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ABSTRAK

Industri permainan PC terus menunjukkan pertumbuhan yang kuat, melalui

microtransactions dan virtual goods menjadi model bisnis yang dominan.



Penelitian ini bertujuan untuk menganalisis pengaruh functional value, emotional
value, dan social value terhadap purchase intention untuk virtual goods pada game
DOTA, dengan perceived value sebagai variabel mediasi. Responden dalam
penelitian ini adalah 90 pemain game DOTA yang berdomisili di Surabaya , yang
dipilih menggunakan teknik purposive sampling. Teknik analisis data yang
digunakan adalah Partial Least Square (PLS) dengan aplikasi SmartPLS. Hasil
penelitian menunjukkan bahwa functional value, emotional value, dan social value
masing-masing berpengaruh positif dan signifikan terhadap perceived value dan
purchase intention. Selain itu, perceived value juga terbukti berpengaruh positif
dan signifikan terhadap purchase intention serta berhasil memediasi hubungan
positif antara ketiga variabel nilai (functional, emotional, dan social) terhadap
purchase intention secara signifikan.

Kata Kunci: consumption value theory, functional value, emotional value, social
value, perceived value, purchase intention.

ABSTRACT

The PC gaming industry continues to show strong growth, with
microtransactions and virtual goods becoming the dominant business model. This



study aims to analyze the influence of functional value, emotional value, and social
value on the purchase intention for virtual goods in the DOTA game, with perceived
value as a mediating variable. The respondents in this study were 90 DOTA players
residing in Surabaya, selected using a purposive sampling technique. The data
analysis method used was Partial Least Square (PLS) with the SmartPLS
application. The results show that functional value, emotional value, and social
value each have a positive and significant effect on both perceived value and
purchase intention. Furthermore, perceived value was also proven to have a positive
and significant effect on purchase intention and successfully mediates the positive
relationship between the three value variables (functional, emotional, and social)
on purchase intention.

Keywords: consumption value theory, functional value, emotional value, social
value, perceived value, purchase intention.
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