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Pengaruh Social Media Interactivity terhadap Continuous Purchase 

Intention Melalui Perceived Value dan Immersive Experience Pada 

Generasi Z Pengguna Zalora di Kota Tangerang 

 

Desyana 

ABSTRAK 

 

Perkembangan e-commerce di Indonesia mendorong perubahan perilaku belanja 

generasi muda, termasuk Generasi Z yang memiliki tingkat adopsi digital tinggi. 

Penelitian ini bertujuan untuk menganalisis pengaruh social media interactivity, 

perceived value, dan immersive experience terhadap continuous purchase 

intention pada pengguna aplikasi Zalora di Kota Tangerang. Metode penelitian 

menggunakan pendekatan kuantitatif dengan teknik pengumpulan data melalui 

kuesioner kepada 184 responden yang dipilih menggunakan teknik non-

probability sampling dengan judgmental sampling. Analisis data dilakukan 

menggunakan metode Partial Least Squares Structural Equation Modeling 

(PLS-SEM). Hasil penelitian menunjukkan bahwa social media interactivity, 

perceived value, dan immersive experience berpengaruh positif dan signifikan 

terhadap continuous purchase intention. Temuan ini menegaskan bahwa 

pengalaman digital dan nilai persepsi konsumen memainkan peran penting 

dalam mendorong keberlanjutan keputusan pembelian pada platform e-

commerce Zalora. Secara praktis, penelitian ini diharapkan dapat menjadi 

referensi dalam pengembangan strategi pemasaran digital yang lebih interaktif 

dan berorientasi pada pengalaman pengguna, khususnya pada platform e-

commerce di Indonesia. 

 

 

Kata kunci: continuous purchase intention, e-commerce, immersive experience, 

perceived value, social media interactivity. 
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The Influence of Social Media Interactivity on Continuous Purchase 

Intention through Perceived Value and Immersive Experience among 

Generation Z Users of Zalora in Tangerang City 

 

Desyana 

ABSTRACT 

 

The development of e-commerce in Indonesia has driven changes in the shopping 

behavior of young consumers, including Generation Z who have a high level of 

digital adoption. This study aims to analyze the influence of social media 

interactivity, perceived value, and immersive experience on continuous purchase 

intention among Zalora users in Tangerang City. The research employed a 

quantitative approach with data collected through questionnaires distributed to 

184 respondents selected using a non-probability sampling technique with 

judgmental sampling. Data were analyzed using Partial Least Squares 

Structural Equation Modeling (PLS-SEM). The results indicate that social media 

interactivity, perceived value, and immersive experience have a positive and 

significant effect on continuous purchase intention. These findings emphasize 

that digital experience and consumer perceived value play an essential role in 

driving continuous purchase decisions on the Zalora e-commerce platform. 

Practically, this study is expected to serve as a reference for developing more 

interactive and user experience oriented digital marketing strategies, 

particularly in e-commerce platforms in Indonesia. 

 

 

Keywords: continuous purchase intention, e-commerce, immersive experience, 

perceived value, social media interactivity. 
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