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Abstrak

Consumer behavior is an important factor that manufacturers need to consider in determining
marketing strategies. This study aims to analyze the factors that influence iPhone smartphone
purchasing decisions among college students. This study used a quantitative method with a survey
approach. The research sample consisted of 43 respondents selected by purposive sampling.
Research data were collected using a questionnaire and analyzed using descriptive statistical
analysis and hypothesis testing. The results of the study indicate that the factors that most
influence iPhone smartphone purchasing decisions among college students are cognitive factors,
namely price perception and quality perception. Other factors that also influence are social
factors, personal factors, emotional factors, and behavioral factors. Based on the results of this
study, iPhone manufacturers can implement various strategies to increase sales and market
share, including: Maintaining competitive iPhone prices, Improving iPhone product quality,
Educating consumers about the advantages of iPhones, Conducting further research to determine
other factors that can influence purchasing decisions.
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INTRODUCTION

Consumer attitudes are views or feelings accompanied by a tendency to act toward a
particular object. Consumer attitudes are a crucial factor influencing consumer decisions
(Sumarwan, 2011: 165). Attitude is one of the most important concepts companies use to
understand consumers.

People's lifestyles are evolving day by day, keeping pace with the times, which are
moving toward modernity. Modernity can be used as a benchmark for progress in every sector,
including technology, economics, social issues, and even human thought patterns and behavior
(W.A. Solihin, B. Tewal. R, Wenas, 2020).

In the research, problems of service loyalty were also found, including that companies
should improve the quality of their products and services to maintain customer loyalty
(Widyaratna, Danni, Chandra, 2001). Other research also informs about the problem of customer
loyalty that management should pay attention to and increase the role of promotion and location
selection in marketing planning (Sela, 2013).

Customer loyalty can be high or low because it is influenced by several factors. If seen
from previous research, customer loyalty factors include product quality (Kodu, 2013); trust
(Arista and Astuti, 2018) purchasing decisions (Kodu, 2013). However, in this study, among the
many factors mentioned above, only two factors were chosen by the author to be studied in this
study, namely product quality and purchasing decisions.
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Smartphone use is currently increasing, not only among adults but also among school
students. When consumers decide to purchase a product, many factors can influence their
decision, including the color, quality, or clarity of the camera (Dewi, 2022).

Quality is a product characteristic whose ability has met consumer satisfaction standards
with a totality of good features. If the quality is good, consumers will really trust and like the
product being offered in use. One of the main components in consumer behavior is a purchasing
decision. (Faye Maya Deewi 2022) stated according to Philip Kotler (1996:144) there are several
factors that can influence consumers, including: (1) cultural factors, (2) social factors, (3) personal
factors.

PROBLEM
The presence of the iPhone provides a positive image for a product, especially

smartphones, which are considered to have a negative value for Chinese cellphone products
released. Since its appearance in the smartphone world, the iPhone has had its own appeal to
consumers. To attract consumer interest in purchasing the product offered, it will influence
consumer interest in trying iPhone products. Therefore, iPhone smartphone centers will continue
to race to create attractive advertisements and promotions to influence consumer interest in
owning an iPhone product. The iPhone has a strong and positive impact because this smartphone
is widely known in various places. Therefore, with a well-known name, it makes
consumers/buyers trust this one product. When the iPhone product presents a new work with a
good design, consumers do not hesitate to buy the iPhone product.

DATA
According to the CIRP report, iPhone users are primarily young people. Around 22% of

iPhone users are aged 18-24, while the 25-34 and 35-44 age groups account for 27% and 23%,
respectively. Survey data clearly indicates that iPhone users are dominated by young people. The
consumerist behavior and a desire to stay up-to-date on trends among the younger generation are
certainly the reasons for the large number of iOS users. While many iPhone users simply follow
trends, they often also enjoy the features provided by these iOS devices (Febrian, 2021).

RESEARCH METHODS

In this market research study, the method used is a quantitative method, namely a case
study method to obtain accurate evidence by taking questionnaires from students who use iPhone
brand smartphones. By using a quantitative method because the research data is in the form of
numbers and data analysis uses statistics, to make it easier to analyze data according to the index.

The population used in this study was students who use iPhone brand smartphones whose
population is unknown so that to obtain a sample, the Lemeshow formula can be used.

In this study, researchers collected a sample of 34 respondents by distributing a
questionnaire. The questionnaire included respondent profiles, including name, gender, and age.
Furthermore, the questionnaire focused on consumer behavior toward purchasing an iPhone,
divided into several factors: social, personal, cognitive, emotional, and behavioral.

Data collection in this study was done by distributing a structured questionnaire. The
questionnaire was in the form of a Google form given to respondents using the Guttman scale.
According to Sugiyono (2016), the Guttman scale has a variable measurement with a more

definite answer type, namely "yes and no", "true and false", "ever-never", this study uses "Yes
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and No". To become concrete data, the collected data was analyzed using descriptive statistics.
Descriptive statistics are used to present data for each variable individually.

RESULTS AND DISCUSSION
1. Respondent Characteristics
This study describes consumer behavior toward iPhone smartphone purchasing decisions
among college students. Respondent characteristics are used to describe respondents based
on a predetermined sample. The characteristics of the 43 respondents in this study were used
as samples.

Validity Test

Data is said to be valid if r count <r table sig value, 0.05: Valid
Data is said to be r count <r table or sig value, > 0.05: Invalid
Based on the data above, it can be concluded that all data has a significance of 0.000 <
0.05, which means it is valid.
2. Reliability Test
Data is said to be valid if the Pearson correlation value is > r table value. If the Cronbach
Alpha value is > 0.70 then it is reliable
Reliability Statistics
Cronbach's Alpha N of Items
778 15
Source: Data processed, 2025
Interpretation: It is known that the Cronbach Alpha value is 0.778 >0.70, so the
question on variable x is reliable.

3. Descriptive Test
Item Statistics

Mean Standard Deviation N
Ql 1.56 .502 43
Q2 1.79 412 43
Q3 1.91 294 43
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Q4 1.91 294 43
Q5 1.95 213 43
Q6 1.77 427 43
Q7 1.40 495 43
Q8 1.14 351 43
Q9 1.35 482 43
Q10 1.30 465 43
Ql1 1.58 499 43
Q12 1.37 489 43
Q13 1.44 502 43
Ql4 1.26 441 43
Q15 1.51 506 43

Source:Data processed, 2025

Based on the results of the descriptive test, it can be concluded that the
mean value from Q1 to Q15 has a valid standard deviation.

4. Independent Samples Test
This test is used to determine whether iPhone smartphone users are influenced
by social, personal, cognitive, emotional, and behavioral factors. The basis for this t-test
is as follows:
a) If the sig value < 0.05, or t count > t table then there is an influence or Q factor
b) If the sig value > 0.05, or t count <t table then there is no influence or Q factor

Independent Samples Test

Based on the test results in the table above, the significance value of the t-test for
variable Q1 is 0.961 > 0.05. And if seen from the calculated t-value (-0.793 < 1.703), it
can be concluded that there is no influence or factor (Q1).

MarkThe significance of the t-test for variable Q2 is 0.119 > 0.05. The calculated

t-value is (-1.104 < 1.703), so it can be concluded that there is no influence or factor of
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Q2. The significance value of the t-test for variable Q3 is 0.135 > 0.05. The calculated t-
value is (1.789 > 1.703). It can be concluded that there is an influence or factor in Q3.
The significance value of the t-test for variable Q4 is 0.192 > 0.05. And if seen from the
calculated t-value (-529 < 1.703), it can be concluded that there is no influence or factor of Q4.
The significance value of the t-test for variable Q5 is 0.245 > 0.05. And if seen from the
calculated t-results, it is (1.437 < 1.703). It can be concluded that there is no influence or factor

of Q5.

DISCUSSION
Based on the results of data analysis, there are several factors that are the reasons why

respondents choose an iPhone brand smartphone. This is due to several factors, namely social
factors, personal factors, cognitive factors, emotional factors and also behavioral factors.

Based on the results of the t-test, it can be concluded that there is no influence of social
factors, personal factors, cognitive factors, emotional factors, and behavioral factors on the
decision to purchase an iPhone brand smartphone.

In more detail, here are the conclusions for each factor:
o Social factors (Q1 and Q2): There is no influence on the decision to purchase an iPhone
brand smartphone.
o Personal factors (Q3): There is an influence on the decision to purchase an iPhone brand
smartphone.
o Cognitive factors (Q4, Q5, Q6, and Q7): There is no influence on the decision to purchase
an iPhone brand smartphone.
o Emotional factors (Q8, Q9, Q10, and Q11): There is no influence on the decision to
purchase an iPhone brand smartphone.
o Behavioral factors (Q12, Q13, Q14, and Q15): There is no influence on the decision to
purchase an iPhone brand smartphone.
The results of this study indicate that the factors mentioned above do not significantly
influence the purchase decision for an iPhone. This could be due to various factors, such as:
o The quality of iPhone products has been tested and recognized by many people.
o iPhone product innovations that always follow technological developments.
o Effective iPhone marketing strategies

Based on the results of the data analysis, it can be concluded that the factors that influence
the decision to purchase an iPhone brand smartphone among students are as follows:
e Social factors:
The role of friends: Most respondents (19 people) were inspired to buy an iPhone after
seeing their friends using one. However, there were also some respondents (24 people) who

were not inspired to buy an iPhone after seeing their friends using one.
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The role of family: Most respondents (9 people) accepted family advice to buy an iPhone.

However, there were also some respondents (34 people) who did not accept family advice to

buy an iPhone.

Group performance: A small percentage of respondents (4 people) felt the need to have

an iPhone to be accepted by their friends. However, the majority of respondents (39 people)

did not feel the need to have an iPhone to be accepted by their friends.

iPhone.

Personal factors:

Lifestyle: A small percentage of respondents (4 people) felt that the iPhone was
in sync with their lifestyle. However, the majority of respondents (39 people) did not feel
that the iPhone suited their lifestyle.

Personality: A small percentage of respondents (2 people) felt that their iPhone
reflected their personality. However, the majority of respondents (41 people) did not feel
that their iPhone reflected their personality.

Value: A small percentage of respondents (10 people) felt that the iPhone was in
line with the values they believed in. However, the majority of respondents (33 people)
did not feel that the iPhone was in sync with the values they believed in.

Cognitive factors:

Price perception: Most respondents (26 people) felt that the price of the iPhone
was commensurate with its benefits. However, there were also some respondents (17
people) who did not feel that the price of the iPhone was commensurate with its benefits.

Perceived quality: Most respondents (37 people) felt that the iPhone was of good
quality.

Perceived benefits: Most respondents (28 people) felt that the iPhone delivered
the benefits they needed.

Emotional factors:

Positive emotions: Most respondents (30 people) felt happy or satisfied when using an

Negative emotions: Most respondents (25 people) did not feel uncomfortable or anxious

when using an iPhone.

Attitude factors:
Information search behavior: Most respondents (27 people) did research before
purchasing an iPhone.

Purchasing attitude: Most of the respondents (24 people) purchased the iPhone directly.
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Post-purchase behavior: Most respondents (32 people) were satisfied with their
decision to purchase an iPhone. However, there were also some respondents (11 people)
who were not satisfied with their decision to purchase an iPhone.

From the discussion above, it can be concluded that the most influential factors
influencing the iPhone smartphone purchasing decision among students are cognitive
factors, namely price perception and quality perception. Other factors, such as social
factors, direct factors, and emotional factors, also have a significant impact, but not as

much as cognitive factors.

CONCLUSION

Based on research conducted on iPhone brand smartphones, it can be concluded that the

factors that influence the decision to purchase iPhone brand smartphones among students are as

follows:

1.

Cognitive factors, namely price perception and quality perception, are the most influential
factors in iPhone purchasing decisions. Most respondents felt that the iPhone's price was
commensurate with its usefulness and that the iPhone was of good quality.

Social factors, such as the role of friends, family, and peer groups, also significantly
influence iPhone purchase decisions. However, their influence is less significant than
cognitive factors. Most respondents were inspired to purchase an iPhone after seeing their
friends using one, receiving advice from family, and not feeling the need to own an
iPhone to be accepted by their friends.

Personal factors, personality, and values had a smaller impact on iPhone purchasing
decisions. A small percentage of respondents felt that the iPhone suited their style,
reflected their personality, and aligned with their values.

Emotional factors, such as positive and negative emotions, also had a smaller impact on
iPhone purchase decisions. Most respondents felt happy or satisfied when using their
iPhone and did not feel anxious or worried.

Behavioral factors, such as information search, purchase, and post-purchase behavior,
show that most respondents conducted research before purchasing an iPhone, purchased

an iPhone exclusively, and were satisfied with their decision to purchase an iPhone.
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