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ABSTRAK 
 

Sekar Ilmi Wakhidah Supardi (1904996) “Pengaruh Consumer Innovativeness  

Terhadap Repurchase Intention Smartphone realme Dengan Perceived Value  

Sebagai Variabel Intervening (Survei Terhadap Anggota Milenial realme 

Community Indonesia di Instagram)” dibawah bimbingan Dr. Lili Adi 

Wibowo,S.Pd.,S.Sos,MM dan Dr. Dita Amanah,MBA. 

 

Penelitian ini bertujuan untuk memperoleh gambaran consumer innovativeness 

terhadap repurchase intention melalui perceived value pada pengguna smartphone 

realme. Pendekatan yang digunakan dalam penelitian ini menggunakan metode 

kuantitatif dengan mengumpulkan data dari 264 responden pengikuti Instagram 

realme Community Indonesia yang dipilih secara acak dari total populasi 77800. 

Teknik sampling yang digunakan adalah simple random sampling melalui distribusi 

kuisioner. Analisis data secara desktiptif dan verifikatif melalui Structural Equation 

Model (SEM) menggunakan software AMOS. Hasil penelitian menunjukkan 

bahwa consumer innovativeness berpengaruh positif dan signifikan terhadap 

repurchase intention melalui perceived value, tetapi consumer innovativeness tidak 

berpengaruh langsung terhadap repurchase intention. Kesimpulan ini menunjukkan 

bahwa penerapan strategi realme consumer innovativeness dapat meningkatkan 

repurchase intention melalui peran perceived value sebagai mediasi pada generasi 

milenial pengguna smartphone realme. 

 

Kata Kunci: consumer innovativeness, perceived value, repurchase intention 
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ABSTRACT 
 

Sekar Ilmi Wakhidah Supardi (1904996) “The Influence of Consumer 

Innovativeness on Repurchase Intention of realme Smartphones with Perceived 

Value as Intervening Variable (Survey of realme Community Indonesia Milenial 

Members on Instagram)” under the guidance of Dr. Lili Adi Wibowo, 

S.Pd.,S.Sos,MM and Dr. Dita Amanah,MBA. 

 

This study aims to obtain an overview of consumer innovativeness on repurchase 

intention through perceived value in realme smartphone user. The approach used 

in this research is quantitative method by collecting data from 264 respondents of 

realme Community Indonesia on Instagram followers who was randomly selected 

from a total population of 77800 followers. The sampling technique used is simple 

random sampling through questionnaire distribution. Data analysis was carried 

out by applying descriptive and verificative through Structural Equation Model 

(SEM) AMOS software. The results showed that consumer innovativeness has a 

significant positive effect on repurchase intention through perceived value, but 

consumer innovativeness has no indirect effect on repurchase intention. This 

conclusion shows that the implementation of consumer innovativeness strategy can 

increase repurchase intention through the role of perceived value as mediation in 

the millenial generation of realme smartphone users. 

 

Keyword: consumer innovativeness, perceived value, repurchase intention 
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