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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh customer perceived value,
social influence dan lifestyle terhadap purchase intention Smartwatch Apple di
Kabupaten Kebumen. Populasi pada penelitian ini adalah pengguna smartphone
iPhone yang memiliki niat beli Smartwatch Apple di Kabupaten Kebumen. Teknik
pengambilan sampel dalam penelitian ini adalah metode non-probability sampling
sebanyak 100 orang dengan teknik purpose sampling. Teknik pengumpulan data
dengan cara menyebar kuesioner melalui google form. Teknik analisis data yang
digunakan dalam penelitian ini yaitu analisis deskriptif dan kuantitatif dengan
bantuan program SPSS 22 for windows. Variabel yang digunakan dalam penelitian
ini adalah customer perceived value (X1), social influence (X2), lifestyle (X3),
dan purchase intention (Y). Hasil penelitian ini menunjukan bahwa semua
variabel dinyatakan valid dan reliabel, tidak terdapat multikolonieritas, tidak
terjadi heteroskedasitias, dan memenuhi syarat asumsi normalitas. Variabel
customer perceived value (X1) secara parsial, memiliki pengaruh terhadap
purchase intention Smartwatch Apple di Kabupaten Kebumen. Variabel social
influence (X2) secara parsial, memiliki pengaruh terhadap purchase intention
Smartwatch Apple di Kabupaten Kebumen. Variabel /ifestyle (X3) secara parsial,
memiliki pengaruh tehadap purchase intention Smartwatch Apple di Kabupaten
Kebumen. Variabel customer perceived value, social influence dan lifestyle secara
simultan berpengaruh terhadap purchase intention Smartwatch Apple di
Kabupaten Kebumen. Hasil koefisien determinasi dalam penelitian ini sebesar
0,637 artinya bahwa variabel purchase intention yang dijelaskan oleh variabel
customer perceived value, social influence dan lifestyle sebesar 63,7%.

Kata Kunci: Customer Perceived Value, Social Influence, Lifestyle dan Purchase
Intention.
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ABSTRACTIONS

This research aims to determine the influence of customer perceived value, social
influence, and lifestyle on the purchase intention of Apple Smartwatches in
Kebumen Regency. The population in this study were iPhone smartphone users
who had the intention to buy an Apple Smartwatch in Kebumen Regency. The
sampling technique in this research was a non-probability sampling method of
100 people with a purpose sampling technique. The data collection techniques by
distributing questionnaires using google form. The data analysis technique used
in this research is descriptive and quantitative analysis with the help of the SPSS
22 for windows programme. The variables used in this research are customer
perceived value (X1), social influence (X2), lifestyle (X3), and purchase intention
(Y). The results of this research show that all variables are declared valid and
reliable, there is no multicollinearity, no heteroscedasicity, and they meet the
requirements of normality assumptions. The variable customer perceived value
(X1) partially has an influence on purchase intention for Apple Smartwatch in
Kebumen Regency. The variable social influence (X2) partially has an influence
on purchase intention for Apple Smartwatch in Kebumen Regency. The variable
lifestyle (X3) partially has an influence on purchase intention for Apple
Smartwatch in Kebumen Regency. The variables of customer perceived value,
social influence and lifestyle simultaneously influence the purchase intention for
Apple Smartwatch in Kebumen Regency. The coefficient of determination result in
this research is 0.637, meaning that the purchase intention variable explained by
the customer perceived value, social influence and lifestyle variables is 63.7%.

Keywords: Customer Perceived Value, Social Influence, Lifestyle, and Purchase
Intention.
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