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HEDONIC VALUE TERHADAP REPURCHASE INTENTION VIRTUAL
ITEM MELALUI CUSTOMER SATISFACTION DI PLATFORM STEAM

BAGI PEMAIN DOTA 2 DI INDONESIA

CHRISTIAN RAHMADHANY LOPULALAN
NPM: 20061020004

ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh perceived value (nilai yang
dirasakan), utilitarian value (nilai utilitarian), dan hedonic value (nilai hedonik) terhadap
repurchase intention (niat untuk membeli kembali) virtual item, melalui customer
satisfaction (kepuasan pelanggan) dalam hubungan tersebut bagi pemain Dota 2 di
Indonesia yang menggunakan platform Steam. Penelitian ini menggunakan Partial Least
Squares Structural Equation Modeling (PLS-SEM) sebagai metode analisis data untuk
menguiji hipotesis yang diajukan. Data dikumpulkan melalui survei online kepada pemain
aktif Dota 2 yang menggunakan platform Steam di Indonesia. Responden yang memenubhi
kriteria inklusi kemudian diminta untuk mengisi kuesioner yang berfokus pada perceived
value, utilitarian value, hedonic value, customer satisfaction, dan repurchase intention
terkait virtual item di game Dota 2.

Hasil analisis menunjukkan bahwa perceived value tidak mempunyai pengaruh
positif yang signifikan terhadap repurchase intention virtual item pada Dota 2 di Indonesia.
Sedangkan utilitarian value, dan hedonic value berpengaruh positif dan signifikan terhadap
repurchase intention virtual item pada Dota 2 di Indonesia. Selain itu perceived value,
utilitarian value dan hedonic value belum mampu memberikan pengaruh signifikan
terhadap repurchase intention melalui customer satisfaction.

Penelitian ini memberikan kontribusi penting dalam memahami faktor-faktor yang
memengaruhi repurchase intention virtual item di kalangan pemain Dota 2 di Indonesia
melalui platform Steam, serta implikasinya terhadap manajemen pengalaman pelanggan
dan strategi pemasaran dalam industri permainan digital khususnya pada virtual item battle
pass atau Compendium di Indonesia.

Kata kunci: Perceived Value, Utilitarian Value, Hedonic Value, Repurchase Intention.
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THE INFLUENCE OF PERCEIVED VALUE, UTILITARIAN VALUE, AND

HEDONIC VALUE ON REPURCHASE INTENTION OF VIRTUAL ITEMS

THROUGH CUSTOMER SATISFACTION ON THE STEAM PLATFORM
FOR DOTA 2 PLAYERS IN INDONESIA.

CHRISTIAN RAHMADHANY LOPULALAN
NPM: 20061020004

ABSTRACT

This study aims to examine the influence of perceived value, utilitarian value, and
hedonic value on repurchase intention of virtual items, through customer satisfaction in the
relationship for Dota 2 players in Indonesia who use the Steam platform. This study uses
Partial Least Squares Structural Equation Modeling (PLS-SEM) as the data analysis
method to test the proposed hypotheses. Data was collected through an online survey to
active Dota 2 players using the Steam platform in Indonesia. Respondents who met the
inclusion criteria were then asked to fill out a questionnaire that focused on perceived value,
utilitarian value, hedonic value, customer satisfaction, and repurchase intention related to
virtual items in the Dota 2 game.

The results of analysis show that perceived value does not have a significant
positive effect on repurchase intention of virtual items in Dota 2 in Indonesia. Meanwhile,
utilitarian value and hedonic value have a positive and significant effect on the repurchase
intention of virtual items in Dota 2 in Indonesia. In addition, perceived value, utilitarian value
and hedonic value have not been able to have a significant influence on repurchase
intention through customer satisfaction.

This research makes an important contribution in understanding the factors that
influence the repurchase intention of virtual items among Dota 2 players in Indonesia
through the Steam platform, as well as the implications for customer experience
management and marketing strategies in the digital game industry, especially in battle pass
or Compendium virtual items in Indonesia.

Keyword: Perceived Value, Utilitarian Value, Hedonic Value, Repurchase Intention.



