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ABSTRAK

Akibat pesatnya perkembangan e-commerce di Indonesia, membuat
masyarakat menjadi peka untuk memanfaatkan peluang dari e-commerce, karena
bagi penjual dianggap memudahkan penjualan dan bagi konsumen mudah untuk
mendapatkannya. Salah satu pemain di dunia e-commerce adalah band Kotak.
Band Kotak menggunakan iTunes Store untuk merilis aloum baru yang berjudul
“Never Dies” karena untuk mempermudah para penggemarnya untuk

mendapatkan lagu terbarunya tanpa harus pergi ke toko CD.

Adapun permasalahan pada penelitian ini diajukan untuk mengetahui
apakah purhase intention konsumen band Kotak dipengaruhi oleh perceived
usefulness, perceived enjoyment, technicality, perceived price melalui perceived

value.

Model teoritis dalam penelitian ini disampaikan dengan 5 hipotesis yang
akan diuji menggunakan Structural Equation Model. Sampel penelitian ini
berjumlah 154 responden, baik laki-laki maupun perempuan yang pernah
mengakses iTunes Store, tahu band Kotak merilis dan belum pernah membeli
album “Never Dies” di iTunes Store. Sebuah Kkuesioner di desain untuk
mengumpulkan informasi dari calon pembeli lagu band Kotak pada album

“Never Dies” di iTunes Store

Hasil analisis menunjukan bahwa technicality dan perceived price
berpengaruh negatif terhadap purchase intention melalui perceived value.
Sedangkan perceived usefulnes, perceived enjoyment, perceived value

berpengaruh positif terhadap purchase intention.
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Kesimpulan penelitian ini adalah jika band Kotak memberikan kemudahan
untuk memutar teaser lagu kotak dan memberikan harga yang murah di iTunes
Store maka value yang dirasakan konsumen akan meningkat dan mempunyai
penilaian yang baik. Jika konsumen sudah memiliki value yang bagus terhadap
lagu band Kotak di iTunes Store maka memungkinkan konsumen untuk memiliki
niatan untuk membeli lagu band Kotak album “Never Dies” di iTunes Store.
Berdasarkan kesimpulan tersebut, maka dapat disarankan bahwa lagu kotak di
iTunes Store harus lebih murah di bandingkan dengan harga CD fisik dan lebih

mudah untuk didapat dibandingkan beli CD Fisik.

Kata Kunci: perceived usefulness, perceived enjoyment, technicalty,

perceived price, perceived value, purchase intention
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ABSTRACT

The rapid development of e-commerce in Indonesia, making people
become sensitized to exploit the opportunities of e-commerce, because the seller
is considered easier for sales and for consumers easy to get it. One of the players
in e-commerce is Kotak Band. Kotak Band using the iTunes Store to release a
new album entitled "Never Dies" as to make it easier for fans to get a new song

without having to go to a CD shop.

The issues raised in this study to determine whether the consumer
intention purhase Kotak Band influenced by perceived usefulness, perceived

enjoyment, technicality, perceived price by perceived value.

The theoretical model in this study presented with five hypotheses to be
tested using Structural Equation Model. This research sample totaled 154
respondents, both men and women who have been accessing the iTunes Store,
knew the band have released and never bought an album "Never Dies" in the
iTunes Store. A questionnaire designed to collect information from prospective

buyers Kotak Band song on the album "Never Dies™ in iTunes Store.

Results of the analysis showed that perceived price technicality and
negatively affect the purchase intention through perceived value. While perceived
usefulnes, perceived enjoyment, perceived value positive influence on purchase

intention.

The conclusion of this study is if the band box makes it easy to play the

song teaser box and provide a cheap price in the iTunes Store, the consumer

vii
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perceived value will increase and have good judgment. If the consumer already
has a great value to the band's songs in the iTunes Store box then allows the
consumer to have the intention to buy the song band box album "Never Dies" in
the iTunes Store. Based on these conclusions, it can be suggested that the songs in
the iTunes Store box should be cheaper in comparison with the price of physical
CDs and easier to obtain than buying CD Fisik.Hasil analysis showed that
perceived price technicality and negatively affect the purchase intention through
perceived value. While perceived usefulnes, perceived enjoyment, perceived value

positive influence on purchase intention.
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