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ABSTRAK 

PENGARUH VARIETY SEEKING, DISSATISFACTION, DAN LIFESTYLE 

TERHADAP BRAND SWITCHING SMARTPHONE ANDROID KE IPHONE 

(Studi Pada Mahasiswa UPN "Veteran" Jawa Timur) 

REDYVASTYO ARI NUROGO, ETY DWI SUSANTI 

Persaingan ketat dalam industri smartphone di Indonesia menuntut perusahaan 

untuk terus berinovasi demi mempertahankan loyalitas konsumen dan mencegah 

terjadinya perpindahan merek (brand switching). Fenomena brand switching, 

khususnya dari Android ke iPhone dipengaruhi oleh berbagai faktor psikologis dan 

sosial. Penelitian ini bertujuan untuk menganalisis pengaruh dari Pencarian Variasi 

(Variety Seeking), Ketidakpuasan (Dissatisfaction), dan Gaya Hidup (Lifestyle) 

terhadap brand switching pada mahasiswa UPN "Veteran" Jawa Timur. Penelitian 

ini menggunakan metode kuantitatif dengan jenis penelitian asosiatif kausal. 

Sampel terdiri dari 100 responden mahasiswa UPN "Veteran" Jawa Timur yang 

telah beralih dari Android ke iPhone, yang dipilih melalui teknik purposive 

sampling. Pengumpulan data primer dilakukan menggunakan kuesioner daring dan 

data dianalisis dengan analisis regresi linier berganda menggunakan program SPSS. 

Hasil penelitian menunjukkan bahwa ketiga variabel tersebut berpengaruh 

signifikan terhadap brand switching, baik secara bersama-sama (simultan) maupun 

secara individual (parsial). Hasil koefisien determinasi (Adjusted R Square) ketiga 

faktor ini mampu menjelaskan 40,2% dari keputusan beralih merek. Analisis lebih 

lanjut menunjukkan Variety Seeking menjadi faktor paling dominan dengan 

kontribusi 47,38%, diikuti oleh Dissatisfaction berkontribusi 40,24%, dan Lifestyle 

berkontribusi 12,38%. Berdasarkan hasil tersebut keinginan untuk mencari 

pengalaman baru adalah pendorong utama perpindahan merek, yang diperkuat oleh 

kekecewaan pada produk sebelumnya dan divalidasi oleh kesesuaian dengan gaya 

hidup.  

Kata Kunci: Brand Switching, Variety Seeking, Dissatisfaction, Lifestyle 
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ABSTRACT 

THE INFLUENCE OF VARIETY SEEKING, DISSATISFACTION, AND 

LIFESTYLE ON SMARTPHONE BRAND SWITCHING FROM ANDROID 

TO IPHONE (A STUDY ON STUDENTS OF UPN "VETERAN" JAWA 

TIMUR) 

REDYVASTYO ARI NUROGO, ETY DWI SUSANTI 

The intense competition in the smartphone industry in Indonesia requires 

companies to continuously innovate in order to maintain consumer loyalty and 

prevent brand switching. The phenomenon of brand switching, particularly from 

Android to iPhone, is influenced by various psychological and social factors. This 

study aims to analyze the influence of Variety Seeking, Dissatisfaction, and Lifestyle 

on brand switching among students of UPN "Veteran" Jawa Timur. This research 

employs a quantitative method with a causal associative design. The sample 

consists of 100 UPN "Veteran" Jawa Timur students who have switched from 

Android to iPhone, selected using purposive sampling techniques. Primary data 

were collected through an online questionnaire and analyzed using multiple linear 

regression with SPSS software. The findings reveal that the three variables 

significantly affect brand switching, both collectively (simultaneously) and 

individually (partially). The adjusted coefficient of determination (Adjusted R 

Square) shows that these factors collectively explain 40.2% of the variation in 

brand switching decisions. Further analysis indicates that Variety Seeking is the 

most dominant factor, contributing 47.38%, followed by Dissatisfaction at 40.24%, 

and Lifestyle at 12.38%. Based on these results, the desire to seek new experiences 

emerges as the primary driver of brand switching, strengthened by dissatisfaction 

with previous products and validated by lifestyle compatibility.  

Keywords: Brand Switching, Variety Seeking, Dissatisfaction, Lifestyle 

 


