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ABSTRACT: Nowadays, people around the world are living side by side with their digital devices, thus making them an integral
part of their daily life. People all around the world, including in Indonesia, have made a lot of online purchasing (shopping).
Digital media has great potential as a marketing device. One of the example of digital media as a marketing device is the use of
the digital game as a part of marketing campaign. Game is able to penetrate demography and different age group and create an
interactive platform as a communication device with one another that is unable to be done by traditional media. But on the
other hand, game online has a negative effect. Children (especially elementary students) are addicted to games and start to lose
the importance of studying at school. The purpose of this study is to analyse and discuss the impact of perceived ease of use and
perceived usefulness towards purchase decisions through the intention of engagement with the game application on the
marketplace consumers. This research is a conclusive research. Respondents that are used in this research are the marketplace
consumers (Shopee). The methods that are used are judgemental sampling and snowball sampling with 100 respondents as the
samples. The instrument of the research that is used in this research is questionnaire. And then, the collected data is calculated
using alternative method of PLS (Partial Least Square). The result of the study shows that the variable of ease of use is not giving
impact to the intention of engagement, while the variable of usefulness mediates ease of use towards intention of engagement
and variable of intention of engagement towards purchase decision gives positive impact.
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I. INTRODUCTION

People around the world, including in Indonesia, are making lots of online purchasing (online). According to the survey
conducted by Asosiasi Penyelenggara Jasa Internet Indonesia (APJIIl), there are 93.9% of people in Indonesia that are using the
internet on their smartphones as a daily basis. According to the fact that a lot of people are using smartphone as their part of
life, the usage of digital media as a marketing device has great potential. One of the digital media that can be used as a
marketing device is digital game as a part of marketing campaign. Marketers that understand the behaviour of the consumers
are able to predict how the consumers will react to the acquired information. Therefore, it makes the marketers adapt,
anticipate, and develop a correct marketing strategy (Sumarwan, 2014). Thus, online business needs to develop and apply a
correct strategy in order to engage the potential consumers that never do online shopping to do an online shopping while
maintaining the current consumers to stay in that online business. Understanding the consumer behaviour beforehand could
help to develop a correct strategy.

The negative paradigm of games in the case of elementary students starts to show some horrible effects. One of the examples is
the one that is being reported by kompas.com, a kid that is already addicted to the game, starting to hit their own head to the
wall when the internet is down. There are 4 negative disorders that could be happening because of playing game online too
much, addiction, visual impairment, obesity, and Quervain syndrome.

But on the other hand, as a marketing and advertising device, game has great potential. One of the potentials of the game is the
ability to penetrate the demography and different age groups and create an interactive platform as a communication device
with one another that is unable to be done by traditional media. Businessmen must have heard, seen, or even participated in
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the special program that is made by many big and famous brands. Whether it is a quiz or a simple game where the winner could
get an interesting prize, this type of program is still used now as one of the strategies of marketing by many famous brands. This
type of strategy is called gamification. Gamification is a process or method to add the elements of game or gaming sector to the
activity of advertisement or marketing. In this case, just like game, gamification with multimedia is able to have a special
characteristic between the users, which makes it more alive and closer to the users than any other media. Moreover,
gamification is easier and more efficient for marketers to produce and place their brand to the target in process (Yang et al.,
2017).

Because of the rising numbers of marketplace that use game as the point of attraction, it creates a competition to engage the
potential consumers tighter. According to Kompas, Shopee stands at the highest position among all other marketplaces for the
number of visitors in Southeast Asia. Until now, Shopee has 197.8 million visitors each month (Galuh Putri Riyanto, 2021). Other
than that, Shopee is also the most downloaded android marketplace or e-commerce in Indonesia. Even though the size of the
application is quite big if compared to other applications, that is 98.75 Mb, the number of the downloaded applications of
Shopee reaches more than 100 million downloads, counted from the date it was released on June 4%, 2015.

The usage of gamification to set the brand that is targeted needs some preparation. In line with the previous studies, the result
shows that TAM is a valid theory to be used, not only in the context of system information adoption but also in the context of
marketing system evaluation. On the TAM model, the behaviour toward technology is the main factor in whether the person is
going to use the technology or not. This behaviour is supported by 2 assumptions that are perceived usefulness and perceived
ease of use (Fred D. Davis, 1986). Jogiyanto (2007:115) explains that perceived ease of use is the extent to which a person
believes that using technology will be effortless. According to that explanation, it concludes that the component of perceived
ease of use is the belief toward the activity that will lead to a decision. Jogiyanto (2007:115) also adds that perceived usefulness
is the extent to which a person believes that using technology will improve his or her performance.

The engagement of consumers toward a brand cannot be separated from the trend that keeps developing. This development
brings gamification to be the new trend. A lot of brands in the world of marketing use this new trend, gamification, to engage
the consumers to stay in the application for a long time. This will improve the engagement of consumers toward the application
and the online store that is provided by the company. Apart from the developing trend and the engagement potential of
gamification, marketing literature still doesn’t have an exact model that explains the use of gamification specifically and its
relation to information technology systems.

According to the explained background above, thus this research is focusing on “The Impact of Perceived Ease of Use and
Perceived Usefulness towards Purchase Decision through the Consumer’s Intention of Engagement with Game Application on
the Marketplace Consumers”.

Il. METHOD
This research is using conclusive research design. The population is 100 consumers of Shopee as the respondents with
nonprobability sample. The samplings that are used in this research are judgemental sampling and snowball sampling.
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Figure 1: Research Design
The variables in this research are perceived ease of use (Xi), perceived usefulness (Xz), intention of engagement (Z1), and

purchase decision (Y1). The method that is used to collect the data is Likert scale with 5 points and then processed with PLS
method (Partial Least Square).
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lll. RESULTS AND DISCUSSION
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Figure 2: Convergent Validity

The indicator can be assessed as valid if it has a value of correlation of more than 0.70. But, for the first stage researcher, a
loading value between 0.50 and 0.60 is enough (Chin in Ghozali, 2014:39).

Variable Composite Reliability
Perceived ease of use 0,883
Perceived usefulness 0,870
Intention of engagement 0,882
Purchase desicion 0,826

Table I: Composite Reliability

Composite Reliability can be assessed as good if the value is more than 0.70. According to the table above, all of the values of

composite reliability from all variables are higher than 0.70. Therefore, the model variables fulfil the composite reliability or

have good reliability.

Variable Cronbach’s Alpha
Perceived Ease of Use 0,840
Peceived Usefulness 0,820
Intention of Engagement 0,797
Purchase Decision 0,684

Table II: Cronbach’s Alpha

According to the table above, the results show that the value of Cronbach’s alpha for every construct is more than 0.50.

Therefore, the variable model above fulfils Cronbach’s alpha or has strong reliability.

Relation between Variables Original sample T-Statistics Annotation
Perceived Ease of Use towards | 0,082 0,443 t tabel 5% = 1,96
Intention of Engagement

Perceived Usefulness towards | 0,415 2,561 t tabel 5% = 1,96
Intention of Engagement
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Perceived Ease of Use towards | 0,794 11,985 t tabel 5% = 1,96
Usefulness

Perceived ease of use mediated | 0,329 2,584 t tabel 5% = 1,96
by perceived usefulness
towards intention of
engagement

Intention of Engagement | 0,554 6,906 t tabel 5% = 1,96
towards Purchase Decision

Table lll: Path Coefficient Result

According to the table above, the result can be explained as:

The value of parameter 0.082 means that there is positive impact of perceived ease of use towards intention of engagement.
The higher the value of perceived ease of use means the value of intention of engagement will rise as well. After calculation, the
value shows 0.443 which is not significant (T table significance 5% = 1.96) for the value of T statistic is lower than the T table,
1.96.

The value of parameter 0.415 means that there is positive impact of perceived usefulness towards intention of engagement. The
higher the value of perceived usefulness means the value of intention of engagement will rise as well. After calculation, the
value shows 2.561 which is significant (T table significance 5% = 1.96) for the value of T statistic is higher than the T table, 1.96.
The value of parameter 0.794 means that there is positive impact of perceived ease of use towards perceived usefulness. The
higher the value of perceived ease of use means the value of usefulness will rise as well. After calculation, the value shows
11.985 which is significant (T table significance 5% = 1.96) for the value of T statistic is higher than the T table, 1.96.

The value of parameter 0.329 means that there is positive impact of perceived ease of use that is mediated by perceived
usefulness towards intention of engagement. There is full mediation of perceived usefulness for perceived ease of use and
intention of engagement. After calculation, the value shows 2.584 which is significant (T table significance 5% = 1.96) for the
value of T statistic is higher than the T table, 1.96.

The value of parameter 0.554 means that there is positive impact of intention of engagement towards purchase decision. The
higher the value of intention of engagement means the value of purchase decision will rise as well. After calculation, the value
shows 6.906 which is significant (T table significance 5% = 1.96) for the value of T statistic is higher than the T table, 1.96.

IV. CONCLUSIONS

According to the results, the conclusion that can be drawn is that perceived ease of use does not give a significant impact
towards intention of engagement while perceived usefulness gives a significant impact towards intention of engagement.
Perceived ease of use gives positive impact towards perceived usefulness and intention of engagement gives purchase decision
positive impact as well.
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