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ANALISIS FAKTOR-FAKTOR YANG MEMPENGARUHI PURCHASE
INTENTION PRODUK SMARTPHONE VIVO DI WILAYAH
JABODETABEK

Marcellino

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh dari Social Influence, Product
Price, Brand Image, Product Features, Perceived Usefulness, Perceived Ease of
Use, Product Support Services terhadap Purchase Intention produk smartphone
Vivo. Vivo merupakan merek smartphone yang berasal dari Tiongkok dan didirikan
pada tahun 2009. Penelitian ini menggunakan pendekatan kuantitatif dengan
melakukan survei secara daring terhadap 174 responden yang mengetahui produk
smartphone Vivo dan berdomisili dominan di wilayah Jabodetabek. Teknik
pengambilan sampel yang digunakan adalah judgemental sampling dan analisis
data dilakukan dengan menggunakan perangkat lunak SPSS versi 27. Hasil
penelitian menunjukkan bahwa Product Price, Brand Image, Product Features, dan
Perceived Usefulness memiliki pengaruh positif terhadap Purchase Intention. Di
sisi lainnya, Social Influence, Perceived Ease of Use, dan Product Support Services
tidak memiliki pengaruh terhadap Purchase Intention produk smartphone Vivo.

Kata kunci: Social Influence, Product Price, Brand Image, Product Features,
Perceived Usefulness, Perceived Ease of Use, Product Support Services, Purchase
Intention
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ANALYSIS OF FACTORS THAT AFFECT THE PURCHASE INTENTION
OF VIVO SMARTPHONE PRODUCTS IN THE JABODETABEK REGION

Marcellino

ABSTRACT

This research aims to analyse the influence of Social Influence, Product Price,
Brand Image, Product Features, Perceived Usefulness, Perceived Ease of Use,
Product Support Services on the Purchase Intention of Vivo smartphone products.
Vivo is a smartphone brand from China and was founded in 2009. This research
uses a quantitative approach by conducting an online survey of 174 respondents
who know Vivo smartphone products and domiciled dominantly in the Jabodetabek
region. The sampling technique used is judgemental sampling and data analysis is
done using SPSS software version 27. Research results show that Product Price,
Brand Image, Product Features, and Perceived Usefulness have a positive
influence on Purchase Intention. On the other hand, Social Influence, Perceived
Ease of Use, and Product Support Services have no influence on the Purchase
Intention of Vivo smartphone products.

Keywords: Social Influence, Product Price, Brand Image, Product Features,
Perceived Usefulness, Perceived Ease of Use, Product Support Services,
Purchase Intention
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