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ABSTRAK 

Dota 2 merupakan game online yang mampu menghasilkan total hadiah terbesar 

dalam sejarah e-sports. Dimana event The International 6 menjadi event dengan 

total hadiah terbesar. Namun dalam hal total pendapatan dalam setahun, Dota 2 

masih kalah dengan game League of Legend, yang menjadi game dengan total 

pendapatan terbesar setiap tahunnya. Salah satu cara menaikkan pendapatan Dota 

2 adalah dengan cara penjualan Battle Pass. Untuk memaksimalkan penjualan 

Battle Pass Dota 2 harus mengetahui apa saja faktor-faktor yang mempengaruhi 

konsumen agar melakukan niat beli. Oleh karena itu, penelitian ini akan 

membahas perceived value, character identification, satisfaction dan social 

influence pada pemain-pemain Dota 2 di Indonesia. 

Dalam Penelitian ini menggunakan desain riset deskriptif dengan metode non-

probability. Melalui teknik judgemental sampling, pengumpulan data primer 

disebarkan melalui google form kepada pemain Dota 2 yang pernah membeli jenis 

Battle Pass apapun kecuali Boston Major dan memiliki komunitas Dota 2. Data 

ini kemudian diolah menggunakan structural equation modeling. 

Hasil dari penelitan ini mendapatkan temuan bahwa terdapat hubungan positif 

antara social influence terhadap purchase intention. Sedangkan perceived value, 

character identification dan satisfaction tidak berpengaruh terhadap purchase 

intention. 

Kata Kunci: Enjoyment Value, Visual Authority Value, Monetary Value, 

Perceived Value, Character Identification, Satisfaction, Social Influene, Purchase 

Intention 
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ABSTRACT 

Dota 2 is an online game that is capable of producing the greatest prize in the 

history of e-sports. Where is The Internation 6 event with the biggest prize. But in 

terms of total income in a year, Dota 2 still lost the game with a Leagu of Legend, 

that became a game with the largest total revenue each year. One war of raising 

revenue to Dota 2 in by way of sale Batle Pas. To maximize the sales Battle Pass, 

Dota 2 need to know are the factors that affect consumer purchasing intentions to 

do.Therefore, this research will address the perceived value, character 

identification, satisfaction and social influence on Doa 2 players in Indonesia. 

In this research use descriptive research design with non-probability method. 

Judgemental sampling techniques, through the collection of primary data 

disseminated through the google form to players Dota 2 ever buying any type of 

Battle Pass except Boston Major and has a strong community. Then this data 

processed using structural equation modeling. 

The results of the analysis there were findings that get positive relationship 

between socal influence towards purchase intention. While the perceived value, 

character identification and satisfaction has no effect against the purchase 

intention. 

Keywords: informativeness, credibility, irritation, entertainment, 

advertising value, purchase intentio 
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