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PENGARUH PERCEIVED EASE OF USE, PERCEIVED USEFULNESS, DAN
SOCIAL INTERACTIVITY TERHADAP USER STICKINESS MELALUI
UTILITARIAN DAN HEDONIC SHOPPING VALUE PADA PENGGUNA

WEBSITE SOCIOLLA DI KALANGAN GEN Z DI JABODETABEK

(Chaterine Laurenthia)

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh perceived ease of use,
perceived usefulness, dan social interactivity terhadap user stickiness melalui
utilitarian shopping value dan hedonic shopping value pada website Sociolla.
Penelitian ini dilatarbelakangi oleh penurunan jumlah pengunjung website Sociolla
yang mengindikasikan melemahnya tingkat keterikatan pengguna. Metode
penelitian yang digunakan adalah pendekatan kuantitatif dengan survei terhadap
150 responden Generasi Z di wilayah Jabodetabek yang pernah menggunakan
website Sociolla dalam kurun 3 bulan terakhir. Teknik pengambilan sampel
menggunakan judgmental sampling, sedangkan analisis data dilakukan dengan
SmartPLS 4. Hasil penelitian menunjukkan bahwa perceived ease of use dan
perceived usefulness berpengaruh positif terhadap utilitarian shopping value,
namun tidak berpengaruh signifikan terhadap hedonic shopping value. Temuan ini
menunjukkan bahwa kemudahan dan kegunaan website lebih membentuk nilai
fungsional dibandingkan kesenangan berbelanja. Selain itu, social interactivity
berpengaruh positif terhadap utilitarian dan hedonic shopping value. Kedua nilai
belanja tersebut juga terbukti berpengaruh positif terhadap user stickiness.
Penelitian ini menegaskan pentingnya pengalaman belanja yang mudah,

bermanfaat, dan interaktif dalam meningkatkan keterikatan pengguna.

Kata kunci: Kemudahan Penggunaan, Kegunaan yang Dirasakan, Interaktivitas

Sosial, Nilai Belanja Utilitarian dan Hedonis, Keterikatan Pengguna, Sociolla.
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THE INFLUENCE OF PERCEIVED EASE OF USE, PERCEIVED
USEFULNESS, AND SOCIAL INTERACTIVITY ON USER STICKINESS
THROUGH UTILITARIAN AND HEDONIC SHOPPING VALUE AMONG
GEN Z USERS OF SOCIOLLA WEBSITE IN JABODETABEK

(Chaterine Laurenthia)

ABSTRACT

This study aims to analyze the effects of perceived ease of use, perceived usefulness,
and social interactivity on user stickiness through utilitarian shopping value and
hedonic shopping value on the Sociolla website. This research is motivated by the
decline in the number of visitors to the Sociolla website, which indicates a
weakening level of user engagement. A quantitative approach was employed using
a survey method involving 150 Generation Z respondents in Jabodetabek area who
have previously used the Sociolla website within the last three months. The
sampling technique applied was judgmental sampling, and data were analyzed
using SmartPLS 4. The results show that perceived ease of use and perceived
usefulness have a positive effect on utilitarian shopping value, but do not have a
significant effect on hedonic shopping value. This finding suggests that website ease
and usefulness contribute more to functional value than to shopping enjoyment. In
addition, social interactivity has a positive effect on both utilitarian and hedonic
shopping value. Both shopping values are also found to positively influence user
stickiness. Overall, this study highlights the importance of an easy, useful, and

interactive shopping experience in enhancing user stickiness.

Keywords: Perceived Ease of Use, Perceived Usefulness, Social Interactivity,

Utilitarian and Hedonic Shopping Value, User Stickiness, Sociolla.
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