
ANALISIS PENERIMAAN TEKNOLOGI ARTIFICIAL INTELLIGENCE 

PADA PENGGUNA CANVA AI MENGGUNAKAN UTAUT 2 DENGAN 

VARIABEL TRUST DAN PERCEIVED ETHICAL RISK 

 

 

 

SKRIPSI 

 

 

 

 

 

 

Disusun Oleh: 

 

WILIS ARUM KARUNIA  

09010622104 

 

 

 

PROGRAM STUDI SISTEM INFORMASI 

FAKULTAS SAINS DAN TEKNOLOGI 

UNIVERSITAS ISLAM NEGERI SUNAN AMPEL  

SURABAYA 

2026



ii 

 

PERNYATAAN KEASLIAN 

  

  



iii 

 

LEMBAR PERSETUJUAN PEMBIMBING 

 

  



iv 

 

PENGESAHAN TIM PENGUJI SKRIPSI 

 

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  
v 

 

PERSETUJUAN PUBLIKASI 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  
vii 

 

ABSTRAK 

ANALISIS PENERIMAAN TEKNOLOGI ARTIFICIAL INTELLIGENCE 

PADA PENGGUNA CANVA AI MENGGUNAKAN UTAUT 2 DENGAN 

VARIABEL TRUST DAN PERCEIVED ETHICAL RISK 

 

Oleh: 

Wilis Arum Karunia 

Perkembangan teknologi Artificial Intelligence (AI) telah mendorong transformasi 

digital di berbagai sektor, termasuk pada aplikasi desain grafis seperti Canva 

melalui fitur Canva AI. Penerimaan teknologi AI oleh pengguna tidak selalu 

ditentukan oleh faktor-faktor klasik dalam model adopsi teknologi. Penelitian ini 

bertujuan untuk menganalisis pengaruh variabel performance expectancy, effort 

expectancy, social influence, facilitating conditions, hedonic motivation, price 

value, habit, trust, dan perceived ethical risk terhadap behavioral intention serta 

mengidentifikasi variabel yang paling dominan dalam memengaruhi penerimaan 

Canva AI. Penelitian ini menggunakan pendekatan kuantitatif dengan jenis 

explanatory research. Responden penelitian meliputi 310 orang yang menggunakan 

Canva AI. Analisis data dilakukan menggunakan Covariance Based Structural 

Equation Modeling (CB-SEM) dengan bantuan perangkat lunak AMOS. Hasil 

penelitian menunjukkan bahwa sebagian besar konstruk dalam model UTAUT2 

yang diperluas, yaitu performance expectancy, effort expectancy, social influence, 

facilitating conditions, hedonic motivation, price value, trust, dan perceived ethical 

risk, tidak berpengaruh signifikan terhadap behavioral intention. Sebaliknya, habit 

terbukti berpengaruh signifikan terhadap use behavior, dan behavioral intention 

berpengaruh signifikan terhadap use behavior. Temuan ini mengindikasikan bahwa 

dalam konteks responden yang didominasi oleh generasi digital native, penggunaan 

Canva AI lebih dipengaruhi oleh kebiasaan dan niat yang telah terbentuk 

sebelumnya dibandingkan evaluasi rasional terhadap manfaat, kemudahan, maupun 

risiko etis. 

 

Kata Kunci: Penerimaan Artificial Intelligence, Canva AI, UTAUT2, Trust, 

Perceived Ethical Risk, CB-SEM   
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ABSTRACT 

ANALYSIS OF ARTIFICIAL INTELLIGENCE TECHNOLOGY 

ACCEPTANCE AMONG CANVA AI USERS USING UTAUT 2 WITH 

TRUST AND PERCEIVED ETHICAL RISK VARIABLE 

 

By: 

Wilis Arum Karunia 

The advancement of Artificial Intelligence (AI) technology has driven digital 

transformation across various sectors, including graphic design applications such 

as Canva through its Canva AI features. User acceptance of AI technology, 

however, is not always determined by classical factors within technology adoption 

models. This study aims to analyze the effects of performance expectancy, effort 

expectancy, social influence, facilitating conditions, hedonic motivation, price 

value, habit, trust, and perceived ethical risk on behavioral intention, as well as to 

identify the most dominant variables influencing the acceptance of Canva AI. This 

research employs a quantitative approach using an explanatory research design. The 

respondents consisted of 310 individuals who have used Canva AI. Data were 

analyzed using Covariance-Based Structural Equation Modeling (CB-SEM) with 

the assistance of AMOS software. The results indicate that most constructs in the 

extended UTAUT2 model namely performance expectancy, effort expectancy, 

social influence, facilitating conditions, hedonic motivation, price value, trust, and 

perceived ethical risk do not have a significant effect on behavioral intention. In 

contrast, habit has a significant effect on use behavior, and behavioral intention 

significantly influences use behavior. These findings suggest that, within a 

respondent group predominantly composed of digital natives, the use of Canva AI 

is more strongly influenced by established habits and prior intentions rather than 

rational evaluations of usefulness, ease of use, or ethical risks. 

 

Keyword: Artificial Intelligence Acceptance, Canva AI, UTAUT2, Trust, 

Perceived Ethical Risk, CB-SEM  
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