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ABSTRAK

Putri Anggyelia Sari, 21042010119, Pengaruh Perceived value, Variety
Seeking, Dan Promotion Terhadap Brand switching Pada Produk Fashion di
E-Commerce (Studi Pada Pelanggan Shopee Di Surabaya)

Penelitian ini dilakukan untuk mengetahui pengaruh Perceived value, Variety
Seeking, dan Promotion terhadap Brand switching pada Produk Fashion di E-
Commerce pada pelanggan shopee di wilayah Surabaya. Jenis penelitian ini adalah
penelitian asosiatif dengan menggunakan pendekatan kuantitatif. Populasi dalam
penelitian ini adalah masyarakat Surabaya yang pernah melakukan pembelian
online produk fashion dan memiliki pengalaman melakukan brand switching
(perpindahan merek) dari satu merek produk fashion dan ke merek fashion lainnya
yang dijual di e-commerce. Teknik pengumpulan data menggunakan kuesioner
dengan jumlah sampel 100 responden. Teknik analisis data menggunakan analisis
regresi linier berganda dengan menggunakan software Statistical Program for
Social Science (SPSS). Hasil dari penelitian ini menyatakan bahwa variabel
Perceived value (X1), Variety Seeking (X2), dan Promotion (X3) secara simultan
berpengaruh signifikan terhadap Brand switching (Y). Kemudian variabel
perceived value dan variety seeking secara parsial berpengaruh positif dan
signifikan terhadap variabel brand switching, sedangkan untuk promotion secara
parsial berpengaruh negative dan signifikan terhadap variabel brand switching.

Kata kunci: perceived value, variety seeking, promotion, brand switching
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ABSTRACK

Putri Anggyelia Sari, 21042010119, The Effect of Perceived value, Variety
Seeking, and Promotion on Brand switching in Fashion Products in E-
Commerce (Study on Shopee Customers in Surabaya)

This study was conducted to determine the effect of Perceived value, Variety
Seeking, and Promotion on Brand switching on Fashion Products in E-Commerce
for shopee customers in the Surabaya area. This type of research is associative
research using a quantitative approach. The population in this study are Surabaya
people who have made online purchases of fashion products and have experience
doing brand switching from one brand of fashion products and to another fashion
brand sold in e-commerce. The data collection technique used a questionnaire with
a sample size of 100 respondents. The data analysis technique uses multiple linear
regression analysis using Statistical Program for Social Science (SPSS) software.
The results of this study state that the variables Perceived value (X1), Variety
Seeking (X2), and Promotion (X3) simultaneously have a significant effect on
Brand switching (Y). Then the variables of perceived value and variety seeking
partially have a positive and significant effect on brand switching variables, while
for promotion partially has a negative and significant effect on brand switching
variables.

Key words: perceived value, variety seeking, promotion, brand switching
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