Analysis of Factors Influencing Consumer Purchase Intention for VIVO Smartphone
Muhammad Andhika Awaluddin, Widya Paramita, SE., M.Sc., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENTS
Page
O Y 1 PSP i
HALAMAN PENGESAHAN. ...ttt ettt ii
PERNYATAAN BEBAS PLAGIASI ..ottt iii
FOREWORD ..ottt ettt ettt et s sba et e sre e be e iv
ACKNOWLEDGEMENT .....ooiitie ettt v
TABLE OF CONTENTS ...ttt sttt Vi
LIST OF TABLES ...ttt sttt viii
LIST OF FIGURES ...ttt sttt iX
APPENDIX LIST oottt sttt X
ABSTRACT ..ottt ettt e e e be e te e ae et e et e s aeesre e reerre s Xi
CHAPTER | INTRODUCTION........ooiiiiicieceece ettt 1
1.1. Research Background ...........cccoevivievieieiiese e 1
1.2. Problem Formulation ..........ccccooiiiiiiicce e 4
1.3. Research QUESHIONS..........covveiiiieiie et 7
1.4, Research ODJECLIVES.........coeiiriiierieriesieses e 7
1.5, RESEAICN SCOPES ....ocvveveerieeiieite ettt te st 8
1.6. Research ContribUtioNS..........ccciiveiieiie e 8
1.7. Writing SYStEMALICS ......eevveivieiiieie e 9
CHAPTER Il LITERATURE REVIEW.......cccoi e 10
2.1. TheoretiCal BasiS.........cccccveiiiiiiieiie e 10
2.1.1. Marketing MiX TNEOIY ......ccoceririiiiiiieieiee e 10
2.1.2. Theory Reasoned Action (TRA) .....ccocevveevieiiievie e, 11
2.1.3. Purchase INtention ...........cccccvvevieiveeiie e 13
2.1.4. ProducCt FEAtUIES.......ccoveiieeieeiie et 14
2.1.5. Brand IMage .......ccccuvivmiiiiiiiene e 15
2.1.6. PerceivVed PriCe.......cccoiiiiiiiiie e 16
2.1.7. Social InflueNnCe.........cccoevveiiiiiec e, 17
2.2. Relevant Previous Research..........cccccccveiiiiic i 18
2.3. Research HYpothesiS........ccoveviieieeie e 20
2.3.1. Influence of Product Features on Purchase Intention....... 20
2.3.2. The Influence of Brand Image on Purchase Intention...... 21

2.3.3. The Influence of Perceived Price on Purchase Intention . 22
2.3.4. The Influence of Social Influence on Purchase Intention 23

2.4.Research Model ... 24
CHAPTER 11l RESEARCH METHODS ..ottt 25
3.1.RESEArCN DESIN ...vecviecvieiiee e 25
3.2.5amMPliNg DESIGN ...ccuveiiiiiieieeie e 25
3.3.0Operational Definition of Research Variables ............c.cccccvenee. 26
3.4.Research INStrUMENTS .......ooovviiiiieece e 29

Vi



Analysis of Factors Influencing Consumer Purchase Intention for VIVO Smartphone
Muhammad Andhika Awaluddin, Widya Paramita, SE., M.Sc., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

3.5.Testing Research INStrumMeNnts ..........cccocceevveieiieeneeie e 29
3.6.Data Analysis Methods .........ccoveeiiiiiiieeee e 30
CHAPTER IV RESEARCH RESULTS AND DISCUSSION.........ccccceeviirnene 32
4.1. Respondent Profiles .........ccoovvieieiiicie e 33
4.2. Descriptive StatisticS OULPULS ..........cooervreriiieieec e 33
4.3. Research Instrument Test OULPULS .........cccveveeieereerieiiie e 35
4.3.1. Validity TeSt OULPULS.......ccovrverieirieieerieeeseee e 35
4.3.2. Reliability Test OUIPULS ........ccceevviiieiieiice e, 36
4.4. Classical Assumption Test OULPULS ..........ccevreeiienenienenienenieee 37
4.4.1. Normality Test Result .........c.ccccovveviiieiiieie e 37
4.4.2. Multicollinearity Test ReSult..........ccccooeviiininciiiennn 38
4.5. Analysis Data OQULPULS .........coveeeieerieiie e ee e 39
4.5.1. Model Fit TeSt OULPULS .......ccevviririiiiieieiee e 39
1. Coefficient of Determination Test Result .................. 39
2. F-TeStRESUIt .....ocvveiieiiceeeee e 39
4.5.2. Research Hypothesis Test OULPULS........c.cccevvevereericrveinne 40
1. H1: Product features positively impact purchase
INEENTION ... 41
2. H2: Brand image positively impact purchase
INEENTION ...t 41
3. H3: The perceived price positively impact purchase
INEENTION ... 41
4. H4: Social influence positively impact purchase
INEENTION ... 41
4.6. DISCUSSION ....eieniiirieiiieiestiesiee ettt sne e snee e 41
4.6.1. Positive significant impact product features on purchase
INEENTION ... 41
4.6.2. Positive significant impact brand image on purchase
INEENTION ..ot 42
4.6.3. Positive significant impact perceived price on purchase
INEENTION ..ot 43
4.6.4. Positive significant impact social influence on purchase
INEENTION ...t 44
BABY  CONCLUSIONS, AND SUGGESTIONS.........cccoceiiriienenie e 46
5.1, CONCIUSIONS. ...ccuiiiiiiiiiiiti i 46
5.2. Managerial ImplicationsS...........ccoooveviiiiiniiiiese e 47
5.3. Research Limitations ..........ccooveieienenenenisencseee e 48
5.4. Future Research SUggestioNS........cccovveiiieieninniene e 48
REFERENGCES. ... ..ot 50
APPENDIX ..ottt bttt bt peane e 59

Vil





