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ABSTRAKSI  

 

Behavior intention merupakan hal yang sangat penting dalam mengetahui 

niat perilaku konsumen yang secara sadar dalam melakukan pembelian 

suatu barang khususnya produk smartphone merk iphone. ada beberapa 

penelitian yang telah menyebutkan fakor-faktor yang mempengaruhi niat 

membeli seseorang, yaitu : Brand image, hedonic value dan utilitarian 

value, attitude. Tujuan dari penelitian ini adalah untuk menguji pengaruh 

hedonic value dan utilitarian value, attitude terhadap Behavior Intention. 

Teknik pengambilan sampel dalam penelitian ini menggunakan purposive 

sampling sampel yang digunakan sebanyak 180 responden. Alat analisis 

yang digunakan pada penelitian ini yaitu SEM PLS. Hasil penelitian ini 

Hedonic value berpengaruh terhadap attitude, utilitarian value 

berpengaruh terhadap attitude, terdapat pengaruh signifikan hedonic value 

dan utilitarian value terhadap behavior intention. Attitude mampu 

memediasi pengaruh Hedonic value utilitarian value terhadap Behavior 

intention.  

Kata Kunci : Brand image Hedonic value, Utilitarian value, attitude, 

Behavior  intention 
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ABSTRAKSI 

 

Behavior intention is very important in knowing the behavioral intentions 

of consumers who are conscious in purchasing an item, especially iphone 

brand smartphone products. as for some studies that have mentioned the 

factors that influence a person's purchase intention, namely: Brand image, 

hedonic value and utilitarian value, attitude. The purpose of this study was 

to examine the effect of hedonic value and utilitarian value, attitude 

towards Purchase Intention. The sampling technique in this study used 

purposive sampling, the sample used was 180 respondents. The analytical 

tool used in this research is SEM PLS. The results of this study Hedonic 

value affects attitude, utilitarian value affects attitude, there is a 

significant effect of hedonic value and utilitarian value on purchase 

intention. Attitude is able to mediate the influence of hedonic value 

utilitarian value on purchase intention.  

Keywords: Hedonic value, Utilitarian value, attitude, Purchase intention 
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