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ABSTRACT

The development of the digital ecosystem has encouraged e-commerce companies to
develop more interactive and user-experience-oriented marketing approaches. One
widely implemented strategy is gamification, the integration of game elements into
application systems to increase user engagement. On the Shopee platform,
gamification is implemented through features such as points, challenges, prizes, and
competition mechanisms designed to create a more engaging and participatory user
experience. This study aims to analyze the effect of gamification on customer retention
and loyalty among Shopee application users residing in Situbondo City. The approach
used was quantitative with a survey method involving 50 respondents as the research
sample. The data obtained were analyzed using linear regression to examine the
relationship between gamification variables and customer retention and loyalty. The
analysis results show that gamification has a positive and significant effect on both
customer retention and loyalty. These findings indicate that the implementation of
game elements in the application can increase customers' tendency to continue using
the platform and build long-term commitment. Thus, gamification plays a role not only
as a promotional tool but also as a relationship marketing strategy that supports the
company's efforts to retain customers sustainably.
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