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ABSTRAK 

WILDA MAULIDIYAH, 20042010139, PENGARUH KETIDAKPUASAN 

KONSUMEN DAN DAYA TARIK IKLAN PESAING TERHADAP BRAND 

SWITCHING MELALUI VARIETY SEEKING SEBAGAI VARIABEL 

INTERVENING (STUDI PADA PENGGUNA SMARTPHONE REALME DI 

KOTA SURABAYA) 

      Penggunaan smartphone telah berkembang pesat secara global. Namun, 

peningkatan popularitas dan penggunaan smartphone menyebabkan sebagian besar 

konsumen menunjukkan perilaku tidak menentu dalam memilih merek. Oleh 

karena itu, untuk memahami fenomena lebih lanjut, penelitian ini dilakukan guna 

mengkaji perilaku brand switching serta keterkaitannya tehadap beberapa faktor 

seperti ketidakpuasan konsumen, daya tarik iklan pesaing, dan variety seeking. 

Penelitian ini bertujuan untuk (1) menganalisis pengaruh ketidakpuasan konsumen 

dan daya tarik iklan pesaing terhadap variety seeking; (2) menganalisis pengaruh 

ketidakpuasan konsumen, daya tarik iklan pesaing, dan variety seeking terhadap 

brand switching; serta (3) menganalisis  pengaruh ketidakpuasan konsumen dan 

daya tarik iklan pesaing terhadap brand switching melalui variety seeking. 

Pendekatan kuantitatif digunakan dalam penelitian ini. Adapun populasinya yaitu 

pengguna smartphone Realme yang telah beralih ke merek lain di Kota Surabaya. 

Jumlah sampel sebanyak 140 orang yang didapatkan melalui teknik pengambilan 

sampel secara purposive sampling dengan rumus Hair. Pengumpulan data 

dilakukan melalui penyebaran kuesioner. Analisis data dilakukan menggunakan 

metode Partial Least Squares (PLS) dengan bantuan perangkat lunak SmartPLS 

versi 4.1. Hasil penelitian menunjukkan bahwa ketidakpuasan konsumen dan daya 

tarik iklan pesaing secara signifikan mempengaruhi variety seeking. Kemudian, 

ketidakpuasan konsumen, daya tarik iklan pesaing, dan variety seeking secara 

signifikan mempengaruhi brand switching. Begitu pula dengan ketidakpuasan 

konsumen dan daya tarik iklan pesaing melalui variety seeking secara signifikan 

mempengaruhi brand switching. 

 

Kata Kunci: Pemasaran, Ketidakpuasan Konsumen, Daya Tarik Iklan Pesaing, 

Variety Seeking, Brand Switching 
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ABSTRACT 

WILDA MAULIDIYAH, 20042010139, THE INFLUENCE OF CONSUMER 

DISSATISFACTION AND COMPETITOR ADVERTISING 

ATTRACTIVENESS ON BRAND SWITCHING THROUGH VARIETY 

SEEKING AS AN INTERVENING VARIABLE (STUDY ON REALME 

SMARTPHONE USERS IN SURABAYA) 

      The use of smartphones has grown rapidly on a global scale. However, the 

increasing popularity and usage of smartphones have led many consumers to 

exhibit erratic behavior in brand selection. To better understand this phenomenon, 

this study examines brand switching behavior and its relationship with factors such 

as consumer dissatisfaction, competitor advertising attractiveness, and variety 

seeking. This research aims to (1) analyze the influence of consumer dissatisfaction 

and competitor advertising attractiveness on variety seeking; (2) analyze the 

influence of consumer dissatisfaction, competitor advertising attractiveness, and 

variety seeking on brand switching; and (3) analyze the influence of consumer 

dissatisfaction and competitor advertising attractiveness on brand switching 

through variety seeking. A quantitative approach was employed in this study. The 

population consists of Realme smartphone users in Surabaya who have switched to 

other brands. A total of 140 respondents were selected using purposive sampling 

based on the Hair formula. Data were collected through questionnaires. The data 

were analyzed using the Partial Least Squares (PLS) method with the aid of 

SmartPLS version 4.1 software. The results of the study indicate that consumer 

dissatisfaction and competitor advertising attractiveness significantly influence 

variety seeking. Furthermore, consumer dissatisfaction, competitor advertising 

attractiveness, and variety seeking significantly influence brand switching. 

Likewise, consumer dissatisfaction and competitor advertising attractiveness, 

mediated by variety seeking, significantly influence brand switching. 

 

Keywords: Marketing, Consumer Dissatisfaction, Competitor Advertising 

Attractiveness, Variety Seeking, Brand Switching 

 


