European Journal of Marketing Vol. 55, No. 5, 1411-

1439. DOI: 10.1108/EJM-01-2018-0007 

Canio, dkk. (2021). Engaging Shoppers Through Mobile Apps: The Role of 

Gamification. International Journal of Retail & Distribution Management 

Vol. 49 No. 7, 919-940. DOI: 10.1108/IJRDM-09-2020-0360 

Davcik, dkk. (2015). Towards a unified theory of brand equity: 

conceptualizations, taxonomy and avenues for future research. Journal of 

Product and Brand Management Vol. 24, No.1, 3-17. DOI:10.1108/JPBM-

06-2014-0639/full/html  

Djelassi, dkk. (2018). Does culture affect the relationships among utilitarian and 

non-utilitarian values, satisfaction and loyalty to shopping centres? 

International Journal of Retail & Distribution Management Vol. 46 No. 11, 

1153-1169. Diakses dari www.emeraldinsight.com/0959-0552.htm  

Dwivedi, dkk. (2018). Consumer emotional brand attachment with social media 

brand and social media brand equity. European Journal of Marketing Vol. 53, 

No. 6, 1176-1204. DOI: 10.1108/EJM-09-2016-0511 

Fink. (2002). The Survey Kit, 2nd edition. Thousand Oaks: Sage 

Hair, Joseph F., dkk. (2016). A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM), 2nd edition. Sage Publications: Los Angeles. 

Huang, R., dkk. (2015). The impact of brand experience on brand resonance in 

multi-channel fashion retailing. Journal of Research in Interactive Marketing 

Vol. 9, 129-147. DOI:10.1108/JRIM-06-2014-0042 
Huotari, K. dan Hamari, J. (2017). A definition for gamification: anchoring 

gamification in the service marketing literature. Journal of Engineering and 

Computer Science. DOI:10.1007/s12525-015-0212-z  

Hsu dan Chen. (2018). How does gamification improve user experience? An 

empirical investigation on the antecedences and consequences of user 

experience and its mediating role. Journal Technological Forecasting and 

Social Change Vol. 132, 118-129. Diakses dari 

https://doi.org/10.1016/j.techfore.2018.01.023  

Hwang, J. dan Choi, L. (2020). Having fun while receiving rewards? Exploration 

of gamification in loyalty programs for consumer loyalty. Journal of Business 

Research Vol. 106, 365-376. Diakses dari 

https://www.sciencedirect.com/science/article/abs/pii/S0148296319300311  

PENGARUH GAMIFIKASI PADA KETERLIBATAN MEREK DAN EKUITAS MEREK LOKAPASAR
DARING (STUDI PADA LOKAPASAR
DARING INDONESIA)
WIDYA AYU AMELIA, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0148296321001703
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0148296321001703
https://www.appannie.com/en/apps/google-play/top/indonesia/shopping/
https://www-emerald-com.ezproxy.ugm.ac.id/insight/content/doi/10.1108/JPBM-06-2014-0639/full/html
https://www-emerald-com.ezproxy.ugm.ac.id/insight/content/doi/10.1108/JPBM-06-2014-0639/full/html
http://www.emeraldinsight.com/0959-0552.htm
http://dx.doi.org/10.1108/JRIM-06-2014-0042
https://doi.org/10.1016/j.techfore.2018.01.023
https://www.sciencedirect.com/science/article/abs/pii/S0148296319300311


 

129 

 

iPrice. (2021). Peta E-Commerce Indonesia. Diakses 1 Mei 2022 dari 

https://iprice.co.id/insights/mapofecommerce/  

Jayani, Dwi H. (2021, 22 Januari). Usia Produktif Kian Mendominasi Penduduk 

Indonesia. Diakses 13 Januari 2022 dari Databoks Katadata, 

https://databoks.katadata.co.id/datapublish/2021/01/22/usia-produktif-kian-

mendominasi-penduduk-indonesia  

Jones, M.A., Reynolds, K.E. and Arnold, M.J. (2006). Hedonic and utilitarian 

shopping value: investigating differential effects on retail outcomes. Journal 

of Business Research, Vol. 59 No. 9, pp. 974-981. DOI: 

10.1016/j.jbusres.2006.03.006 

Kemp, Simon. (2021, 11 Februari). Digital 2021: Indonesia. Diakses 08 Januari 

2021 dari Data Reportal, https://datareportal.com/reports/digital-2021-

indonesia 

Leclercq, Poncin, & Hammedi. (2017). The Engagement Process During Value 

Co-Creation: Gamification in New Product-Development Platforms. 

International Journal of Electronic Commerce Vol. 21 No. 4, 454-488. 

Diakses dari 

https://www.tandfonline.com/doi/abs/10.1080/10864415.2016.1355638  

Lee dan Kim. (2018). The Effect of Hedonic and Utilitarian Values on 

Satisfaction and Loyalty of Airbnb Users. International Journal of 

Contemporary Hospitality Management Vol. 30 No. 3, 1332-1351. Diakses 

dari www.emeraldinsight.com/0959-6119.htm 

Mullins dan Sabherwal. (2020). Gamification: A cognitive-emotional view. 

Journal of Business Research Vol. 106, 304-314. DOI: 

10.1016/j.jbusres.2018.09.023  

Noorbehbahani, dkk. (2019). A systematic mapping study on gamification applied 

to e-marketing. Journal of Research in Interactive Marketing Vol.13, No.3, 

392-410. Diakses dari Emerald Insight, www.emeraldinsight.com/2040-

7122.htm  

Osei-Frimpong dan Mclean. (2017). Examining Online Social Brand Engagement: 

A Social Presence Theory. DOI: 10.1016/j.techfore.2017.10.010 

Prentice, dkk. (2020). The Influence of Identity-Driven Customer Engagement on 

Purchase Intention. Journal of Retailing and                                                                   

Consumer Services Vol. 47, 339-347. Diakses dari https://www-

sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0969698918308646  

Ryan dan Deci. (2000). Self-Determination Theory, and the Facilitation of 

Intrinsic Motivation, Social Development, and Well-Being. 

DOI:10.1037//0003-066X.55.1.68 

Santos-Vijande, dkk. (2022). Building user engagement to mhealth apps from a 

learning perspective: Relationships among functional, emotional and social 

drivers of user value. Journal of Retailing and Consumer Services Vol.66. 

Diakses dari https://doi.org/10.1016/j.jretconser.2022.102956  

Sasmita dan Suki (2015). Young consumers’ insights on brand equity: Effects of 

brand association, brand loyalty, brand awareness, and brand image. 

International Journal of Retail & Distribution Management Vol. 43 No.3, 

276-292. Diakses dari www.emeraldinsight.com/0959-0552.htm  

PENGARUH GAMIFIKASI PADA KETERLIBATAN MEREK DAN EKUITAS MEREK LOKAPASAR
DARING (STUDI PADA LOKAPASAR
DARING INDONESIA)
WIDYA AYU AMELIA, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

https://iprice.co.id/insights/mapofecommerce/
https://databoks.katadata.co.id/datapublish/2021/01/22/usia-produktif-kian-mendominasi-penduduk-indonesia
https://databoks.katadata.co.id/datapublish/2021/01/22/usia-produktif-kian-mendominasi-penduduk-indonesia
http://dx.doi.org/10.1016/j.jbusres.2006.03.006
https://datareportal.com/reports/digital-2021-indonesia
https://datareportal.com/reports/digital-2021-indonesia
https://www.tandfonline.com/doi/abs/10.1080/10864415.2016.1355638
http://www.emeraldinsight.com/0959-6119.htm
http://www.emeraldinsight.com/2040-7122.htm
http://www.emeraldinsight.com/2040-7122.htm
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0969698918308646
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0969698918308646
https://doi.org/10.1016/j.jretconser.2022.102956
http://www.emeraldinsight.com/0959-0552.htm


 

130 

 

Sekaran, Uma dan Bougie, R. (2016). Research Methods for Business: a Shill 

Building Approach, 7th Edition. UK: John Wiley and Sons, ltd.  

Takhur, Rakhi. (2019). The moderating role of customer engagement experiences 

in customer satisfaction–loyalty relationship. European Journal of Marketing, 

Vol. 53, No. 7, 1278-1310. Diakses dari Emerald Insight, 

www.emeraldinsight.com/0309-0566.htm  

Vieira, Santini, dan Araujo. (2018). A meta-analytic review of hedonic and 

utilitarian shopping values. Journal of Consumer Marketing Vol. 35, No. 4, 

426-437. Diakses dari www.emeraldinsight.com/0736-3761.htm  

Vitkauskaite, E. dan Gatautis, R. (2018). Points for Posts and Badges to Brand 

Advocates: The Role of Gamification in Consumer Brand Engagement. 

Conference Paper. Diakses dari http://hdl.handle.net/10125/50030   

Vohra, Anupama dan Bhardwaj, Neha. (2019). Customer engagement in an e-

commerce brand community. Journal of Research in Interactive Marketing 

Vol. 13, No. 1, 2-25. Diakses dari www.emeraldinsight.com/2040-7122.htm 

We Are Social. (2021, 27 Januari). Digital 2021: The Lastest Insights Into The 

‘State of Digital’. Diakses 08 Januari 2022 dari 

https://wearesocial.com/uk/blog/2021/01/digital-2021-the-latest-insights-into-

the-state-of-digital/ 

We Are Social. (2021, 11 Februari). Digital 2021: Indonesia. Diakses 27 April 

2022 dari https://datareportal.com/reports/digital-2021-indonesia 

Wu, dkk. (2018). Social Value and Online Social Shopping Intention: The 

Moderating Role of Experience. Information Technology and People Vol.31 

No. 3, 688-711. Diakses dari www.emeraldinsight.com/0959-3845.htm 

Xi, N. dan Hamari, J. (2019). Does gamification satisfy needs? International 

Journal of Information Management Vol. 46, 210-221. Diakses dari 

https://www.sciencedirect.com/science/article/abs/pii/S0268401218307436  

Xi, N. dan Hamari, J. (2020). Does Gamification Affect Brand Engagement and 

Equity? A Study in Online Brand Communities. Journal Business of 

Research Vol. 109, 449-460. Diakses dari https://www-sciencedirect-

com.ezproxy.ugm.ac.id/science/article/pii/S0148296319307337  

Yuliawati. (2021, 04 Juni). Nilai Transaksi Ecommerce RI Melonjak 91%, Shopee 

Kuasai Pasar. Diakses 10 Maret 2022 dari katadata, 

https://katadata.co.id/yuliawati/digital/60ba67ba89507/nilai-transaksi-e-

commerce-ri-melonjak-91-shopee-kuasai-pasar  

Yu, N. & Huang, Y. (2021). Why Do People Play Games on Mobile Commerce 

Platforms? An Empirical Study on The Influence of Gamification on 

Purchase Intention. Journal Computers in Human Behavior. Diakses dari 

https://www-sciencedirect-

com.ezproxy.ugm.ac.id/science/article/pii/S0747563221003149 

  

PENGARUH GAMIFIKASI PADA KETERLIBATAN MEREK DAN EKUITAS MEREK LOKAPASAR
DARING (STUDI PADA LOKAPASAR
DARING INDONESIA)
WIDYA AYU AMELIA, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

http://www.emeraldinsight.com/0309-0566.htm
http://www.emeraldinsight.com/0736-3761.htm
http://hdl.handle.net/10125/50030
http://www.emeraldinsight.com/2040-7122.htm
https://wearesocial.com/uk/blog/2021/01/digital-2021-the-latest-insights-into-the-state-of-digital/
https://wearesocial.com/uk/blog/2021/01/digital-2021-the-latest-insights-into-the-state-of-digital/
https://datareportal.com/reports/digital-2021-indonesia
http://www.emeraldinsight.com/0959-3845.htm
https://www.sciencedirect.com/science/article/abs/pii/S0268401218307436
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0148296319307337
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0148296319307337
https://katadata.co.id/yuliawati/digital/60ba67ba89507/nilai-transaksi-e-commerce-ri-melonjak-91-shopee-kuasai-pasar
https://katadata.co.id/yuliawati/digital/60ba67ba89507/nilai-transaksi-e-commerce-ri-melonjak-91-shopee-kuasai-pasar
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0747563221003149
https://www-sciencedirect-com.ezproxy.ugm.ac.id/science/article/pii/S0747563221003149

