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In Place,
We are delighted to congratul ate you on the acceptance of your article entitled:

"THE INFLUENCE OF DIGITAL MARKETING, GAMIFICATION, AND BRAND
IMAGE ON GEN-Z CONSUMER LOYALITY ON SHOPEE E-COMMERCE
PLATFORMS"

for publication in th Scientific Journal "Journal of Artificial Intelligence and Digital Economy"
Volume 2, Number 10, (2025).

Y our article has passed the review process by experts in the field related to your article's topic. We
are confident that your article will make a meaningful contribution to the development in the field
of Scientific.

We are grateful for your participation in out Scientific Journal, and we look forward to working
with you again in the future.

November 7, 2025

Sincerely,
Editor in Chief

Journal of Artificial Intelligence and Digital Economy
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Objective: This study examines the influsnce of digital marketing, gamification, end brand image an Generation Z consumer fayalty in the

Shopes e-commarce platform in Indonasia, As digitel natives, Gan-Z consumers prefar intaractive, creative, and technology-driven shopping S
oxperierces. Method: Using & descriptive quantitstive approach, dats ware coflected through an onling Likert-scale questionnaire from 100-

150 raspondents selacted via simpla random sampling The Skovin formuls was applied Lo determine sampie size. Data analysis empioyed

Structural Equetion Modeling-Partial Least Square (SEM-PLS), including tosts of validity, relisbility, RE 12, and bootstrapping.  Results:

Results show that digital markeling, gamification, and brand image together axplain 84 6% of the variance in Gen-Z foyalty. Gamificstion October 31, 2025

snd brand image significantly alfect loyalty. with gamification being tha mast dominant factor. In contrast, digitel marketing has & positiva

but insignificant effect, indicsting that Gen-Z (s more seiective toward repetitive or impersonal promotional content. Nowslty: Thesa

findings highlight the importance of intaractive fealures and strong brand imag in building sustainable comsumar loyalty.




