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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Perceived Chatbot 

Anthropomorphism terhadap Perceived Enjoyment yang dimediasi oleh Experiential 

Utilitarian Value, Experiential Hedonic Value, dan Experiential Social Value pada 

pengguna e-ritel, khususnya platform Shopee. Latar belakang penelitian ini didasarkan 

pada pesatnya perkembangan teknologi Artificial Intelligence (AI), khususnya chatbot, 

yang telah menjadi bagian penting dalam meningkatkan kualitas layanan e-commerce. 

Metode penelitian yang digunakan adalah kuantitatif dengan pendekatan survei, 

melibatkan 130 responden di wilayah Jabodetabek yang telah berinteraksi dengan chatbot 

Shopee. Data dikumpulkan melalui kuesioner online dan dianalisis menggunakan 

Structural Equation Modeling (SEM) untuk menguji hubungan antar variabel. Hasil 

penelitian menunjukkan bahwa Perceived Chatbot Anthropomorphism berpengaruh positif 

dan signifikan terhadap Experiential Utilitarian Value, Experiential Hedonic Value, dan 

Experiential Social Value. Ketiga dimensi nilai pengalaman ini secara signifikan 

memediasi pengaruh Perceived Chatbot Anthropomorphism terhadap Perceived 

Enjoyment, menunjukkan bahwa desain chatbot yang menyerupai karakteristik manusia 

dapat meningkatkan efisiensi, kesenangan, dan koneksi sosial pengguna, yang pada 

akhirnya meningkatkan pengalaman berbelanja yang lebih menyenangkan. Temuan ini 

memberikan kontribusi teoretis dalam memperluas pemahaman mengenai peran 

anthropomorphism dalam meningkatkan pengalaman pengguna di e-ritel serta kontribusi 

praktis bagi perusahaan e-commerce seperti Shopee dalam mengembangkan chatbot 

berbasis AI yang lebih responsif dan personal. 

 

Kata Kunci: Perceived Chatbot Anthropomorphism, Perceived Enjoyment, 

Experiential Utilitarian Value, Experiential Hedonic Value, Experiential Social Value, 

Chatbot, Shopee. 
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ABSTRACT 

 

This study aims to analyze the influence of Perceived Chatbot 

Anthropomorphism on Perceived Enjoyment, mediated by Experiential Utilitarian 

Value, Experiential Hedonic Value, and Experiential Social Value among e-retail 

users, specifically on the Shopee platform. The background of this research is based 

on the rapid development of Artificial Intelligence (AI) technology, particularly 

chatbots, which have become essential in enhancing the quality of e-commerce 

services. The research method used is quantitative with a survey approach, 

involving 100 respondents from the Jabodetabek area who have interacted with 

Shopee's chatbot. Data were collected through online questionnaires and analyzed 

using Structural Equation Modeling (SEM) to examine the relationships between 

variables. The research results show that Perceived Chatbot Anthropomorphism 

has a positive and significant effect on Experiential Utilitarian Value, Experiential 

Hedonic Value, and Experiential Social Value. These three experiential value 

dimensions significantly mediate the influence of Perceived Chatbot 

Anthropomorphism on Perceived Enjoyment, indicating that chatbot designs 

resembling human characteristics can enhance users' efficiency, enjoyment, and 

social connection, ultimately improving the overall shopping experience. This study 

contributes theoretically by expanding the understanding of the role of 

anthropomorphism in enhancing user experiences in e-retail and practically by 

providing insights for e-commerce companies like Shopee in developing more 

responsive and personalized AI-based chatbots. 

 

Keywords: Perceived Chatbot Anthropomorphism, Perceived Enjoyment, 

Experiential Utilitarian Value, Experiential Hedonic Value, Experiential Social 

Value, Chatbot, Shopee. 
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