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ANALISIS KEPUTUSAN PEMBELIAN DAN PERSEPSI NILAI
SEBAGAI VARIABEL MEDIASI PENGGUNA IPHONE PADA
MAHASISWA DI KOTA SURABAYA
CONSTATINA DHACA
23061020002

ABSTRAK

Persaingan industri smartphone di Indonesia semakin ketat, sementara
pangsa pasar iPhone relatif lebih rendah dibandingkan merek lain meskipun
mendominasi penjualan global. Tujuan Penelitian ini adalah menganalisis
pengaruh Fear of Missing Out (FoMO), Gaya Hidup Hedonis terhadap
Keputusan Pembelian, dengan peran Persepsi Nilai sebagai mediasi
pengguna iPhone pada mahasiswa di Kota Surabaya.

Metode penelitian ini menggunakan pendekatan kuantitatif dengan
Teknik analisis Structural Equation Modeling (SEM) - Partial Least Squares
(PLS). Sampel penelitian ini adalah Mahasiswa Perguruan Tinggi Negeri di
Kota Surabaya dengan jumlah sampel 165 orang. Teknik pengambilan
sampel yang digunakan adalah convenience sampling. Data dikumpulkan
melalui kuesioner berskala likert.

Hasil penelitian menunjukkan bahwa Fear of Missing Out (FoMO)
(X1) berpengaruh positif dan signifikan terhadap Keputusan pembelian (Y)
baik secara langsung dan tidak langsung melalui Persepsi Nilai (Z). Gaya
Hidup Hedonis (X2) berpengaruh positif dan signifikan terhadap Keputusan
pembelian (Y) baik secara langsung dan tidak langsung melalui Persepsi
Nilai (Z). Persepsi Nilai (Z) berperan sebagai sebagai variabel mediasi yang
memperkuat Pengaruh Fear of Missing Out (FOMO) (X1) dan Gaya Hidup
Hedonis (X2) terhadap Keputusan Pembelian (Y).

Kata Kunci: Fear of Missing Out (FoMO), Gaya Hidup Hedonis, Persepsi
Nilai, Keputusan pembelian.
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ANALYSIS OF PURCHASE DECISIONS AND VALUE PRECEPTION
AS MEDIATING VARIABLES OF IPHONE USERS AMONG
STUDENTS IN SURABAYA CITY

CONSTATINA DHACA
23061020002

ABSTRACT

Competition in the Indonesian smartphone industry is intensifying,
while the iPhone's market share is relatively low compared to other brands
despite dominating global sales. The purpose of this study is to analyze the
influence of Fear of Missing Out (FoMO) and a Hedonic Lifestyle on
Purchasing Decisions, with the role of Perceived Value as a mediator
among iPhone users among university students in Surabaya.

This research method uses a quantitative approach with Structural
Equation Modeling (SEM) and Partial Least Squares (PLS) analysis
techniques. The sample of this study was 165 students from state
universities in Surabaya. The sampling technique used was convenience
sampling. Data were collected using a Likert-scale questionnaire.

The results show that Fear of Missing Out (FoMQO) (X1) has a
positive and significant effect on Purchasing Decisions (Y) both directly and
indirectly through Perceived Value (Z). Hedonic Lifestyle (X2) has a positive
and significant effect on Purchasing Decisions (Y) both directly and
indirectly through Perceived Value (Z). Perceived Value (Z) acts as a
mediating variable that strengthens the influence of Fear of Missing Out
(FoMO) (X1) and Hedonic Lifestyle (X2) on Purchasing Decisions (Y).

Keywords: Fear of Missing Out (FoMO), Hedonic Lifestyle, Value
Perception, Purchasing Decision.
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