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ABSTRAK 

 

Penelitian ini menguji pengaruh upward social comparison, benign envy, 
admiration, dan consumer enjoyment terhadap continuance intention aplikasi 

fitness-tracking apps Strava. Responden penelitian ini adalah para pengguna 

fitness-tracking apps Strava yang membagikan capaiannya atau melihat capaian 

individu lain pada social media mereka. Pendekatan yang digunakan penelitian ini 

adalah pendekatan kuantitatif yang mengujikan 16 hipotesis menggunakan analisis 

Structural Equation Modeling (PLS) dengan menggunakan software SmartPLS 3.0. 

Data primer pada penelitian ini diperoleh melalui penyebaran kuesioner yang 

disebarkan secara online melalui direct message Instagram dan Facebook kepada 

akun komunitas bersepeda, yang selanjutnya peneliti mengirimkan pesan kepada 

akun personal para anggota dari komunitas sepeda tersebut. 250 responden berhasil 

diraih. Variabel terukur upward social comparison (5 indikator), benign envy (5 

indikator), admiration (5 indikator), consumer enjoyment (7 indikator), 

continouance intention (6 indikator), masing-masing variabel diukur menggunakan 

skala Likert 5 poin. Hasil penelitian ini menunjukkan bahwa upward social 
comparison, benign envy, admiration, dan consumer enjoyment memliki pengaruh 

yang positif terhadap continuance intention aplikasi fitness-tracking apps Strava. 

Hasil penelitian ini juga menunjukkan bahwa benign envy, admiration, dan 

consumer enjoyment memediasi parsial pada hubungan upward social comparison 
terhadap continuance intention. Selanjutnya, penelitian ini mengindikasikan benign 
envy memediasi parsial pada hubungan upward social comparison terhadap 

consumer enjoyment. Sedangkan admiration memiliki pengaruh mediasi penuh 

pada hubungan upward social comparison terhadap consumer enjoyment. Terakhir, 

penelitian ini mengindikasikan consumer enjoyment memiliki pengaruh mediasi 

parsial pada hubungan upward social comparison terhadap continuance intention 

maupun pada hubungan envy terhadap continuance intention. Sedangkan consumer 
enjoyment memiliki pengaruh mediasi penuh pada hubungan admiration terhadap 
continuance intention. 

 

Kata kunci: upward social comparison, benign envy, admiration, consumer 
enjoyment, continuance intention, SEM. 
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ABSTRAK 

 

This study examines the effect of upward social comparison, jealousy, 
admiration, and consumer enjoyment on continuance intention on the Strava 
fitness-tracking apps. Respondents in this study were users of the Strava fitness-
tracking application who shared their achievements or saw the achievements of 
other individuals on their social media. The approach used in this study is a 
quantitative approach that tests 16 hypotheses using Structural Equation Modeling 
(PLS) analysis using SmartPLS 3.0 software. The primary data in this study was 
obtained through the spread of community spread that was spread online through 
direct messages from Instagram and Facebook to cycling accounts, which the 
researchers then sent messages to the personal accounts of the members of the 
bicycle. Based on the distributed questionnaires, this study obtained 250 
respondents. Measurable variables are upward social comparison (5 indicators), 
benign envy (5 indicators), admiration (5 indicators), consumer enjoyment (7 
indicators), continuance intention (6 indicators), each variable is measured using 
a 5-point Likert scale. The results of this study indicate that upward social 
comparison, benign envy, admiration, and consumer enjoyment have a positive 
influence on the continuance intention of the Strava fitness-tracking apps. The 
results of this study also show that benign envy, admiration, and consumer 
enjoyment partially mediate the upward social comparison relationship with 
continuance intention. Furthermore, this study indicates that benign envy partially 
mediates the upward social comparison relationship with consumer enjoyment. 
While admiration has a full mediating effect on the upward social comparison 
relationship to consumer enjoyment. Finally, this study indicates that consumer 
enjoyment has a partial mediating effect on the upward social comparison 
relationship on continuance intention and the relationship between envy and 
continuance intention. Meanwhile, consumer enjoyment has a full mediating effect 
on the admiration relationship on continuance intention. 

 

 

Keywords: upward social comparison, benign envy, admiration, consumer 
enjoyment, continuance intention, SEM. 
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