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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh citra merek,
perceived value dan gaya hidup terhadap keputusan pembelian produk
smartphone iPhone di mahasiswa STEI Jakarta.

Penelitian ini menggunakan pendekatan kuantitatif, yang diukur dengan
menggunakan software SmartPLS 3.3.9. Populasi dalam penelitian ini adalah
mahasiswa dan mahasiswi STEIl Jakarta yang pernah dan sedang
menggunakan smartphone iPhone. Sampel yang ditentukan berdasarkan
metode purposive sampling, dengan jumlah sampel sebanyak 100 orang
responden. Data yang digunakan dalam penelitian ini berupa data primer dan
data sekunder. Teknik pengumpulan data menggunakan metode survei
berupa penyebaran kuesioner dengan media google form kepada responden.
Dengan menganalisis uji outer model, inner model dan hipotesis
menggunakan penelitian SEM-PLS.

Hasil penelitian membuktikan bahwa (1) Citra Merek tidak berpengaruh
terhadap keputusan pembelian produk smartphone iPhone pada mahasiswa
STEI Jakarta, (2) Perceived Value berpengaruh signifikan positif terhadap
keputusan pembelian produk smartphone iPhone pada mahasiswa STEI
Jakarta, (3) Gaya Hidup berpengaruh signifikan positif terhadap keputusan
pembelian produk smartphone iPhone pada mahasiswa STEI Jakarta.

Kata Kunci : Citra Merek, Perceived Value, Gaya Hidup, Keputusan
Pembelian
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ANALYSIS OF THE INFLUENCE OF BRAND IMAGE, PERCEIVED
VALUE, AND LIFESTYLE ON THE PURCHASE DECISION OF
IPHONE SMARTPHONE PRODUCTS ON STEI JAKARTA
STUDENTS

ABTRACT

This study aims to determine the influence of brand image, perceived
value and lifestyle on the purchase decision of iPhone smartphone products
in STEI Jakarta students.

This study uses a quantitative approach, which is measured using
SmartPLS 3.3.9 software. The population in this study were students of
STEI Jakarta who had and were using iPhone smartphones. Sample was
determined based on the purposive sampling method, with a total sample of
100 respondents. The data used in this study is in the form of primary data
and secondary data. The data collection technique uses a survey method in
the form of distributing questionnaires with google form media to
respondents. By analizing outer model tests, inner models and hypotheses
using SEM-PLS research.

The results are (1) Brand Image has no significantly effect to purchasing
decisions of iPhone smartphone products in STEI Jakarta students, (2)
Perceived Value has significantly positive effect to purchasing decisions of
iPhone smartphone products in STEI Jakarta students, (3) Lifestyle has
significantly positive effect to purchasing decisions of iPhone smartphone
products in STEI Jakarta students.

Keywords: Brand Image, Perceived Value, Lifestyle, Purchasing Decision




DAFTAR ISI

PERNYATAAN KEASLIAN SKRIPSI.....ccciiiiiiiieiiiect e iii
PERSETUJUAN PEMBIMBING .......cooiiiiiiiieee e iv
HALAMAN PENGESAHAN ..ottt v
KATA PENGANTAR ...ttt Vi
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI SKRIPSI UNTUK
KEPENTINGAN AKADEMIS ......ooii e viii
ABSTRAK .. ettt bttt be e iX
DAFTAR IS ..ottt Xi
DAFTAR GAMBAR ...ttt XV
DAFTAR TABEL.....oiitiiiii sttt sttt XVi
DAFTAR LAMPIRAN ...ttt Xvii
BAB | PENDAHULUAN......ooii et 1
1.1. Latar Belakang Masalah ...........c.cccooveiiiiiiiicicccece e 1
1.2. RUMUSAN MaSAlaN.........cooiiiiiiiii s 5
L.3. Tujuan Penelitian .........cccooeviiiiiic e 5
1.4, Manfaat Penelitian ..o 5
1.4.1. Manfaat AKAAEMIS .......ccoeiiiiiiiiiiie e 6
1.4.2. Manfaat Praktis..........cocooiiriiniiiiieeese e 6
BAB 11 KAJIAN PUSTAKA . ..ot 7
2.1.LAN0ASAN TEOM ...vevveiiiieiiiiiete ettt 7
2.1.1. Manajemen PEMASAIaN ..........cccceieeieieiie e sieeeesre et e sre e 7
2.1.1.1.Pengertian Manajemen Pemasaran ..........c.ccccocvevveveeieeieseennenns 7
2.1.1.2. Tujuan Manajemen Pemasaran ...........c.ccccuuerenereneneeieninsennens 8
2.1.1.3.Strategi PEMASAraN..........cccveereeiveireeiesie e e ste e e sree e sre e 9
2.1.2. CItra METEK ... 10
2.1.2.1.Pengertian Citra Merek .........ccccooovveereieiie e 10
2.1.2.2.Manfaat Citra MerekK..........cccooeiiiiiniiiiii e 11
2.1.2.3.Indikator Citra MErek ..........coooeieiiiiiininise e 11
2.1.3. Perceived ValUe ... 12
2.1.3.1.Pengertian Perceived Value .........cccccovevveveevicnicsc e 12

Xi



2.1.3.2. Indikator Perceived ValUe.........ccveeveeeeiiieeeeeeee e 13

2.1.4. Gaya HidUP ...ccveieiie e 14
2.1.4.1.Pengertian Gaya Hidup .........cccooveiiiiiiininineeeeeee e 14

2.1.4.2. Indikator Gaya Hidup ........ccceevveiiiieieiecc e 15

2.1.5. Keputusan Pembelian...........cccocooiiiieiiiecie s 15
2.1.5.1.Pengertian Keputusan Pembelian.............cccovvneneiciiininnnn 15
2.1.5.2. Tahapan Pengambilan Keputusan Pembelian......................... 16
2.1.5.3.Faktor-Faktor Mempengaruhi Keputusan Pembelian............. 16
2.1.5.4.Indikator Keputusan Pembelian............c.ccccoovevevieiircieininen, 17
2.2.Review Hasil Penelitian Terdahulu ... 17
2.3.Hubungan Antar Variabel Penelitian............cccoocvviiiiviiiiic s 21
2.3.1. Pengaruh Citra Merek terhadap Keputusan Pembelian .................. 21
2.3.2. Pengaruh Perceived Value terhadap Keputusan Pembelian............ 21
2.3.3. Pengaruh Gaya Hidup terhadap Keputusan Pembelian .................. 22
2.4. Kerangka Konseptual Penelitian..............ccooeieieieiiniinin e 22
2.4.1. Kerangka FiKir .......cccooooiviiiiieiiccesee e 22
2.4.2. HIPOTESIS ....vivieeiieieieeese sttt 23
BAB 1l METODA PENELITIAN ..ot 24
3.1.Rancangan Penelitian.........c.coereriiiiiiiireseeee e 24
3.2.Populasi dan SAMPEL........c.cccvieiiiiiie e 24
3.2. 1. POPUIBSI.c..cviiiiiece e 24
3.2.2. SAMPEL .o e e 25
3.3.Jenis dan SUMDET DAta.........ccoerverieieiiiiisesie e 26
3.3.1. JBNIS DALA.....cuiiiiiteicies e 26
3.3.2. SUMDET DALA ....covveviciieiiiiciesee e 26
3.3.2.1.Data PIIMET ...ttt 26
3.3.2.2.Data SEKUNGET ........oiiiiiiiieieeee e 27

3.4. Definisi Operasional Variabel dan Skala Pengukurannya.............cccccove. 27
3.4.1. Operasional Variabel ...........ccocoiiiiiiiie e 27
Sumber: Diolah Penulis (2022) .........coeieiiiiiiiiirisseseseeeeeesein 28
3.4.2. Skala PeNQUKUIAN .........cccoi i 29
3.5. Metode Analisis Data dan Pengujian HIpOtesis..........cccoovverinireinieniniene 29
3.5.1. Metode ANaliSiS Data...........cccervirrerieiiiiisesee e 29

xii



3.5.1.1. Analisis Measurement Outer Model .........ccceeeveveeiiiiiiiiineeennn, 30

3.5.1.2. Analisis Structural Inner Model............ccocooviiiiiiiniiinee 31

3.5.2. Pengujian HIPOESIS ......cvoiiiiieiieieieieeeese e 31
3.6. Kerangka Pemecahan Masalah .............cccccoiviviiiiiiiccc e 32
BAB IV HASIL DAN PEMBAHASAN .......oootiiiie e 33
4.1. Gambaran Umum Penelitian...........cccooviiiiiiiiiicnse e 33
4.1.1 Gambaran Umum Perusanaan............c.ceourerrinseneinieeneeesreiennens 33
4.1.2 Visi dan Misi Perusahaan AppPle.........ccooooiiiiiiiiininiieceeeis 34
4.1.3 Kemitraan Perusahaan APPIe........ccovvevieiiiieiiiieiie e e 34
4.1.3.1 Buruh Internasional Organisasi (ILO) ........cc.ccocevervrciinnnnnn 34

4.1.3.2 Organisasi Internasional Imigrasi (IOM) ........c.cccoevevvvvinenne. 35

4.1.3.3 Dana untuk Manusia Global HakK..............c.ccoovininiiiininnnn 35

4.1.3.4 Bisnis yang Bertanggung Jawab Aliansi (RBA)...........c......... 35

4.2. HaSil PENEITIAN .....c.oiviiiiiiiiceee s 35
4.2.1 Karakteristik RESPONUEN ........ccooviiiiiiieieiecse e 35
4.2.1.1 Responden Berdasarkan Jenis Kelamin............cccoecevvinennee. 36

4.2.1.2 Responden Berdasarkan Usia...........ccceevvinininenenciceen 36

4.2.1.3 Responden Berdasarkan Pendapatan ...........cccccccevvvvevienennnenne. 37

4.2.1.4 Responden Berdasarkan Lama Pemakaian ............ccccccevnee. 38

4.2.1.5 Responden berdasarkan Tipe (Seri) Pemakaian.................... 38
4.3.Pembahasan Hasil ... 39
4.3.1. Analisis Measurement Model (Outer Model)........c..cccoveveiivinennnn, 39
4.3.1.1.Convergent Validity........c.ccoeeveiieiiiecicccse e 39

4.3.1.2. Average Variance Extracted (AVE) .......ccocoovvinineiiinnenn 43
4.3.1.3.Discriminant Validity...........cccooevvviviieiieiiseecce e, 44
4.3.1.4.Cronbach Alpha dan Composite Realibilty ............cccccovvnee. 45

4.3.2. Analisis Structural Model (Inner Model)........c.ccooeveviiiiiiiiieiienn, 46
4.3.2.1.Path ANAYHISIS ......oviieiiiiiisie e 46
4.3.2.2.Koefisien Determinasi (R SQUAre) ........ccooovveerervnieeneneaeeee 47
e T 1Y, oo I | S 47

4.3.3. Pengujian HIPOtESIS .....cc.oveiiiiieieee e 48
R 1 U | R SR 49
4.3.3.1.1.Pengaruh Citra Merek terhadap Keputusan Pembelian ....... 49

xiii



4.3.3.1.2.Pengaruh Perceived Value terhadap Keputusan Pembelian. 49

4.3.3.1.3.Pengaruh Gaya Hidup terhadap Keputusan Pembelian ....... 50

BAB V SIMPULAN DAN SARAN ......coiiiite ettt e 51
5.1 SIMPUIAN ...t 51
5.2 SAIAN ..ttt 51
5.3 Keterbatasan Penelitian dan Pengembangan Peneliti Selanjutnya ............ 52
DAFTAR REFERENSI ......ooiii et 53
LAMPIRAN L.t b et 57

Xiv



DAFTAR GAMBAR

Gambar 1.1 Pangsa Pasar Penjualan Smartphone Global pada Kuartal 1V 2021 ..2

Gambar 1.2 Volume Pendapatan iPhone pada Quartal 1 Tahun 2020 - 2022........ 3
Gambar 2.1 Proses Pengambilan Keputusan Pembelian.............ccccocevviieiinennenn, 16
Gambar 2.2 Kerangka Konseptual Penelitian ............cccocoovvvieevieiievieene e, 23
Gambar 3.1 Tabel Operasional Variabel ..............c.ccooiiiiiiiii 28
Gambar 3.2 Skala Likert Tanggapan ReSponden ...........cccooeveierenenenesieeeeenns 29
Gambar 3.3 Kerangka Pemecahan Masalah..............cccooceviiiiiiiiniicnccece, 32
Gambar 4.1 Jumlah Responden berdasarkan Jenis Kelamin............c.ccccooevenee. 36
Gambar 4.2 Jumlah Responden berdasarkan Usia ............ccccovevviveiveneciieseennnn, 36
Gambar 4.3 Jumlah Responden berdasarkan Pendapatan ................ccccceeveiveenenn, 37
Gambar 4.4 Jumlah Responden berdasarkan Lama Pemakaian........................... 38
Gambar 4.5 Jumlah Responden Berdasarkan Tipe Pemakaian...............c........... 38
Gambar 4.6 Hasil Pengolahan Data............ccccoriiiiiiiiiiiieiecese e 39
Gambar 4.7 Hasil Pengolahan Data ... 41
Gambar 4.8 Path ANAIYSIS ........cccoiiiiiiiiec e 46
Gambar 4.9 Hasil BOOTSIrapping .........ccooveierierieieiisiesieieee et 48

XV



DAFTAR TABEL

Tabel 4.1 Loading FaCLOF..........ccceiieieiiese et 40
Tabel 4.2 Loading Factor 1 ..........cccoooeiiiiiie e 42
Tabel 4.3 Average Variance Extracted (AVE) ......cccccoveiiveie i 43
Tabel 4.4 Cross Loadings Discriminant Validity.............ccocveveviveveiieieenecienn, 44
Tabel 4.5 Realibilitas KONSIIUK..........cccooiiiiiiieiiee e 45
Tabel 4.6 Nilal R SQUAIE .........ooiiiiiiieeeeee e 47
Tabel 4.7 MOl Fit........ooiiiee e 48
Tabel 4.8 Direct Effect (Pengaruh Total) .........cccovveviiiiniiiiie e 49
Tabel 4.9 Hasil Pengujian HIPOESIS ........cccvevveiieiieieiieseesie e esee e 50

XVi



DAFTAR LAMPIRAN

Lampiran 1. Kuesioner Penelitian...........cccovviiieiieieiieieese e 57
Lampiran 2. Tabulasi Data Responden Variabel Citra MereK...........c...ccccovevnen. 62
Lampiran 3. Tabulasi Data Responden Variabel Perceived Value...................... 65
Lampiran 4. Tabulasi Data Responden Variabel Gaya Hidup...............ccccceevenenn 68
Lampiran 5. Tabulasi Data Responden Variabel Keputusan Pembelian ............. 71
Lampiran 6. Hasil Olah Data menggunakan SmartPLS..............ccoccooiiniiiienennn. 74
Lampiran 7. Riwayat Hidup Peneliti...........cccooooiiiiiiiniiiieieecese e 78

XVii



