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INTRODUCTION

The on-demand service platform is a new type of
business that proliferates following the rapid growth
of technology. The demand for transportation and
technological growth has created a new type of business,
which is the online transportation business that focuses
on on-demand services (Bismoaziiz et al. 2021). This
on-demand service platform is essential, especially in
big cities, since many people want to transport or send
goods daily.

In Indonesia, two major on-demand service platforms
are Gojek and Grab (Wibawa et al. 2022). Both
platforms are highly competitive, especially with
each other. These companies are the market leader in
their sector due to their advanced technology in doing
business (Wahyuni & Noviaristanti, 2022). In this high-
stakes competition, brand loyalty becomes the deciding
factor to win the competition (Monfared, 2015). Brand
loyalty is crucial for customers in deciding whether to
keep using a brand’s product or service (Bismoaziiz et
al. 2021).

One of the things that is still novel and is considered the
vital thing that can affect brand loyalty is gamification.
Gamification has been used for companies, whether
it is for the internal company, especially in terms of
organizational learning (Elidjen etal. 2022; Pangaribuan
et al. 2020), or the external company, especially in the
marketing field (Robson et al. 2016; F. Xu et al. 2017).
Gamification can be defined as using game elements in
a non-game context (Deterding et al. 2011).

Reward is a common way to implement gamification.
Reward can enhance customer enjoyment and
ultimately affect online purchase intention (Y. Xu
et al. 2020). Reward is also one of the specific ways
to improve brand loyalty, especially in the mobile
application industry (Mattke et al. 2021). Loyalty
programs are also highly accepted by customers in this
industry (Putri & Aprianingsih, 2024). Therefore, it
is crucial to understand how rewards can affect brand
loyalty in on-demand service platforms.

Another crucial factor affecting brand loyalty is
consumer brand engagement. It can be defined as
the customer interaction behavior towards goods or
services that can benefit the company by allowing them
to get more information and maintain their relationship
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with the customer (Bismoaziiz et al. 2021). Consumer
brand engagement is critical in marketing activities
since it can improve customer engagement related to
goods or services (Wong & Merrilees, 2015).

Although many studies show that rewards in the form
of loyalty programs (Ryu & Suh, 2020), discounts,
and rewards can increase brand loyalty, there are also
inconsistencies in research results that show that the
impact of rewards is not always positive or significant.
Several studies have found that rewards can cause
customers to focus more on short-term incentives
rather than building long-term attachments with brands
(Kwiatek et al. 2020). For example, research by J. Kim
et al (2022 )suggests that although loyalty programs
may increase purchase frequency in the short term,
their long-term effects on customer loyalty are not
always significant. Customers may only participate in
programs to earn rewards, not because they have an
emotional attachment to the brand (Baker & Legendre,
2020).

In addition, research by (Danaher et al. 2020) shows
that the effectiveness of rewards is highly dependent
on customer perceptions of fairness and the value of
the rewards. If customers feel the reward is unfair
or not of high value, this can damage their trust and
loyalty to the brand. There is also evidence to suggest
that rewards that are too frequent or too easy to obtain
can decrease the perceived value of the reward itself,
thereby reducing its positive impact on brand loyalty
(Gorlier & Michel, 2020). In cases like these, rewards
not only fail to build loyalty but can also make
customers feel manipulated or simply rewarded based
on transactions, not relationships (Hwang & Choi,
2020). The inconsistency of these results suggests that
reward implementations must be carefully designed,
take customer perceptions into account, and focus on
building authentic and meaningful relationships (Koo
et al. 2020).

This study aims to investigate how reward and consumer
brand engagement can affect brand loyalty in the on-
demand service industry. This research seeks to fill the
gap in understanding brand loyalty from gamification
and marketing perspectives. From a practical point
of view, this study can help the on-demand service
platform formulate strategies to improve customer
loyalty.
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METHODS

The respondents for this study are the customers of the
biggest on-demand platform in Indonesia. There are a
total of 232 responses to this study. The survey was done
from October until December 2022. This study used
quantitative research data by applying questionnaires.
A non-probability sampling technique was used for this
study since the population of this study is unknown.
Considering the limited resources, convenience
sampling was used as the sampling method to get the
data. The data was analyzed using Structural Equation
Modeling (SEM) by using the SmartPLS application.
SEM can be useful to analyze cross-sectional data. It is
also a commonly used technique to analyze quantitative
data.

The research model for this study can be seen in
Figure 1. Research models show that rewards have a
significant influence on brand loyalty, especially when
mediated by consumer brand engagement. Rewarding
increases consumer engagement with brands, creating
a deeper emotional connection and interaction. This
engagement then strengthens consumers’ loyalty to the
brand, making them more likely to remain loyal and
make repeat purchases. Research shows that consumer
engagement plays an important role in mediating
reward effects, thereby increasing the effectiveness
of loyalty programs. Therefore, an effective reward
strategy should focus not only on incentives but also
on increasing consumer engagement with brands.

Brand loyalty is the dependent variable in this study,
reward is the independent variable, and consumer

Consumer Brand

Engagement
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brand engagement is the mediating variable. Brand
loyalty was measured by several dimensions:
cognitive, affective, conative, and action (Han et al.
2011). Rewards were measured using accomplishment,
challenge, competition, playfulness, and guided
dimensions adapted from (Hogberg et al. 2019). The
other variable is consumer brand engagement, measured
by cognitive, emotional, and behavioral dimensions
(Gatautis et al. 2016). All the variables are measured
by using a five-point Likert scale that ranged from “1”
for “strongly disagree” to “5” for “strongly agree.” The
question items for the variables can be seen in Table 1.

Hypotheses Development

Relationship between Reward and Consumer Brand
Engagement

Previous studies have shown that reward is related to
consumer brand engagement (Abou-Shouk & Soliman,
2021; Kaur et al. 2020). The use of rewards can be
seen as an integral part of the firm’s strategy to raise
consumer brand engagement, which, in the end, raises
loyalty (Kaur et al. 2020). Moreover, implementing
rewards can create a new behavior, especially in the
digital world, to motivate and guide the customer
to engage with the company. It has been proven to
indirectly make the customer pay attention, search
for information, and try to understand the goods or
services of a particular brand. It can also improve an
individual’s customer engagement and interactivity
with a specific brand (Abou-Shouk & Soliman, 2021).
Therefore, Hypothesis 1 is proposed: H1: Reward has a
positive effect on consumer brand engagement.

-——-—

Brand Loyalty

!

Figure 1. Research model
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Relationship between Reward and Brand Loyalty

The relationship between reward and brand loyalty has
been discussed in previous studies (K. Kim & Ahn, 2017;
Nastasoiu & Vandenbosch, 2019). With a good reward
program, brand loyalty can be increased. (Nastasoiu
& Vandenbosch, 2019) argue that companies should
focus on three improvement aspects for brand loyalty.
These aspects are personalization, reward types, and

Table 1. Question Items
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additional services. However, rewards can also reduce
the intrinsic motivation of the customer if the reward
system is not designed well (K. Kim & Ahn, 2017). To
create a sound reward system, it is compulsory also to
prepare feedback for the customers to encourage them.
Nevertheless, the relationship between reward and
brand loyalty is still interesting to study, and therefore,
we propose Hypothesis 2: H2: Reward has a positive
effect on brand loyalty.

Variable Indicator Question Items
Reward REWO01  The challenge feature in the XYZ app encourages me to participate and win rewards
REWO02  The reward for each achievement completed boosts my morale to complete the challenge
REWO03  The challenge feature in the XYZ app made me keep trying my best to finish well
REWO04 I love challenges because they help me positively develop my abilities
REWO05 I feel like competing when I do the challenge
REWO06 I feel happy and successful when I win a challenge
REWO07 I participated in the challenge because I am very competitive
REWO08 In doing the challenge, I always tried to be the best
REW09  When doing the challenge, I am always curious about the rewards I will get
REWI10  The challenge in the XYZ app gives me exciting and fun experiences
REWI11 Iam encouraged to keep on thinking creatively to solve the challenge
REWI12  The instructions in the XYZ app helped me to finish all the challenges
REW13  The instructions in the XYZ app for finishing the challenges helped me decide which
strategies to use
Consumer Brand CBEO1 Everything related to the XYZ app attracts my attention
Engagement CBE02  Iam happy to know more information related to the XYZ app
CBEO03 I feel proud to get the chance to use the services in the XYZ app
CBEO0O4 I am happy to engage and interact with the XYZ app community
CBEO5 I often participate in events held using the XYZ app
CBEO06  Ilove exchanging ideas with the XYZ app community
Brand Loyalty BRLO1 The XYZ app offers better quality than other brands
BRLO02 The XYZ app offers lower prices than other brands
BRLO0O3 I prefer the services offered by the XYZ app to other brands
BRL0O4 I am willing to recommend the XYZ app to other people
BRLO5 Even if the price of the XYZ services increases one day, I will still use the XYZ app as my
primary choice
BRL0O6 I am willing to spend more money to use the XYZ app services than other brands
BRLO7 I will talk positively to other people related to the XYZ app
BRLO8 I will push my friends and relatives to use the XYZ app services

470l



Relationship between Consumer Brand Engagement
and Brand Loyalty

Previous studies have shown how consumer brand
engagement is related to brand loyalty. Consumer brand
engagement positively affects brand loyalty (Febrian &
Ahluwalia, 2021; Leckie et al. 2016)emotional, behavior.
It is also vital to help maintain consumer retention,
create positive word of mouth, and raise consumer
loyalty. It can positively affect building cognitive,
emotional, and behavioral loyalty. Companies can
improve consumer brand engagement by utilizing social
media and communities (Febrian & Ahluwalia, 2021)
emotional, behavior. (Jayasingh, 2019) also argues that
there is a strong relationship between consumer brand
engagement and brand loyalty, especially in social media.
Moreover, this study also discussed how consumers
seek to fit within a group or a community. Thus, it is
essential to see how these two variables are related to
each other, and therefore, we propose Hypothesis 3 and

Table 2. Results of validity and reliability test
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Hypothesis 4: H3: Consumer brand engagement has
a positive effect on brand loyalty and H4: Consumer
brand engagement mediates the relationship between
reward and brand loyalty.

RESULTS

All the data went through the outer and inner model
analysis of structural equation modeling (SEM). The
data was analyzed using validity and reliability tests
for the outer model. The threshold for validity test
is the indicators that have the outer loadings >0.70
and average variance extracted (AVE) >0.50 (Hair Jr
et al. 2017)we were confident the interest in partial
least squares structural equation modeling (PLSSEM.
Furthermore, for the reliability test, the variables must
have the Cronbach alpha >0.60 and the composite
reliability (CR) >0.60. Table 2 shows the results of the
validity and reliability test.

Variable Indicator Loadings Alpha CR AVE
Reward REWO1 .828 955 .960 .651

REWO02 .861

REWO03 756

REW04 .845

REWO05 753

REWO06 .833

REWO07 .847

REWO08 726

REWO09 .820

REW10 818

REWI11 783

REW12 .854

REW13 747
Consumer Brand  CBEO1 .824 .891 917 .649
Engagement CBE02 787

CBEO03 724

CBE04 .802

CBEO05 .844

CBE06 .847
Brand Loyalty BRLO1 .780 916 931 .629

BRL02 772

BRLO03 739

BRL04 785

BRLO5 798

BRL06 816

BRLO7 .813

BRLOS .836

Ls71



This study used SmartPLS as the software basis to
analyze the data. The discriminant validity of the data
was measured by using the Fornell-Larcker criterion.
Based on the results, all three variables are valid. All
three variables have the highest number of correlations
with themselves instead of other variables. The details
of discriminant validity can be seen in Table 3.

The next step is to test the hypotheses by bootstrapping
the data. This study consists of three direct relationships
and one indirect relationship and is measured using
a 95% confidence level. Therefore, the hypothesis
is considered to have a significant relationship if the
p-value is <0.05.

The results show that all the direct and indirect
relationships are positive and significant. The reward
positively and significantly affects consumer brand
engagement with the path coefficient = 0.765 and the
p-value = 0.000. It also positively and significantly
affects brand loyalty (path coefficient = 0.231;
p-value=0.040).  Furthermore, brand
engagement has a positive and significant effect
on brand loyalty (path coefficient = 0.595; p-value
= 0.000). These results indicate that hypothesis 1,
hypothesis 2, and hypothesis 3 are all accepted.

consumer

In addition, this study also analyzed the indirect
effect of reward towards brand loyalty mediated by
consumer brand engagement. The result shows that
this relationship has 0.455 as the path coefficient value
and 0.000 as the p-value. Thus, the indirect effect is
also positive and significant, indicating that hypothesis.
Moreover, this model has consumer brand engagement
partially mediating the relationship between reward and
brand loyalty, with both relationships being significant.
The direct relationship between reward and brand
loyalty has a path coefficient value of 0.231, while the
indirect relationship between reward and brand loyalty
mediated by consumer brand engagement shows a path
coefficient value of 0.455. Therefore, the path through
consumer brand engagement as the mediation shows

Table 3. Discriminant Validity
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a more considerable effect. This result shows how
vital consumer brand engagement is in affecting brand
loyalty. All the results are summarized in Table 4.

The R-square value can measure the effectiveness of
this study. Based on the results, the R-square adjusted
value for brand loyalty is 0.614, and the R-square
adjusted value for consumer brand engagement is 0.584.
These results show that 61.4% of brand loyalty can be
described by reward and consumer brand engagement,
while 58.4% of consumer brand engagement can be
described by reward.

This study aims to understand how to raise customers’
brand loyalty in on-demand service platforms. The
variables studied in this study are reward and consumer
brand engagement. The results provided solid support
that those variables affected brand loyalty.

In this study, reward positively and significantly affects
consumer brand engagement (H1). This result confirms
the previous study by (Kaur et al. 2020) with the same
result. Therefore, companies should pay attention to
rewards when they want to improve their consumer
brand engagement. Previous studies also discovered
how reward affects brand loyalty (K. Kim & Ahn, 2017;
Nastasoiu & Vandenbosch, 2019). This study proved
that reward is vital for on-demand service platforms
business since it directly affects brand loyalty (H2).

Furthermore, brand also
positively and significantly affects brand loyalty (H3).
This relationship affirms previous studies on these
variables (Jayasingh, 2019; Leckie et al. 2016). Finally,
this study also measured the indirect effects of reward
toward brand loyalty mediated by consumer brand
engagement (H4). The result shows that this model
is partially mediated by consumer brand engagement,
with the indirect effect through consumer brand
engagement bigger than the direct effect of how reward

consumer engagement

affects brand loyalty.

Variable Mean Consumer Brand Engagement Brand Loyalty Reward
Consumer Brand Engagement 3.961 0.806

Brand Loyalty 4.043 0.771 0.793

Reward 4.018 0.765 0.686 0.897
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Table 4. Bootstrapping Results
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Relationship Path Coef. SD T Stat P-Value

H1: Reward — Consumer Brand Engagement 0.765 0.030 25.107 0.000

H2: Reward — Brand Loyalty 0.231 0.112 2.055 0.040

H3: Consumer Brand Engagement —Brand Loyalty 0.595 0.088 6.728 0.000

H4: Reward — Consumer Brand Engagement — Brand Loyalty 0.455 0.072 6.325 0.000
Reward itself is an essential aspect of creating brand = Recommendations

loyalty. Nevertheless, when a company can engage
its customers well enough, it will be more effective
in increasing loyalty from the reward system that has
been created. Therefore, consumer brand engagement
is vital for on-demand service platform businesses. It
is not enough to only prepare a reward system for the
customers; it is also vital for the companies to focus on
the consumer brand engagement to increase the brand
loyalty of the customers.

Managerial Implications

This research provides advice for managers to design
incentives that not only provide immediate benefits
but also encourage consumers to engage more with
brands, such as through social media campaigns or user
communities. In addition, it is important to monitor
and evaluate the effectiveness of these programs
periodically, ensuring that consumers feel valued and
continue to engage. Data from these reward programs
should be analyzed to identify engagement patterns and
adjust strategies as needed. Thus, reward programs that
are integrated with efforts to increase engagement will
increase consumer loyalty significantly.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

This study highlighted the importance of reward and
consumer brand engagement in improving brand
loyalty. This study also showed how consumer brand
engagement is an essential mediating factor in relating
reward to brand loyalty. In conclusion, reward and
consumer brand engagement must be considered
in improving brand loyalty. The results of this study
enrich the gamification theory and marketing theory,
which are essential to the on-demand service platforms
industry.

Based on the results, on-demand service platforms
should consider gamification elements, such as rewards,
to improve customer loyalty to their brand. Companies
can give rewards for many aspects related to customer
activities. Small activities must be added to help the
customers gradually interact with the application and
become more engaged. Clear instructions are also
needed to ensure all the customers understand what
kind of activities they should do to get the reward. In
this case, the reward will be a part of the extrinsic value
that helps the consumer to engage with the brand and
do some activities better than before (Rurianto et al.
2021).

Nevertheless, there should not be too many reward
options since it will confuse the customers (Aprianingsih
et al. 2022). Therefore, step-by-step activities with
reward progression will be more suitable for increasing
customer engagement. Companies should also focus
on their consumer brand engagement to make the
customers more loyal to the brand.

There are several limitations in this study. First, this
study only focused on one example of an on-demand
service platform application. More studies should
be done for other applications and in more varied
industries. Second, the respondents for this study only
came from Indonesia. It will be interesting to see the
differences in results between respondents from other
countries. Lastly, other variables related to brand loyalty
and gamification can also help improve this study, such
as membership, digital badges, and leaderboards.

FUNDING STATEMENT: This research did not
receive any specific grant from funding agencies in the
public, commercial, or not - for - profit sectors.

CONFLICTS OF INTEREST: The author declares
no conflict of interest.

Ii73



REFERENCES

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 & Management 20.
https://doi.org/10.1016/j.jdmm.2021.100559

Aprianingsih A, Debby T, Jati I S, Fachiral. 2022. The
willingness of motivations to fund the visual
game project: a case study in crowdfunding from
visual novel game — xagia wars. Indonesian
Journal of Business and Entrepreneurship 8(1):
116-127. https://doi.org/10.17358/ijbe.8.1.116

Baker M A, Legendre T S. 2020. Unintended negative
consequences of loyalty programs: endowed vs
earned loyalty. Journal of Services Marketing
35(2): 210-221. https://doi.org/10.1108/JSM-
02-2019-0089

Bismoaziiz, Suhud U, Saparuddin. 2021. Influence
of social media marketing, electronic word
of mouth and consumer engagement to brand
loyalty in Indonesia grab company. International
Journal of Business and Social Science Research,
January 2020, 16-26. https://doi.org/10.47742/
ijbssr.v2n2p3

Danaher P J, Sajtos L, Danaher T S. 2020. Tactical
use of rewards to enhance loyalty program
effectiveness. International Journal of Research
in  Marketing 37(3): 505-520. https://doi.
org/10.1016/j.ijresmar.2020.02.005

Deterding S, Khaled R, Nacke L, Dixon D. 2011.
Gamification: toward a definition. Chi 2011:
12—15. https://doi.org/978-1-4503-0268-5/11/0

Elidjen, Hidayat D, Abdurachman E. 2022. The
roles of gamification, knowledge creation,
and entrepreneurial orientation towards firm
performance. International Journal of Innovation
Studies 6(4): 229-237. https://doi.org/10.1016/].
1jis.2022.07.002

Febrian A, Ahluwalia L. 2021. Investigating the
antecedents of consumer brand engagement
to luxury brands on social media. Indonesian
Journal of Business and Entreprencurship 7(3):
245-256. https://doi.org/10.17358/ijbe.7.3.245

Gatautis R, Banyte J, Piligrimiene Z, Vitkauskaite E,
Tarnte A. 2016. The impact of gamification on
consumer brand engagement. Transformations
in Business & Economics 15(1): 173—-191.

Gorlier T, Michel G. 2020. How special rewards
in loyalty programs enrich consumer—brand

Indonesian Journal of Business and Entrepreneurship,
Vol. 10 No. 3, September 2024

relationships: the role of
Psychology & Marketing 37(4):
https://doi.org/10.1002/mar.21328

Hair Jr J, Hult G T, Ringle C, Sarstedt M. 2017. A
primer on partial least squares structural equation
modeling (pls-sem). In Sage.

Han H, Kim Y, Kim E-K. 2011. Cognitive, affective,
conative, and action loyalty: testing the impact
of inertia. International Journal of Hospitality
Management 30(4): 1008-1019. https://doi.
org/10.1016/j.ijhm.2011.03.006

Hogberg J, Hamari J, Wastlund E. 2019. Gameful
experience  questionnaire  (gamefulquest):
An instrument for measuring the perceived

self-expansion.
588-603.

gamefulness of system use. User Modeling and
User-Adapted Interaction 29(3). https://doi.
org/10.1007/511257-019-09223-w

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. https://doi.
org/10.1016/j.jbusres.2019.01.031

Jayasingh S. 2019. Consumer brand engagement in
social networking sites and its effect on brand
loyalty. Cogent Business & Management 6(1):
1-22. https://doi.org/10.1080/23311975.2019.1
698793

Kaur H, Mandakini D, Islam J, Hollebeek L. 2020.
The role of brand community identification and
reward on consumer brand engagement and
brand loyalty in virtual brand communities.
Telematics and Informatics 46(March). https://
doi.org/10.1016/j.tele.2019.101321

Kim J, Yang K, Min J, White B. (2022). Hope, fear,
and consumer behavioral change amid covid-19:
application of protection motivation theory.
International Journal of Consumer Studies 46(2):
558-574. https://doi.org/10.1111/ijcs.12700

Kim K, Ahn S J (Grace). 2017. Rewards that undermine
customer loyalty? a motivational approach to
loyalty programs. Psychology & Marketing
34(9): 842-852. https://doi.org/10.1002/
mar.21026

Koo B, Yu J, Han H. 2020. The role of loyalty
programs in boosting hotel guest loyalty: impact
of switching barriers. International Journal of
Hospitality Management 84: 102328. https://doi.
org/10.1016/.ijhm.2019.102328

Kwiatek P, Morgan Z, Thanasi-Boge M. 2020. The role
of relationship quality and loyalty programs in
building customer loyalty. Journal of Business

474l



& Industrial Marketing 35(11): 1645-1657.
https://doi.org/10.1108/JBIM-02-2019-0093

Leckie C, Nyadzayo M W, Johnson L W. 2016.
Antecedents of consumer brand engagement and
brand loyalty. Journal of Marketing Management
32(5-6): 558-578.

Mattke J, Maier C, Maier C. 2021. Gamification:
explaining  brand mobile
applications.  Tramsactions  on  Human-
Computer Interaction 13(1): 62-81. https://doi.
org/10.17705/1thci.00142

Monfared N A. 2015. Impact of advertisement on
brand loyalty using structural equation modeling

loyalty in

approach. European Online Journal of Natural
and Social Sciences 4(1): 47-55.

Nastasoiu A, Vandenbosch M. 2019. Competing with
loyalty: how to design successful customer
loyalty reward programs. Business Horizons
62(2):  207-214.  https://doi.org/10.1016/j.
bushor.2018.11.002

Pangaribuan C H, Hidayat D, Putra O P B, Aguzman
G, Febriyanto R. 2020. Digital badge from
the perspective of self- determination theory.
Palarch’s Journal of Archaeology of Egypt/
Egyptology 18(1): 116-128.

Putri MR, Aprianingsih A.2024. The impact of customer
satisfaction on loyalty of goto: the application of
technology adoption model (tam). Indonesian
Journal of Business and Entrepreneurship 10(1):
214-222. https://doi.org/10.17358/ijbe.10.1.214

Robson K, Plangger K, Kietzmann J H, McCarthy I,
Pitt L. 2016. Game on: engaging customers
and employees through gamification. Business
Horizons 59(1): 29-36. https://doi.org/10.1016/j.
bushor.2015.08.002

Indonesian Journal of Business and Entrepreneurship,
Vol. 10 No. 3, September 2024

Rurianto J, Sumarwan U, Suharjo B, Hasanah N.
2021. Sustainable value co-creation in mobile
advertising in cellular telecommunication
industry: a conceptual framework. /ndonesian
Journal of Business and Entrepreneurship 7(2):
172—-179. https://doi.org/10.17358/ijbe.7.2.172

Ryu S, Suh A. 2020. Online service or virtual
community? building platform loyalty in
reward-based crowdfunding. /nternet Research
31(1): 315-340. https://doi.org/10.1108/INTR-
06-2019-0256

Wahyuni A I, Noviaristanti, S. 2022. startup
characteristics and the role of business incubators
in Indonesia. Indonesian Journal of Business
and Entrepreneurship 8(2): 251-262. https://doi.
org/10.17358/ijbe.8.2.251

Wibawa B M, Anggadwita G, Mardhotillah R R, Husin
S N, Komara A Z P, Putri S L. 2022. Gojek vs
grab: which one is better in creating customer
satisfaction and loyalty? Business and Finance
Journal 7(1): 11-24. https://doi.org/10.33086/
bfj.v7i1.2607

Wong H Y, Merrilees B. 2015. An empirical study
of the antecedents and consequences of brand
engagement. Marketing Intelligence & Planning
33(4): 575-591.

Xu F, Buhalis D, Weber J. 2017. Serious games and the
gamification of tourism. Tourism Management
60: 244-256. https://doi.org/10.1016/j.
tourman.2016.11.020

XuY,ChenZ,Peng MY P, Anser M K. 2020. Enhancing
consumer online purchase intention through
gamification in china: perspective of cognitive
evaluation theory. Frontiers in Psychology
11(November): 1-13. https://doi.org/10.3389/
fpsyg.2020.581200

Li75



