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ABSTRAK 

 

Penelitian ini memiliki judul Pengaruh Atribut “Internet Of Things” Pada 

Purchase Intention: Pengalaman Fungsional Dan Emosional Sebagai Variabel 

Mediasi (Studi Pada: Pengguna Smartwatch), yang memiliki tujuan untuk meneliti 

mengenai pengaruh dari atribut Internet of Things pada pengalaman fungsional 

dan emosional terhadap minat beli smartwatch. 

Penelitian ini menggunakan jenis penelitian causal explanatory.  Populasi 

dalam penelitian ini adalah masyarakat Kota Bandung yang menggunakan 

smartwatch.  Teknik yang digunakan peneliti yaitu dengan non-probability 

sampling. peneliti menggunakan teknik sampling Purposive Sampling.  Dalam 

penelitian ini variabel independen yang terlibat ada 6 yaitu: Connectivity, 

Interactivity, sense of presence, Intelligence, Convenience, Security, variabel 

intervening yang digunakan adalah pengalaman fungsional dan pengalaman 

emosional, dan variabel dependen yang digunakan adalah purchase intention. 

Berdasarkan pengujian statistik, dapat ditemukan bahwa variabel 

independen yaitu Connectivity, Interactivity, sense of presence, Intelligence, 

Convenience, Security, memiliki pengaruh terhadap purchase intention, dengan 

dimediasi oleh pengalaman fungsional dan pengalaman emosional sebagai 

intervening variable.  Namun, hipotesis 2a, hipotesis 2b, Hipotesis 5b, dan 

hipotesis 6b memiliki pengaruh yang tidak signifikan.   

Berdasarkan hasil ini, kepada perusahaan produsen untuk dapat 

mendorong atribut Konektivitas, Sense of presence, Kecerdasan, kenyamanan, 

dan Keamanan sebagai indikatr yang dapat mendorong variabel kegunaan 

emosional, dan dapat mendorong atribut Konektivitas, Interaktivitas, Sense of 

presence, dan Kecerdasan seabgai indikator yang dapat mendorong variabel 

kegunaan fungsional. Sasarannya, variabel kegunaan emosional dan variabel 

kegunaan fungsional dapat mempengaruhi purchase intention di kemudian hari.  
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ABSTRACT 

 

This study has the title Effect Of "Internet Of Things" Attributes In 

Purchase Intention: Functional And Emotional Experience As A Variable Of 

Mediation (Study On: Smartwatch Users), which has the aim to examine the 

influence of the Internet of Things attributes on functional and emotional 

experiences of buying interest. smartwatch. 

This research uses causal explanatory research The population in this 

study is the people of Bandung City who use smartwatches. The technique used by 

researchers is non-probability sampling. The researcher used Purposive 

Sampling technique. In this study there are 6 independent variables involved: 

Connectivity, Interactivity, Sense of Presence, Intelligence, Convenience, Security, 

intervening variables used are functional experience and emotional experience, 

and the dependent variable used is purchase intention. 

Based on statistical tests, it can be found that the independent variables 

namely Connectivity, Interactivity, Sense of Presence, Intelligence, Convenience, 

Security, have an influence on purchase intention, mediated by functional 

experience and emotional experience as intervening variables. However, 

hypothesis 2a, hypothesis 2b, hypothesis 5b, and hypothesis 6b have insignificant 

effects. 

Based on these results, the producer company can encourage the 

attributes of Connectivity, Sense of presence, Intelligence, comfort, and security 

as indicators that can encourage emotional utility variables, and can encourage 

the attributes of Connectivity, Interactivity, Sense of presence, and Intelligence as 

indicators that can drive functional usability variables. The goal, emotional use 

variables and functional use variables can affect future purchase intentions. 
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