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ABSTRAK

Perkembangan teknologi hiburan elektronik semakin berkembang dari
tahun ke tahun. Perusahaan besar yang sudah lama bergerak di dunia hiburan
elektronik pada kategori konsol video game seperti Microsoft terus berusaha untuk
mengembangkan konsol video game yang dapat memberikan pengalaman bermain
terbaik untuk mereka yang memainkannya. Microsoft mengeluarkan konsol video
game yang terbaru yaitu Microsoft Xbox One yang diluncurkan ke publik pada 22
November 2013. Konsol video game ini mengusung ide sebagai all-in-one
entertainment video game console yang tidak hanya dapat bermain video games
saja tetapi juga sebagai media player yang dapat memutar musik, video, streaming
video dan film berlangganan yang sudah ada pada Xbox One, dan juga dapat
digunakan untuk menerima sinyal dari tv cable box berlangganan. Didukung oleh
perkembangan paling mutakhir yang terjadi pada video game developers membuat
Xbox One memosisikan dirinya sebagai multimedia console game. Masalah utama
yang dihadapi oleh Xbox One adalah spesifikasi konsol yang lebih rendah
dibandingkan dengan pesaing ketatnya yaitu Sony dengan Playstation 4 membuat
konsumen banyak yang beralih ke konsol video game asal Jepang tersebut.
Ditambah lagi dengan masalah kerusakan hardware pada saat hari pertama
diluncurkan membuat konsumen semakin tidak ingin melakukan pembelian konsol
video game Microsoft Xbox One

Permasalahan dalam penelitian ini diajukan untuk mengetahui apakah
Purchase Intention konsumen terhadap konsol video game Microsoft Xbox One
dipengaruhi oleh Country Of Origin, Perceived Usefulness, Perceived Ease of Use,
Product image, dan Perceived Value. Model teoritis dalam penelitian ini
disampaikan dengan 5 hipotesis yang akan diuji menggunakan Structural
Equational Model. Sampel penelitian ini adalah 125 responden baik pria maupun
wanita, berdomisili di area Jabodetabek, masih aktif bermain console games,
mengikuti perkembangan produk teknologi di Amerika Serikat, berumur 17 — 40
tahun, mengikuti perkembangan dunia video games kurang lebih selama setahun
terakhir, belum pernah membeli produk Xbox One, mengikuti perkembangan Xbox
One selama 3 bulan terakhir, dan mengetahui fitur — fitur yang dimiliki Microsoft
Xbox One. Sebuah kuesioner didesain untuk mengumpulkan informasi dari para
calon pembeli Microsoft Xbox One.

Hasil analisis menunjukkan bahwa data yang dimiliki penelitian ini
mendukung semua hipotesis. Kesimpulan dari studi ini adalah Country of Origin,
Perceived Usefulness, dan Perceived Ease of Use berpengaruh positif terhadap
Purchase Intention melalui Product Image dan Purchase Intention.

Kata kunci : Country of Origin, Product Image, Perceived Value, Purhcase Intention,
Perceived Usefulness, Perceived Ease of Use, video game, Microsoft, video game industry,
console video game, Xbox, Xbox One
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ABSTRACT

The developments of electronic entertainment technology are increasing
from year to year. Microsoft, which act as a big company who have been running
their business in electronic entertainment world is keeping on developing video
game consoles which can give the best gaming experience for those who playing it.
Microsoft launched their latest video game console, Microsoft Xbox One which
have been launched on November 22", 2013. The idea of this console is to make
an all-in-one entertainment video game console that is not only can play video
games but also has a function as a media player which plays music, videos, video
streaming and subscribed movies streaming that were pre-installed on the Xbox
One, and it would also retrieve signal that came out of your cable box TV. Xbox
One positions itself as a multimedia console game because of the supports from the
latter and also from the sophisticated, up-to-date, and state of the art developments
of video game developers. The main problem that Microsoft faces is that the
console specification itself is noticeably lower than its nemesis competitor, Sony
PlayStation 4. This problem made consumers preferably choose PlayStation
because of the higher specs, plus there is an issue that players have reported about
the hardware malfunction at the launching day has made consumers more unlikely
to purchase Xbox One.

This study is to investigate those problems and would like to determine
whether consumers’ Purchase Intention to Microsoft Xbox One console video game
are affected by Country Of Origin, Perceived Usefulness, Perceived Ease of Use,
Product image, and Perceived Value. Theoretical model in this study is presented
with 5 hypothesis, tested using Structural Equational Model. The study samples
consist of 125 respondents, men and women, residing in Jabodetabek area, currently
active at playing video games, following United States technology products news,
age spanning from 17 — 40 years, following the news about video games at least a
year, does not have an Xbox One Console, following at least 3 months about Xbox
One news, and having knowledge on Xbox One features. A questionnaire was
designed to collect information from the study respondents.

The study shows that the data this study supported all of the hypotheses and
matched with the proposed research model. The study also concluded that Country
of Origin, Perceived Usefulness, and Perceived Ease of Use affects positively
towards Purchase Intention through Product Image and Purchase Intention.

Keywords : Country of Origin, Product Image, Perceived Value, Purhcase Intention,
Perceived Usefulness, Perceived Ease of Use, video game, Microsoft, video game
industry, console video game, Xbox, Xbox One
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