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ABSTRACT 
 
 

This research has a background of the emergence of inter-brand competition 
phenomenon, primarily for the category of smartphone in Indonesia. This research 
specially discusses equity strength of smartphone iPhonebecause a strong brand 
equity can motivate consumers to make a purchasing decision.  
As for the problem in this research is “Can the elements of brand equity in the 
iPhonebrand smartphone influence the consumer’s purchasing decision?” 
This research particularly examines the main elements of brand equity consisting of 
brand awareness, quality perception, brand association, and brand loyalty. The 
objective of this research is to analyze the effects of four brand equity elements of 
smartphone iPhone on the consumer’s purchasing decision in circle of Maranatha 
Cristian University. 
And then the author conducted the literature study and hypothetical arranging, as 
well as data collecting through questionnaire method by using a purposive sampling 
technique to 128 respondents who have ever made a purchasing decision of iPhone-
brand smartphone product. The population that have been made as respondents in 
this research were circle of Maranatha Cristian University Bandung. 
Furthermore is has been carried out an analysis to the data gathered by using 
quantitative and qualitative analysis. The quantitative analysis includes validity and 
reliability tests, classic assumption test, multiple regression analysis, hypothetical 
testing through t-test and f-test, and determination coefficient analysis (R2). The 
qualitative analysis is an interpretation of the data gathered in this research as well 
as the result of data processing that has been carried out by providing some 
explanations and clarifications. 
The data that have fulfilled the validity test, reliability test, and classic assumption 
test have been processed such that it yielded the following regression equation: Y = 
2,650 + 0,248 X1 - 0,121 X2 + 0,224 X3 + 0,018 X4, where  the variables are 
Purchasing Decision (Y), Brand Loyalty (X1), Brand Awareness (X2), Quality 
Perception (X3), and Brand Association (X4).  
The hypothetical testing using t-test indicates that the four independent variables 
investigated influenced the dependent variable of Purchasing Decision. 
Based on the result of research it can be known that the entire independent variables 
influenced the dependent variable of Purchasing Decision. This has been proved 
through the determination coefficient test indicating the value of the outcome of 
determination coefficient by 0,175 or by 17,5%, whereas the remain by 82,5% has 
been influenced by other factors outside of the variables studied.  
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ABSTRAK 
 
 

Penelitian ini dilatarbelakangi oleh timbulnya fenomena persaingan antarmerek,  
khususnya untuk kategori smartphone di Indonesia. Secara khusus penelitian ini 
membahas tentang kekuatan ekuitas merek  smartphone iPhone karena ekuitas merek 
yang kuat dapat mendorong konsumen untuk melakukan keputusan pembelian. 
Adapun masalah dalam penelitian ini adalah ”apakah elemen-elemen ekuitas 
merek(brand equity) pada produk smartphonemerek iPhone dapat mempengaruhi 
keputusan pembelian konsumen?” 
Penelitian ini secara khusus menguji elemen-elemen utama ekuitas merek yang 
terdiri dari kesadaran merek, persepsi kualitas, asosiasi merek, dan loyalitas merek. 
Tujuan dari penelitian ini adalah menganalisis pengaruh keempat elemen ekuitas 
merek smartphone merek iPhone terhadap keputusan pembelian konsumen di 
kalangan Universitas Kristen Maranatha. 
Kemudian penulismelakukan tinjauan pustaka dan penyusunan hipotesis, serta 
mengumpulkan data melalui metode kuisioner dengan menggunakan teknik 
purposive sampling terhadap 128 orang responden yang pernah melakukan 
keputusanpembelian produk smartphone iPhone. Populasi yang dijadikanresponden 
dalam penelitian ini adalah kalangan UniversitasKristen Maranatha Bandung.  
Selanjutnya dilakukan analisis terhadap data yang diperoleh dengan menggunakan 
analisis kuantitatif dan kualitatif. Analisis kuantitatif meliputi uji validitas dan 
reliabilitas, uji asumsi klasik, analisis regresi berganda, pengujian hipotesis melalui 
uji t dan uji F, serta analisis koefisien determinasi (R2).  
Analisis kualitatif merupakan interpretasi dari data-data yang diperoleh dalam 
penelitian serta hasil pengolahan data yang sudah dilaksanakan dengan memberi 
keterangan dan penjelasan. 
Data-data yang telah memenuhi uji validitas, uji reliabilitas, dan uji asumsiklasik 
tersebut diolah sehingga menghasilkan persamaan regresi sebagai berikut : 
Y = 2,650 + 0,248 X1 - 0,121 X2 + 0,224 X3 + 0,018 X4Dimana variabel Keputusan 
Pembelian (Y), Loyalitas Merek (X1),  Kesadaran Merek (X2), Persepsi Kualitas 
(X3), dan Asosiasi Merek (X4). 
Pengujian hipotesis menggunakan uji t menunjukkan bahwa keempat veriabel 
independen yang ditelitimempengaruhi variabel dependen Keputusan Pembelian. 
Berdasarkan hasil penelitian dapat diketahui bahwa seluruh variabel independen 
mempengaruhi variabel dependen Keputusan Pembelian. Hal ini dibuktikan melalui 
uji koofisien determinasi menunjukkan nilai  hasil koefisien determinasi sebesar 
0,175 atau sebesar 17,5% sedangkan sisanya 82,5% dipengaruhi oleh faktor lain 
diluar variabel yang diteliti. 
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