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PENGARUH DIMENSI PERCEIVED VALUE TERHADAP CUSTOMER 

SATISFACTION SMARTWATCH GARMIN 

Steffania Alodia 

ABSTRAK 

Kemajuan teknologi yang pesat telah membawa kemudahan dan kesederhanaan dalam 

kehidupan manusia. Salah satu contoh dari perkembangan teknologi adalah munculnya 

wearable technology seperti smartwatch. Penelitian ini bertujuan untuk mengevaluasi 

dampak dimensi perceived value terhadap kepuasan pelanggan terhadap smartwatch 

Garmin. Sebanyak 50 responden menjadi subjek penelitian, dipilih menggunakan 

metode non-probability sampling dengan metode purposive sampling. Hasil penelitian 

menunjukkan bahwa nilai emosional memiliki pengaruh signifikan terhadap kepuasan 

pelanggan. Namun, nilai kinerja, nilai harga, dan nilai sosial tidak memiliki pengaruh 

yang signifikan terhadap kepuasan pelanggan. Implikasi dari penelitian ini 

memberikan kontribusi bagi perusahaan untuk merancang strategi yang bertujuan 

untuk meningkatkan kepuasan pelanggan. 

Kata kunci: performance value, emotional value, price value, social value, customer 

satisfaction 
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THE INFLUENCE of PERCEIVED VALUE DIMENSIONS on CUSTOMER 

SATISFACTION of GARMIN SMARTWATCHES 

Steffania Alodia 

ABSTRACT 

Rapid technological progress has brought convenience and simplicity to human life. 

One example of technological development is the emergence of wearable technology 

such as smartwatches. This research aims to evaluate the impact of the perceived value 

dimension on customer satisfaction with Garmin smartwatches. A total of 50 

respondents were research subjects, selected using a non-probability sampling method 

with a purposive sampling method. The research results show that emotional value has 

a significant influence on customer satisfaction. However, performance value, price 

value, and social value do not have a significant influence on customer satisfaction. 

The implications of this research contribute to companies designing strategies aimed 

at increasing customer satisfaction. 

 

Keywords: performance value, emotional value, price value, social value, customer 

satisfaction 

 

 

 

 

 

 

 


