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PENGARUH PRODUCT FEATURES, BRAND IMAGE
PRODUCT PRICE, DAN SOCIAL INFLUENCES TERHADAP
PURCHASE INTENTION PARFUM LOKAL HMNS (Humans)

PADA GENERASI Z
Olivia Wijaya
ABSTRAK

Perkembangan internet yang semakin pesat telah mengubah pola konsumsi dan
perilaku belanja masyarakat, termasuk Generasi Z yang sangat aktif dalam
memanfaatkan media sosial dan platform digital sebagai sumber informasi utama.
Kehadiran e-commerce, konten review, influencer, serta viral marketing membuat
proses pembelian semakin mudah dan cepat, termasuk pada produk parfum.
Fenomena ini mendorong banyak brand parfum lokal, salah satunya HMNS,
memperoleh popularitas melalui strategi pemasaran digital. Namun, peningkatan
tren ini tidak selalu diikuti oleh kepuasan konsumen, mengingat banyaknya kasus
pembelian impulsif akibat pengaruh sosial. Kondisi tersebut menimbulkan
ketidaksesuaian antara ekspektasi dan pengalaman penggunaan, sehingga penting
untuk mengevaluasi faktor-faktor yang mempengaruhi Purchase Intention,
khususnya Brand Image, Product Price, Social Influence, dan Product Features.
Penelitian ini menggunakan metode kuantitatif dengan pendekatan survei terhadap
Generasi Z yang mengetahui dan pernah membeli parfum lokal. Analisis data
dilakukan menggunakan SPSS 27 melalui uji validitas, reliabilitas, asumsi klasik,
regresi linier berganda, serta uji t dan uji F untuk melihat pengaruh
masing-masing variabel terhadap Purchase Intention. Hasil penelitian
menunjukkan bahwa Product Features tidak memiliki pengaruh terhadap
Purchase Intention, sedangkan Brand Image, Product Price, dan Social Influences
memiliki pengaruh terhadap Purchase Intention. Secara keseluruhan, Purchase
Intention terhadap parfum HMNS terutama dibentuk oleh citra merek, persepsi
harga, dan pengaruh sosial, sementara fitur produk tidak menjadi faktor penentu
dalam keputusan pembelian Generasi Z.

Kata kunci: Product Features, Brand Image, Product Price, Social Influences,
Purchase Intention
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THE INFLUENCE OF PRODUCT FEATURES, BRAND IMAGE,
PRODUCT PRICE, AND SOCIAL INFLUENCES ON
PURCHASE INTENTION OF LOCAL PERFUME HMNS
(Humans) AMONG GENERATION Z

Olivia Wijaya
ABSTRACT

The rapid development of the internet has transformed consumption patterns and
shopping behavior, including among Generation Z, who actively use social media
and digital platforms as their primary sources of information. The presence of
e-commerce, product reviews, influencers, and viral marketing has made the
purchasing process increasingly easy and fast, including for fragrance products.
This phenomenon has driven many local perfume brands, including HMNS, to
gain popularity through digital marketing strategies. However, this rising trend is
not always followed by consumer satisfaction, given the frequent occurrence of
impulsive purchases influenced by social factors. Such conditions create
discrepancies between expectations and actual product experience, making it
important to evaluate the factors that influence Purchase Intention, particularly
Brand Image, Product Price, Social Influence, and Product Features. This study
employs a quantitative method with a survey approach targeting Generation Z
individuals who are aware of and have previously purchased local perfumes. Data
analysis was conducted using SPSS 27 through validity tests, reliability tests,
classical assumption tests, multiple linear regression, and both t-tests and F-tests
to assess the influence of each variable on Purchase Intention. The results show
that Product Features do not have an influence on Purchase Intention, while
Brand Image, Product Price, and Social Influences do have an effect. Overall,
Purchase Intention toward HMNS perfumes is primarily shaped by brand image,
price perception, and social influence, whereas product features are not a
determining factor in Generation Z's purchasing decisions.

Keywords: Product Features, Brand Image, Product Price, Social Influences,
Purchase Intention
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