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ABSTRACT

2131600948
ADITYA EKA PRANANDIANSYAH

THE IMPACT OF PERCEIVED VALUES AND PEER INFLUENCES TOWARD IN-
APP PURCHASE INTENTION IN MOBILE GAME

The mobile gaming industry has taken place as one of the most rapid growing sectors in global
market. Nowadays, many mobile games utilize the monetization model where players use real
money for virtual goods. There are several monetization model that is widely implemented in
mobile games, some of them including: freemium, microtransactions, and loot box mechanism, or
in Japanese term are referred to as “Gacha”. This research intends to identify the driving factors
based on the existing values (perceiving values and peer influence), that affects in-app purchase
intention in online mobile game players. This research is done by quantitative manner, with a
sample of 157 mobile game players. This research uses Multiple Linear Regression to analyze
whether there are relations between hedonic value, utilitarian value, economic value, and peer
influences over in-app purchase intentions. The research results shows that some part of perceived
value, such as hedonic value does not influence in-app purchase intentions, while other parts of
the perceived value such as utilitarian value and economic value influences in-app purchase
intentions. Peer influence also influences in-app purchase intentions. Other implications also

included and further elaborated in this research.

Keywords:  Perceived Value, Peer Influence, Mobile Game, In-App Purchase Intention
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