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ABSTRAK 

 

Di tengah persaingan ketat pasar smartphone, Apple tetap menjadi pilihan 

utama konsumen premium berkat citra merek yang kuat, inovasi teknologi, dan 

status sosial yang melekat pada produknya. Penelitian ini bertujuan untuk 

menganalisis pengaruh brand image, status sosial, dan harga terhadap 

keputusan pembelian smartphone Apple di Bekasi Utara, serta mengeksplorasi 

perbandingan berdasarkan gender.  

Penelitian ini menggunakan pendekatan kuantitatif dengan metode Partial 

Least Square (PLS) dan melibatkan 130 responden yang dipilih secara 

accidental sampling. Hasil analisis menunjukkan bahwa ketiga variabel 

memiliki pengaruh signifikan terhadap keputusan pembelian. Brand image 

menjadi faktor paling dominan, diikuti oleh status sosial dan harga, yang 

mencerminkan daya tarik iPhone sebagai simbol status dan kualitas. Studi juga 

menemukan bahwa perbedaan pengaruh berdasarkan gender tidak signifikan 

secara statistik. 

Kesimpulannya, keputusan pembelian iPhone didorong oleh kombinasi brand 

image, status sosial, dan harga, dengan brand image sebagai faktor utama. 

Temuan ini memberikan rekomendasi bagi Apple untuk terus memperkuat citra 

merek dan daya saing produk di pasar premium. 

Kata Kunci: Brand Image, Status Sosial, Harga, Keputusan Pembelian, 

Smartphone Apple. 
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ABSTRACT 

In the highly competitive smartphone market, Apple has consistently maintained its 

position as a preferred brand among premium consumers due to its strong brand 

image, innovative technology, and the social prestige associated with its products. 

This study aims to examine the influence of brand image, social status, and price 

on purchase decisions for Apple smartphones in North Bekasi, while also exploring 

potential differences based on gender. 

A quantitative approach was employed using the Partial Least Square (PLS) 

method to analyze data collected from 130 respondents selected through accidental 

sampling. The findings indicate that all three variables significantly impact 

purchase decisions. Among these, brand image is identified as the most influential 

factor, followed by social status and price, underscoring the role of iPhones as both 

status symbols and high-quality products. Gender-based analysis revealed no 

statistically significant differences in the influence of these factors. 

In conclusion, the purchase decision for Apple smartphones is predominantly 

influenced by a combination of brand image, social status, and price, with brand 

image serving as the primary determinant. These results provide valuable insights 

for Apple to reinforce its brand image and marketing strategies to sustain its 

competitiveness in the premium market segment. 

Keywords: Brand Image, Social Status, Price, Purchase Decision, Apple 

Smartphone. 

 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

DAFTAR ISI 

 

LEMBAR PERSETUJUAN PEMBIMBING ..................................................................... i 

LEMBAR PENGESAHAN ............................................................................................... ii 

LEMBAR PERNYATAAN.............................................................................................. iii 

ABSTRAK ....................................................................................................................... iv 

KATA PENGANTAR ...................................................................................................... vi 

DAFTAR ISI ...................................................................................................................viii 

DAFTAR TABEL ............................................................................................................ xi 

DAFTAR GAMBAR ....................................................................................................... xiii 

DAFTAR LAMPIRAN ................................................................................................... xiv 

BAB 1................................................................................................................................ 1 

PENDAHULUAN ............................................................................................................. 1 

1.1 Latar Belakang ......................................................................................................... 1 

1.2 Rumusan Masalah .................................................................................................. 13 

1.3 Tujuan penelitian ................................................................................................... 14 

1.4 Manfaat penelitian ................................................................................................. 14 

1.5 Sistematika Penulisan ............................................................................................ 15 

BAB II ............................................................................................................................. 17 

TELAAH PUSTAKA ...................................................................................................... 17 

2.1 TELAAH TEORITIS ............................................................................................. 17 

2.1.1 Keputusan Pembelian ......................................................................................... 17 

2.1.1.1 Faktor-faktor Keputusan Pembelian ............................................................. 18 

2.1.1.2 Indikator Keputusan Pembelian ................................................................... 18 

2.1.2  Brand Image ...................................................................................................... 19 

2.1.2.1 Faktor-faktor yang mempengaruhi brand image .......................................... 21 

2.1.2.2 Indikator brand image.................................................................................. 21 

2.1.3 Status Sosial ........................................................................................................ 22 

2.1.3.1 Indikator Status Sosial ................................................................................. 23 

2.1.4 Harga .................................................................................................................. 23 

2.1.4.1 Faktor-faktor yang mempengaruhi harga ..................................................... 24 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

2.1.4.2 Indikator harga ............................................................................................. 25 

2.3 Kerangka Konseptual............................................................................................. 30 

2.4 Hipotesis ................................................................................................................ 31 

2.5.1 Pengaruh Brand Image Terhadap Keputusan Pembelian ................................ 32 

2.5.2 Pengaruh Status Sosial Terhadap Keputusan Pembelian ................................. 33 

2.5.3 Pengaruh Harga Terhadap Keputusan Pembelian ........................................... 33 

BAB III............................................................................................................................ 35 

METODOLOGI PENELITIAN ...................................................................................... 35 

3.1 Desain Penelitian ................................................................................................... 35 

3.2 Populasi dan Sampel .............................................................................................. 36 

3.2.1 Populasi .......................................................................................................... 36 

3.2.2 Sampel ............................................................................................................ 36 

3.3 Jenis dan Sumber Data ........................................................................................... 37 

3.4 Definisi Operasional Variabel dan Skala Pengukuran ........................................... 37 

3.5 Skala Pengukuran Kuesioner ................................................................................. 41 

3.6 Metode Analisis Data ............................................................................................ 42 

3.6.1 Evaaluasi Model Pengukran (Outer Model) .................................................... 42 

3.6.2 Evaluasi Model Struktural (Inner Model) ....................................................... 43 

3.6.3 Rancangan Uji Hipotesis ................................................................................ 45 

BAB IV ........................................................................................................................... 48 

HASIL DAN PEMBAHASAN ....................................................................................... 48 

4.1 Gambaran Umum .................................................................................................. 48 

4.1.1 Profil Brand .................................................................................................... 48 

4.1.2 Sejarah Singkat Apple ..................................................................................... 49 

4.1.3 Visi dan Misi Perusahaan Apple ..................................................................... 50 

4.2 Deskripsi Data ....................................................................................................... 50 

4.2.1 Penyebaran dan Pengumpulan Kuesioner ....................................................... 50 

4.2.2 Identitas Responden ........................................................................................ 51 

4.3 Hasil Analisis Data ................................................................................................ 57 

4.3.1 Hasil Analisis Model Pengukuran (Outer Model) ............................................... 57 

4.3.1.1 Uji Validitas Konvergen ............................................................................... 57 

        4.3.1.2 Uji Validitas Diskriminan ............................................................................ 62 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

4.3.1.3 Composite Reliability & Crobanch Alpha .................................................... 67 

4.3.2 Model Struktural (Inner Model) laki-laki ............................................................ 70 

4.3.2.1 Model Struktural (Inner Model) laki-laki ...................................................... 71 

4.3.2.2 Metode Struktural (Inner Model) perempuan ............................................... 73 

4.3.3 Pengujian Hipotesis (Bootstraping) ..................................................................... 78 

4.3.3.1 Pengujian Hipotesis (Bootstraping) laki-laki ................................................ 78 

4.3.3.2 Pengujian Hipotesis (Bootstraping) perempuan ............................................ 80 

4.4 Pembahasan ............................................................................................................... 82 

4.4.1 Pengaruh Brand Image Terhadap Keputusan Pembelian .................................... 82 

4.4.2 Pengaruh Status Sosial Terhadap Keputusan Pembelian ..................................... 84 

4.4.3 Pengaruh Harga Terhadap Keputusan Pembelian ............................................... 85 

BAB V ............................................................................................................................. 88 

PENUTUP ....................................................................................................................... 88 

5.1 Kesimpulan ................................................................................................................ 88 

5.2 Saran .......................................................................................................................... 89 

DAFTAR PUSTAKA……………………………………………………………………………………………………92 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

DAFTAR TABEL  
 

Tabel 1.1 Harga Smartphone .................................................................................11 

Tabel 2.1 Telaah Empiris .......................................................................................26 

Tabel 3.1 Operasional Variabel .............................................................................38 

Tabel 3.2 Skor Kuesioner ......................................................................................41 

Tabel 4.1 Karakteristik Berdasarkan Jenis Kelamin ..............................................41 

Tabel 4.2 Karakterisitik Berdasarkan Usia ............................................................52 

Tabel 4.3 Karakterisitik Berdasarkan Domisili .....................................................53 

Tabel 4.4 Karakterisitik Berdasarkan durasi kepemilikan Smartphone apple .......54 

Tabel 4.5 Karakterisitik Berdasarkan pengalaman pembelian ..............................55 

Tabel 4.6 Karakterisitik Berdasarkan jenis penggunaan........................................56 

Tabel 4.7 Hasil Outer Loading (Laki-laki) ............................................................58 

Tabel 4.8 Hasil Outer Loading (Perempuan) .........................................................60 

Tabel 4.9 Cross Loading laki-laki .........................................................................62 

Tabel 4.10 AVE laki-laki .......................................................................................64 

Tabel 4.11 Cross Loading perempuan ...................................................................64 

Tabel 4.12 AVE perempuan ..................................................................................66 

Tabel 4.13 Komparasi AVE ...................................................................................67 

Tabel 4.14 Hasil Composite Reliability & Crobanch Alpha .................................67 

Tabel 4.15 Hasil Composite Reliability & Crobanch Alpha perempuan ...............68 

Tabel 4.16 Tabel hasil komparasi Composite Reliability& Crobanch Alpha (laki-

laki dan perempuan) ...............................................................................................69 

Tabel 4.17 Hasil Uji R-square laki-laki .................................................................71 

Tabel 4.18 Hasil Uji Q-square laki-laki .................................................................71 

Tabel 4.19 Hasil F-Square .....................................................................................72 

Tabel 4.20 Hasil Uji R-square perempuan .............................................................73 

Tabel 4.21 Hasil Uji Q-square perempuan ............................................................74 

Tabel 4.22 Hasil F-Square perempuan...................................................................75 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

 

 

 

   

Tabel 4.23 Hasil Komparasi Uji R-square .............................................................75 

Tabel 4.24 Hasil Komparasi Uji Q-square .............................................................76 

Tabel 4.25 Hasil Komparasi Uji F-square ..............................................................77 

Tabel 4.26 Pengujian Hipotesis (Bootstraping) laki-laki .......................................78 

Tabel 4.27 Pengujian Hipotesis (Bootstraping) perempuan ……………………………….80 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

DAFTAR GAMBAR 

 

Gambar 1.1 Data Penjualan apple di indonesia ....................................................... 3 

Gambar 2.1 Kerangka Konseptual .........................................................................31 

Gambar 4.1 Gambar Logo Apple...........................................................................48 

Gambar 4.2 Karakteristik Berdasarkan Jenis Kelamin ..........................................51 

Gambar 4.3 Karakterisitik Berdasarkan Usia ........................................................52 

Gambar 4.4 Karakterisitik Berdasarkan domisili...................................................53 

Gambar 4.5 Karakterisitik Berdasarkan durasi kepemilikan Smartphone apple ...54 

Gambar 4.6 Karakterisitik Berdasarkan pengalaman pembelian ...........................55 

Gambar 4.7 Karakterisitik Berdasarkan jenis penggunaan ....................................56 

Gambar 4.8 Outer model (laki-laki).......................................................................58 

Gambar 4.9 Outer Model (perempuan) ..................................................................60 

Gambar 4.10 Inner Model laki-laki .......................................................................70 

Gambar 4.11 Inner Model perempuan ...................................................................73 

 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025



 

DAFTAR LAMPIRAN 

 

Lampiran 1 : Uji Plagiarisme ............................................................................... 102 

Lampiran 2 : Gambar Uji Plagiarisme Turnitin ................................................... 103 

Lampiran 3 : Uji Referensi .................................................................................. 114 

Lampiran 4 : Kuesioner Penelitian ...................................................................... 119 

Lampiran 5 : Tabulasi Data.................................................................................. 123 

Lampiran 6 : Output PLS ..................................................................................... 127 

Lampiran 7 : Buku Bimbingan Skripsi ................................................................ 127 

Lampiran 8 : Daftar Riwayat Hidup .................................................................... 130 

Pengaruh Brand.., Sabrina Setyakinasti, Fakultas Ekonomi dan Bisnis, 2025


	01-202110325220-Cover.pdf (p.1)
	02-202110325220-Lembar Persetujuan Pembimbingan.pdf (p.2)
	03-202110325220-Lembar Pengesahan.pdf (p.3)
	04-202110325220-Lembar Penyataan.pdf (p.4)
	05-202110325220-Abstrak.pdf (p.5)
	06-202110325220-Abstract.pdf (p.6)
	07-202110325220-Kata Pengantar.pdf (p.7-8)
	08-202110325220-Daftar Isi.pdf (p.9-11)
	09-202110325220-Daftar Tabel.pdf (p.12-13)
	10-202110325220-Daftar Gambar.pdf (p.14)
	11-202110325220-Daftar Lampiran.pdf (p.15)



