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Pengaruh Fungsi Perilaku Social-adjustive, Value-expressive, 

Hedonic, dan Utilitarian Terhadap Luxury Brand Purchase Intention 

Louis Vuitton di Surabaya : Komparasi Usia Remaja dan Usia Dewasa 

 

ABSTRAK 

 

 Penelitian ini bertujuan untuk menguji pengaruh fungsi perilaku 

Social-adjustive, Value-expressive, Hedonic, dan Utilitarian terhadap 

Luxury brand Purchase Intention Louis Vuitton di Surabaya, dengan 

perbandingan kelompok usia konsumen. Kelompok usia dibagi menjadi dua 

yaitu usia muda (16-25 tahun) sebanyak 75 responden dan usia dewasa (26-

39 tahun) sebanyak 75 responden dengan jumlah 150 responden. Teknik 

analisis data yang digunakan adalah analisis Regresi Berganda 

menggunakan SPSS. 

 Hasil penelitian ini menunjukkan bahwa : (1) Social-adjustive 

berpengaruh secara positif dan signifikan terhadap Purchase Intention; (2) 

Value-expressive berpengaruh secara positif dan signifikan terhadap 

Purchase Intention; (3) Hedonic berpengaruh secara positif dan signifikan 

terhadap Purchase Intention; (4) Utilitarian tidak berpengaruh terhadap 

Purchase Intention; (5) Hubungan Social-adjustive dan Purchase Intention 

berpengaruh kuat pada usia remaja dibandingkan usia dewasa; (6) 

Hubungan Value-expressive dan Purchase Intention berpengaruh kuat pada 

usia dewasa dibandingkan usia remaj;a (7a) tidak terdapat perbedaan antara 

kelompok usia remaja dan dewasa pada perilaku Social-adjustive; (7b) tidak 

terdapat perbedaan antara kelompok usia remaja dan dewasa pada perilaku 

Value-expressive; (7c) Terdapat perbedaan antara kelompok usia remaja 

dan dewasa pada perilaku Purchase Intention merek mewah Louis Vuitton. 

 

Kata Kunci: Social-adjustive, Value-expressive, Hedonic, Utilitarian, dan 

Luxury Brand Purchase Intention 
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The Impact of Attitude Functions : Social-adjustive, Value-expressive, 

Hedonic, and Utilitarian on Luxury brand Purchase Intention Louis 

Vuitton in Surabaya : Comparison of Adolescent and adulthood 

 

 

ABSTRACT 

 

 The purpose of this research is to analyze the effect of Social-

adjustive, Value-expressive, Hedonic, and Utilitarian on Luxury brand 

Purchase Intention Louis Vuitton in Surabaya, by compare of consumer age 

groups. Age groups is divided into two groups namely adolescent (16-25 

years) as many as 75 respondents and adulthood (26-39 years) as many as 

75 respondents with a total of 150 respondents. The data analysis technique 

are used multiple regression analysis by using SPSS. 

The result of this research shows that: (1) Social-adjustive has a 

significant positive impact on Purchase Intention; (2) Value-expressive has 

a significant positive impact on Purchase Intention; (3) Hedonic has a 

significant positive impact on Purchase Intention; (4) Utilitarian has a no 

impact on Purchase Intention; (5) The relation between Social-adjustive 

and Purchase Intention is stronger for adolescent than for adulthood; (6) 

The relation between Value-expressive and Purchase Intention is stronger 

for adulthood than for adolescent; (7a) There is no difference between 

adolescent and adulthood in Social-adjustive of attitude; (7b) There is no 

difference between adolescent and adulthood in Value-expressive of 

attitude; (7c) There is a difference between adolescent and adulthood in 

Purchase Intention of attitude Luxury brand Louis Vuitton. 

 

Keywords: Social-adjustive, Value-expressive, Hedonic, Utilitarian, and 

Luxury Brand Purchase Intention 

 

 


