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PENGARUH ENGAGEMENT MOTIVATION, PERCEIVED 

VALUE, DAN SATISFACTION 

TERHADAP MOBILE ENGAGEMENT INTENTION DALAM 

BERBELANJA DI SHOPEE 

 

ABSTRAK 

 

Tujuan Penelitian ini untuk menganalisis pengaruh 
Engagement Motivation, Perceived Value, dan Satisfaction terhadap 
Mobile Engagement Intention Dalam Berbelanja di Shopee. 
Penelitian ini merupakan penelitian kausal. Teknik pengambilan 
sampel menggunakan non probability sampling dengan cara 
purposive sampling. Sampel yang digunakan sebesar 210 responden. 
Data dikumpulkan dengan kuesioner secara online dan selanjutnya 
diolah dengan teknik analisis Struktural Equation Model (SEM) 
dengan menggunakan program Lisrel 8.70.  

Hasil penelitian ini menunjukkan bahwa engagement 
motivation berpengaruh positif perceived value dan mobile 
engagement intention. Variabel social motivation berpengaruh positif 
dan tidak signifikan pada satisfaction, namun variabel utilitarian 
motivation dan hedonic motivation berpengaruh positif dan 
signifikan terhadap satisfaction. Dengan demikian hipotesis 1a, 1b, 
1c 2a, 2b, 3, dan 4 diterima, sedangkan hipotesis 2c ditolak. 

 
 

Kata kunci: Engagement Motivation, Perceived Value, Satisfaction, 
Mobile Engagement Intention. 
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PENGARUH ENGAGEMENT MOTIVATION, PERCEIVED 

VALUE, DAN SATISFACTION 

TERHADAP MOBILE ENGAGEMENT INTENTION DALAM 

BERBELANJA DI SHOPEE 

 

ABSTRACT 

 

The purpose of this study is to analyze the Involvement of 
Motivation, Perception Value, and Satisfaction Against Mobile 
Engagement Intention in Shopping at Shopee. This research is a 
causal keyword. Sampling technique using non-probability sampling 
by purposive sampling. The sample used amounted to 210 
respondents. Data were collected by questionnaire online and then 
processed by Structural Equation Model (SEM) analysis technique 
using Lisrel 8.70 program. 

The results of this study indicate that the motivation in pairs, 
the perceived value is positive and the intention of cellular 
involvement. Social motivation variable is positive and insignificant 
on satisfaction, but utilitarian motivation variable and positive and 
significant hedonic motivation to satisfaction. Hence the hypotheses 
1a, 1b, 1c 2a, 2b, 3, and 4 are accepted, while the 2c hypothesis is 
rejected. 
 

 
Keywords: Engagement Motivation, Value Perception, Satisfaction, 

Mobile Phone Engagement Intention. 


