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ABSTRAK 

 

Eliyana Putri Amanda. 20210510283. “Pengaruh Inovasi Produk, Brand 

Equity Dan Gaya Hidup Terhadap Keputusan Pembelian Produk Smartphone 

Xiaomi (Survey Pada Masyarakat Kabupaten Kuningan)”. Program studi 

Manajemen. Fakultas Ekonomi dan Bisnis. Universitas Kuningan. 2025 

Pembimbing: Prof Dr. H. Dikdik Harjadi, S.E., M.Si. dan Winda Oktaviani, 

S.E., M.M. 

 

Tujuan penelitian ini untuk mengetahui pengaruh inovasi produk, brand equity dan 

gaya hidup terhadap keputusan pembelian produk Smartphone Xiaomi. Jenis 

penelitian ini adalah penelitian kuantitatif. Populasi dalam penelitian ini adalah 

masyarakat di Kabupaten Kuningan dengan metode pengambilan sampel hair 

sehingga didapatkan sampel sebanyak 160 responden. Teknik sampel 

menggunakan non probability sampling. Teknik pengumpulan data menggunakan 

teknik angket. Skala angket yang digunakan berupa skala interval 1-10. Analisis 

data menggunakan analisis regresi linear berganda dengan bantuan aplikasi SPSS 

25. Hasil penelitian ini menunjukkan bahwa: (1) ketepatan inovasi produk, brand 

equity dan gaya hidup secara simultan mempunyai pengaruh yang signifikan 

terhadap keputusan pembelian. (2) inovasi produk berpengaruh positif dan 

signifikan terhadap keputusan pembelian. (3) brand equity berpengaruh positif dan 

signifikan terhadap keputusan pembelian. (4) gaya hidup berpengaruh positif dan 

signifikan terhadap keputusan pembelian 

 

Kata Kunci: Inovasi Produk, Brand Equity, Gaya Hidup, Keputusan 

Pembelian 
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ABSTRACT 

 

Eliyana Putri Amanda. 20210510283.  “The Effect of Product Innovation, 

Brand Equity, and Lifestyle on Purchase Decisions of Xiaomi Smartphones (A 

Survey of the People in Kuningan Regency)”. Management Study Program. 

Faculty of Economics and Business. Kuningan University. 2025 

Supervisors: Prof. Dr. H. Dikdik Harjadi, S.E., M.Si. and Winda Oktaviani, 

S.E., M.M. 

 

The aim of this study was to determine the effect of product innovation, brand 

equity, and lifestyle on purchase decisions for Xiaomi smarthphone product. This 

research was quantitative research. The population in this study was the people of 

Kuningan Regency, and the Hair method was applied to obtain a sample of 160 

respondents. The sampling technique used was non-probability sampling. The data 

collection technique used a questionnaire with an interval scale of 1–10. Data 

analysis used multiple linear regression analysis assisted by the SPSS 25 

application. The results of this study indicate that: (1) product innovation, brand 

equity, and lifestyle simultaneously had a significant effect on purchase decisions. 

(2) product innovation had a positive and significant effect on purchase decisions. 

(3) brand equity had a positive and significant effect on purchase decisions. (4) 

lifestyle had a positive and significant effect on purchase decisions. 

 

Keywords: Product Innovation, Brand Equity, Lifestyle, Purchase Decision 
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