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ABSTRAK 

 

Nama Mahasiswa / NPM : Adyatma Kevin Aryaputra Ramadhan./ 

22082010020 

Judul Skripsi : Analisis Faktor Pendorong Keputusan Mahasiswa 

PTN Surabaya Untuk Berlangganan ChatGPT 

Premium 

Dosen Pembimbing : Asif Faroqi, S.Kom., M.Kom. 

Rafika Rahmawati, S.Kom., M.Kom., MBA 

Meningkatnya pemanfaatan kecerdasan buatan generatif seperti ChatGPT 

mendorong mahasiswa menggunakan layanan ini untuk mendukung aktivitas 

akademik. Meskipun tersedia versi gratis sebagian mahasiswa memilih 

berlangganan ChatGPT Premium yang memerlukan biaya bulanan sehingga 

keputusan tersebut perlu dipahami dari sisi faktor pendorongnya. Penelitian berikut 

berfungsi menganalisis faktor-aspek di mana mempengaruhi rencana order beserta 

pemanfaatan (purchased usage intentions) ChatGPT Premium pada mahasiswa/i 

universitas negeri di Surabaya dengan mengintegrasikan Technology Acceptanced 

models (TAM) dan Unified Theories of Acceptance and Use of Technology 2 

(UTTAUT2). Penelitian menggunakan pendekatan kuantitatif melalui survei 

terhadap 470 responden dan dianalisis menggunakan Structural Equations 

Modeling–Partial Least Squares (SEM-PLS). Hasil menunjukan bahwasannya 

Perceived Ease of Use, Perceived Usefullnesss, Socials influences, Price Value, dan 

Personel inovativeness berpengaruh positif terhadap Purchased Usage Intentions, 

sedangkan Output Qualities, Perceived Trust, dan Ubiquity tidak berpengaruh 

positif. Selain itu, Perceived Usefullnesss memediasi secara parsial korelasi tiap-

tiap Perceived Ease of Use dan Purchased Usage Intentions. Temuan tersebut 

menjelaskan bahwasannya keputusan berlangganan lebih dipengaruhi oleh 

kemudahan, manfaat, nilai harga, dan karakteristik individu dibandingkan faktor 

teknis layanan. 

Kata kunci: ChatGPT Premium, Purchased Usage Intentions, TAM, UTAUT2, 

Generative AI 



vi 

 

ABSTRACT 

 

Student Name/ NPM : Adyatma Kevin Aryaputra Ramadhan./ 

22082010020 

Thesis Title : Analysis of Factors Driving Surabaya State 

University Students' Decision to Subscribe to 

ChatGPT Premium 

Thesis Advisor  : Asif Faroqi, S.Kom., M.Kom. 

Rafika Rahmawati, S.Kom., M.Kom., MBA 

This increasing use the generative artificial intelligence services such as 

ChatGPT has transformed students’ academic activities. Although a free version is 

available, some students choose to subscribe to ChatGPT Premium despite its 

monthly fee, making it important to understand the factors influencing this decision. 

This study aims to analyze the determinants of Purchased Usage Intentions toward 

ChatGPT Premium among students at State Universities (PTN) in Surabaya by 

integrating the Technology Acceptanced models (TAM) and the Unified Theories 

of Acceptance and Use of Technology 2 (UTAUT2). A quantitative approach was 

employed through a survey of 470 respondents. The data were analyzed using 

Structural Equations Modeling–Partial Least Squares (SEM-PLS) to examine the 

relationships among variables. The results indicate that Perceived Ease of Use, 

Perceived Usefullnesss, Socials influences, Price Value, and Personel inovativeness 

have positive and significant effects on Purchased Usage Intentions, while Output 

Qualities, Perceived Trust, and Ubiquity show no significant effects. Additionally, 

Perceived Usefullnesss partially mediates the relationship between Perceived Ease 

of Use and Purchased Usage Intentions. These findings suggest that subscription 

decisions are primarily driven by perceived usefullnesss, ease, price value, and 

individual characteristics rather than technical factors. 

Keyword: ChatGPT Premium, Purchased Usage Intentions, TAM, UTAUT2, 

Generative AI 
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