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ABSTRAKSI 

 

Skripsi yang berjudul “ Analisis Pengaruh Perceived Value, Perceived 

Risk dan Product Value terhadap Minat Beli Pada Produk iPhone di Surabaya”. 

Ini merupakan hasil penelitian kualitatif dengan variabel bebas yang diteliti adalah 

Perceived value, perceived risk dan product value, sedangkan variabel terikatnya 

adalah Minat Beli pada produk iPhone di Surabaya. Pengambilan sampel 

dilakukan dengan metode non probability sampling menggunakan Purposive 

Sampling dimana pengambilan sampel ditentukan berdasarkan pertimbangan 

tertentu. Dengan Sampel penelitian adalah sebanyak 100 responden. Untuk teknik 

analisis menggunakan analisis regresi linier berganda. 

Alat uji yang digunakan untuk menguji instrumen penelitian ini berupa uji 

validitas dan uji reliabilitas. Berdasarkan hasil dari penelitian dan pembahasan 

terhadap data yang ada, pengaruh Perceived Value, Perceived Risk dan Product 

Value berpengaruh secara signifikan terhadap Minat Beli pada produk iPhone di 

Surabaya. Sedangkan dari hasil uji dominan diantara Perceived value, Perceived 

Risk dan Product Value yang paling dominan berpengaruh terhadap Minat beli 

adalah Variabel Perceived Risk. Dari uji koefisien determinasi (R
2
) diperoleh hasil 

sebesar 0,621 yang artinya 62,1% Minat Beli dipengaruhi oleh Perceived Value, 

Perceived Risk dan Product Value sedangkan sisanya sebesar 25,3% dipengaruhi 

oleh variabel lain yang tidak diteliti dalam penelitian ini. 

Kata Kunci: Perceived Value, Perceived Risk, Product Value, Minat Beli 

 

 

 

 

 



 
 

ABSTRACTION 

Thesis entitled "Perceived Value Influence Analysis, Perceived Risk and 

Product Value to Buy Interest  iPhone Products in Surabaya". This is the result of 

qualitative research with independent variables studied are Perceived Value, 

perceived risk and product value, while the dependent variable is Buy Interest in 

iPhone product in Surabaya. Sampling is done by non probability sampling 

method using Purposive Sampling where sampling is determined based on certain 

considerations. With sample of research is counted 100 reponden. For analysis 

technique use multiple linear regression analysis. 

The test instrument used to test the instrument of this research in the form 

of validity and reliability test. Based on the results of research and discussion of 

existing data, the influence of Perceived Value, Perceived Risk and Product Value 

significantly influence Buy Interest in iPhone products in Surabaya. While the 

results of the dominant test between Perceived value, Perceived Risk and Product 

Value is the most dominant influence on buying interest is variable Perceived 

Risk. From the determination coefficient test (R2) obtained results of 0.621 which 

means 62.1% Buy Interest is influenced by Perceived Value, Perceived Risk and 

Product Value while the rest of 25.3% influenced by other variables not examined 

in this study. 

Keywords: Perceived Value, Perceived Risk, Product Value, Buy Interest 
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