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ABSTRAK 

Sejalan dengan meningkatnya teknologi dan pengguna internet, secara 

tidak langsung membuat penyebaran informasi di seluruh dunia dapat diakses 

dengan mudah dan cepat. Media yang sangat berpengaruh dalam penyebaran 

informasi secara cepat adalah perangkat mobile. Hal ini menjadikan para pelaku 

bisnis melihat peluang dalam sektor mobile commerce. Salah satu perusahaan 

yang memanfaatkan platform smartphone sebagai media untuk belanja online 

adalah LYKE. Adapun alasan LYKE membuat aplikasi belanja online agar 

masyarakat dapat berbelanja produk fashion dan beauty dengan mudah dan 

nyaman, serta dengan berbagai pilihan toko yang beragam hanya dengan satu 

aplikasi. 

Dalam penelitian ini, LYKE berhasil mencapai satu juta pengunduh dalam 

waktu empat bulan setelah dirilis, namun hanya memiliki 50.000 pengguna aktif. 

Oleh karena itu, penelitian ini akan membahas faktor-faktor apa saja yang 

mempengaruhi purchase intention pada aplikasi LYKE, yang mencakup 

utilitarian performance expectancy, hedonic performance expectancy, effort 

expectancy, social influence, facilitating conditions, dan attitude toward using 

mobile shopping services. 

Model teoritis dalam penelitian ini disampaikan dengan 8 hipotesis yang 

akan diuji menggunakan Structural Equation Model. Sampel dalam penelitian ini 

berjumlah 140 responden, pria dan wanita yang berusia 17-36 tahun yang pernah 

mengunduh dan mengoperasikan aplikasi LYKE, belum pernah melakukan 

pembelian produk fashion di aplikasi LYKE, memiliki orang di sekitar yang 

pernah membeli produk fashion di aplikasi LYKE dan merekomendasikan 

aplikasi LYKE, serta memiliki anggaran belanja produk fashion minimal Rp 

100.000 dalam 1 bulan. 

Hasil analisis menunjukkan bahwa utilitarian performance expectancy dan 

hedonic performance expectancy memiliki pengaruh positif terhadap purchase 

intention melalui attitude toward using mobile shopping services. Ditemukan juga 

effort expectancy berpengaruh positif terhadap purchase intention melalui 

utilitarian performance expectancy, hedonic performance expectancy, dan 

attitude toward using mobile shopping services. Namun, tidak ditemukan 

pengaruh pada social influence dan facilitating conditions terhadap purchase 

intention. 

 

 

Kata Kunci: Utilitarian Performance Expectancy, Hedonic Performance 

Expectancy, Effort Expectancy, Social Influence, Facilitating Conditions, Attitude 

toward Using Mobile Shopping Services, Purchase Intention. 
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ABSTRACT 

In accordance with the growing of technology and internet users, 

indirectly makes the dissemination information around the world  can be access 

easily and quickly. The most influential media in the rapid dissemination of 

information is mobile device. This is the things that makes entrepreneurs see an 

opportunities in the sector of mobile commerce. One company that utilizes the 

smartphone as the platform for online shopping is LYKE. As for the reason why 

LYKE makes an online shopping app are mainly because LYKE want to enabling 

people to shop fashion and beauty products easily, also with various stores in one 

app. 

In this study, LYKE succeeded in reaching one million downloaders 

within four months of its release, but only have 50.000 active users. Therefore, 

this study will discuss what factors affect the purchase intention of  LYKE, which 

include utilitarian performance expectancy, hedonic performance expectancy, 

effort expectancy, social influence, facilitating conditions, and attitude toward 

using mobile shopping services. 

Theoretical model in this study is explained by 8 hypotheses that will be 

tested using Structural Equation Model. The total sample in this study are 140 

respondents, men and women aged 17-36 years old who had downloaded and 

operated LYKE, never purchased fashion products in LYKE, had people around 

who had bought fashion products in LYKE and recommended LYKE as an online 

shopping app, also has a minimum shopping budget of fashion products Rp 

100.000 in a month. 

The result of this analysis shows that utilitarian performance expectancy 

and hedonic performance expectancy have a positive effect to purchase intention 

through attitude toward using mobile shopping services. Also, effort expectancy 

have a positive effect to purchase intention through utilitarian performance 

expectancy, hedonic performance expectancy, and attitude toward using mobile 

shopping services. However, no effect was found on social influence and 

facilitating conditions to purchase intention. 

 

 

Keywords: Utilitarian Performance Expectancy, Hedonic Performance 

Expectancy, Effort Expectancy, Social Influence, Facilitating Conditions, Attitude 

toward Using Mobile Shopping Services, Purchase Intention. 
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