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ABSTRACT

This study aims to investigate the effect of perceived value, namely utilitarian value,
hedonic value, and social value on sustainable continous purchase intentions in live
streaming on Shopee Live, by considering the mediating role of consumer trust. The
object of this research is Shopee Live, where Shopee Live is a live streaming feature
on the Shopee application. The research method uses quantitative methods.
Respondents totaling 331 were collected using purposive sampling. The criteria set
are aged 18 years and over, have a shopee application, have shopped using the live
streaming feature on shopee live at least once in the last 6 months. The results of
this study indicate that, Utilitarian Value has no positive effect on Trust In Streamer
and Trust in Product, Hedonic Value affects Trust In Product, but Hedonic Value
has no effect on Trust In Streamer, Social Value affects Trust in Product and Trust
In Streamer. Future research could include further psychological and emotional
variables, such as the level of emotional engagement or customer satisfaction, to
understand how these factors moderate the influence of values on trust and
purchase intentions.

Keyword: Utilitarian Value, Hedonic Value, Social Value, Trust In Product, trust
In Streamer, Live Streaming, Shopee Live

INTISARI

Penelitian ini bertujuan untuk menyelidiki pengaruh persepsi nilai yaitu utilitarian
value, hedonic value, dan social value terhadap niat pembelian konsumen secara
berkelanjutan dalam live streaming di Shopee Live, dengan mempertimbangkan
peran mediasi dari kepercayaan konsumen.Objek penelitian ini adalah Shopee Live,
dimana Shopee Live merupakan fitur live streaming pada aplikasi Shopee. Metode
penelitian menggunakan metode kuantitatif. Responden sebanyak 331
dikumpulkan dengan menggunakan purpossive sampling. Kriteria yang ditetapkan
yaitu berusia 18 tahun keatas, memiliki aplikasi shopee, pernah berbelanja
menggunakan fitur live streaming di shopee live minimal satu kali dalam kurun
waktu 6 bulan terakhir. Hasil penelitian ini menunjukan bahwa, Utilitarian Value
tidak berpengaruh positif terhadap Trust In Streamer dan Trust in Product, Hedonic
Value berpengaruh terhadap Trust In Product, akan tetapi Hedonic Value tidak
berpengaruh terhadap Trust In Streamer, Social Value berpengaruh terhadap Trust
in Product dan Trust In Streamer. Penelitian selanjutnya dapat memasukkan
variabel psikologis dan emosional lebih lanjut, seperti tingkat keterlibatan
emosional atau kepuasan pelanggan, untuk memahami bagaimana faktor-faktor ini
memoderasi pengaruh nilai-nilai pada kepercayaan dan niat beli

Kata Kunci: Utilitarian Value, Hedonic Value, Social Value, Trust In Product,
trust In Streamer, Live Streaming, Shopee Live



MOTTO

“We cannot change the past to rewrite a better beginning ...but we can work for
the future and strive for a better ending”

~Yasir Qadhi
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