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ABSTRACT

This research aims to investigate the factors influencing the intention to
upgrade to ChatGPT Plus among users in a work-related context, focusing specifically
on those who currently use the free version. The study is based on the Theory of
Consumption Values (TCV), which includes functional value, epistemic value,
conditional value, and social value, and is integrated with the Task-Technology Fit
theory (TTF), knowledge management framework, and the concept of perceived
sacrifice. This study adopts a quantitative research approach, using electronic
questionnaires to collect data from a sample of 250 respondents, and analyzes the
data using statistical software. Data was statistically analyzed using regression analysis,
including direct influence analysis from multiple regression analysis and indirect
influence analysis using the Danielsoper web program.

The research findings reveal that the intention to upgrade is positively
influenced by functional value, epistemic value, and user satisfaction. In addition, user
satisfaction is influenced by task-technology fit, functional value, epistemic value, and
conditional value. Moreover, knowledge application significantly impacts functional

value, while knowledge acquisition positively influences epistemic value.
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