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ABSTRACT 

 

Dafa Arya Wibowo (2023). The Effect of Susceptibility to Global Consumer 

Culture on Purchase Intention at Starbucks Coffee in Banjarmasin City. Advisor: 

Rusniati  

This study aims to (1) analyze the effect of Conformity to Social Norm, 

Quality Perception, Social Prestige, and Internet Technology Readiness on 

Purchase intention in Starbucks Coffee in Banjarmasin City; (2) to analyze the 

effect of conformity to social norm on consumer purchase intention in Starbucks 

coffee in Banjarmasin City; (3) to analyze the effect of quality perception on 

consumer purchase intention in Starbucks coffee in Banjarmasin City; (4) to 

analyze the effect of social prestige on consumer purchase intention in Starbucks 

coffee in Banjarmasin City; (5) to analyze the effect of internet technology 

readiness on consumer purchase intention in Starbucks coffee in Banjarmasin City. 

This research is explanatory research. The population in this study was 

people in Banjarmasin who were interested in buying Starbucks Coffee products in 

Banjarmasin city with a sample of 100 people. The sampling technique in this study 

is nonprobability sampling. The data analysis technique uses Multiple Linear 

Regression Analysis. 

The results indicated that conformity to social norm, quality perception, 

social prestige, and internet technology readiness simultaneously had a significant 

effect on purchase intention. Conformity to social norm had a partially significant 

effect on purchase intention. Quality perception had a partially significant effect on 

purchase intention. Social prestige had a partially significant effect on purchase 

intention. Internet technology readiness had a partially significant effect on 

purchase intention. 

 

Keywords:  Conformity to Social Norm, Quality Perception, Social Prestige, 

Internet Technology Readiness, Purchase Intention. 
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ABSTRAK 

 

Dafa Arya Wibowo (2023). Pengaruh Susceptibility to Global Consumer Culture 

terhadap Minat Beli pada Starbuks Coffee di Kota Banjarmasin. Pembimbing: 

Rusniati  

Penelitian ini dilakukan untuk (1) menganalisis pengaruh Conformity to 

Social Norm, Quality Perception, Social Prestige, dan Internet Technology 

Readiness terhadap Minat Beli Starbucks Coffee di Kota Banjarmasin; (2) untuk 

menganalisis pengaruh conformity to social norm terhadap minat beli konsumen 

pada Starbucks coffee di Kota Banjarmasin; (3) untuk menganalisis pengaruh 

quality perception berpengaruh signifikan terhadap minat beli konsumen pada 

Starbucks coffee di Kota Banjarmasin; (4) untuk menganalisis pengaruh social 

prestige terhadap minat beli konsumen pada Starbucks coffee di Kota Banjarmasin; 

(5) untuk menganalisis pengaruh internet technology readiness terhadap minat beli 

konsumen pada Starbucks coffee di Kota Banjarmasin. 

Penelitian ini merupakan penelitian explanatory research. Populasi dalam 

penelitian ini adalah masyarakat kota Banjarmasin yang berminat membeli produk 

Starbuck Coffee di kota Banjarmasin dengan sampel sebesar 100 orang. Teknik 

sampling dalam penelitian ini berupa nonprobability sampling Teknik analisis data 

menggunakan Analisis Regresi Linear Berganda. 

Hasil penelitian menunjukkan bahwa Conformity to Social Norm, Quality 

Perception, Social Prestige, dan Internet Technology Readiness berpengaruh 

signifikan secara simultan terhadap minat beli. Conformity to social berpengaruh 

signifikan secara parsial terhadap minat beli. Quality perception berpengaruh 

signifikan secara parsial terhadap minat beli. Social prestige berpengaruh signifikan 

secara parsial terhadap minat beli. Internet technology readiness berpengaruh 

signifikan secara parsial terhadap minat beli. 

 

Kata Kunci:  Conformity to Social Norm, Quality Perception, Social Prestige, 

Internet Technology Readiness, Minat Beli. 
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