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ABSTRAK 

IVENA PUTRI HIDAYAH. Pengaruh Gamification Pada Platform Shopee 

Melalui Customer Experience Terhadap Purchase Decision Produk Skincare. 

Dibimbing oleh MA’MUN SARMA. 
 

Perkembangan e-commerce telah mengubah perilaku konsumen dalam 

berbelanja, khususnya produk skincare yang banyak diminati Generasi Z. 

Persaingan antar platform mendorong perusahaan memanfaatkan strategi 

gamification untuk meningkatkan keterlibatan pengguna dalam aktivitas belanja 

digital. Penelitian ini bertujuan menganalisis pengaruh gamification Shopee 

terhadap purchase decision produk skincare melalui customer experience. Data 

diperoleh dari 175 responden di wilayah Jabodetabek yang memenuhi kriteria 

penelitian dan dianalisis menggunakan metode Structural Equation Modelling 

(SEM) berbasis Partial Least Square (PLS). Hasil penelitian menunjukkan bahwa 

gamification dan customer experience berpengaruh signifikan terhadap purchase 

decision produk skincare. Berdasarkan temuan tersebut, penelitian ini menyusun 

implikasi manajerial menggunakan pendekatan IPOOI (Input, Process, Output, 

Outcome, dan Impact) sebagai rekomendasi bagi Shopee dan seller dalam 

mengoptimalkan implementasi gamification untuk meningkatkan customer 

experience dan keputusan pembelian. 

 

Kata Kunci: e-commerce, gamifikasi, keputusan pembelian, pengalaman 

pelanggan, keputusan pembelian, SEM-PLS. 
 

ABSTRACT 

IVENA PUTRI HIDAYAH. The Impact of Gamification on the Shopee 

Platform Through Customer Experience on Purchase Decisions for Skincare 

Products. Supervised by MA’MUN SARMA. 

 

The growth of e-commerce has transformed consumer shopping behavior, 

particularly regarding skincare products, which are highly sought after by 

Generation Z. Competition among platforms has prompted companies to utilize 

gamification strategies to increase user engagement in digital shopping activities. 

This study aims to analyze the impact of Shopee’s gamification on purchase 

decisions for skincare products through the lens of customer experience. Data were 

collected from 175 respondents in the Jabodetabek area who met the study criteria 

and were analyzed using Partial Least Squares (PLS)-based Structural Equation 

Modeling (SEM). The results indicate that gamification and customer experience 

have a significant impact on purchase decisions for skincare products. Based on 

these findings, this study formulates managerial implications using the IPOOI 

(Input, Process, Output, Outcome, and Impact) approach as recommendations for 

Shopee and sellers to optimize the implementation of gamification to improve 

customer experience and purchasing decisions. 

 

Keywords: customer experience, e-commerce, gamification, purchase decision, 

SEM-PLS.  
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