
 

THE ANALYSIS PURCHASE DECISION FACTOR IN CREATIVE 

TECHNOLOGY IN THE CASE OF PT.HOLOGRAM INDONESIA 

 

 

By 

Rifqi Jafar Irfan 

11403093 

 

 

BACHELOR’S DEGREE 

in 

 

BUSINESS ADMINISTRATION – INTERNATIONAL BUSINESS AND 

MARKETING CONCENTRATION 

 

 

FACULTY OF BUSINESS AND COMMUNICATION 

 

 

 

 

 

 

  

 

  

      SWISS GERMAN UNIVERSITY 

      The Prominence Tower 

         Jalan Jalur Sutera Barat No. 15, Alam Sutera 

       Tangerang, Banten 15143 - Indonesia 

 

 

July 2018 

Revision after Thesis Defense on July,17 2018 



THE  ANALYSIS PURCHASE DECISION FACTOR  IN THE CASE OF                    Page 2 of 98 

PT.HOLOGRAM INDONESIA.   
  

Rifqi Jafar Irfan 

STATEMENT BY THE AUTHOR 

 

 

 

I hereby declare that this submission is my own work and to the best of my knowledge, 

it contains no material previously published or written by another person, nor material 

which to a substantial extent has been accepted for the award of any other degree or 

diploma at any educational institution, except where due acknowledgement is made in 

the thesis. 

 

 

 

 

 

Rifqi Jafar Irfan 

_____________________________________________ 

Student 

  

 

 

 

 

 

Date 

 

 

Approved by: 

 

 

Fiter Abadi, BA, MBA 

_____________________________________________ 

Thesis Advisor 

  

 

 

 

 

 

 

Date 

 

 

 

 

 

Dr. Nila Krisnawati Hidayat, SE., MM 

_____________________________________________ 

Dean 

  

 

 

 

 

 

 

Date 



THE  ANALYSIS PURCHASE DECISION FACTOR  IN THE CASE OF                    Page 3 of 98 

PT.HOLOGRAM INDONESIA.   
  

Rifqi Jafar Irfan 

 

ABSTRACT 

 

 

 

EXAMPLE OF BACHELOR THESIS TITLE 

WITH LENGTH OF TWO LINES 

By 

 

Rifqi Jafar Irfan 

Fiter Abadi M.B.A. as Advisor 

 

SWISS GERMAN UNIVERSITY 

 

 

As an emerging Creative technology Industry, Hologram Indonesia is considered to be 

the future high-tech company that would be used by every clients, especially the 

millennials who are tech-savvy and would be utilized in a lot of different industries. 

Even though scholars, experts, and previous researches have predicted that digital 

payment method would be the future payment system, the utilization have not been 

much including the advertisement and business , even for company who are the ones 

that improving the performance. To close the gap, this research extended the 

Technology Acceptance Model by adding a bit of Consumer Behavior theory that are 

packed in one variable. The study results suggested that norms, lifestyle, and influence 

from others that are packed as the new one variable has the most impact on the intention 

of Business clients. Theoretical implications and further recommendation are based on 

the findings of this research. 
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