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Abstract: The purpose of this study is to analyze effect of brand image and product quality on the iPhone 

smartphone purchase decision with lifestyle as intervening variables. The research technique used quantitative, 

data collection uses a questionnaire method and the sample in this study amounted to 100 people with 

purposive sampling. The analysis in this study was assisted using SPSS and SmartPLS 3.0. The result is brand 

image has a significant effect on purchase decisions with P-Value 0.000<0.05 and T statistics 5.474, product 

quality has a significant effect on purchase decisions with P-Value 0.000<0.05 and T statistics 3.853, brand 

image has a significant effect on lifestyle with P-Value 0.006<0.05 and T statistics 5.292. Lifestyle has a 

significant effect on purchase decision with P-Value 0.005<0.05 and T statistics 2.826, for the intervening 

variable, Lifestyle can mediated brand image to purchase decisions with P-Value 0.026<0.05 and T statistics 

2.234, and lifestyle mediated for product quality to purchase decisions with P-Value 0.021<0.05 and T statistics 

2.318 
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I. INTRODUCTION 
Technology has developed rapidly throughout the world, especially in the world of communication, so 

the boundaries between continents seem meaningless. In the last five years, the use of Information and 

Communication Technology (ICT) in Indonesia has shown rapid development. The development of several 

indicators of the use of ICT in Indonesia shows that the fastest development of ICT indicators is seen in the use 

of the internet in households which reached 78.18 percent. The growth of internet use in households is also 

followed by the population using cell phones in 2020, reaching 62.84 percent. In 2020, household computer 

ownership increased to 18.83 percent. The internet population also increased during 2016-2020, as indicated by 

the population who accessed the internet in 2016 from around 25.37 percent to 53.73 percent in 2020. On the 

contrary, ownership of fixed wired telephones in the household has decreased. From year to year, in 2016, the 

percentage of households owning/controlling fixed-line telephones was around 3.49 percent, dropping to 1.65 

percent in 2020. (www.bps.go.id).  
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Technological innovation in communication tools helps humans do things effectively and efficiently. 

The iPhone product has become an exceptional product compared to other technological products. Many 

companies are trying to compete with Apple companies today. Even the closest competitor companies, such as 

Samsung, are still trying to beat the level of sales and high brand image position compared to the iPhone. 

Human resources with a competitive advantage are characteristics of human resources that perform well. 

Employees with good performance in carrying out their duties and obligations will have a high sense of 

responsibility and dedication. To achieve good communication ethics in an organization or company is needed. 

Good communication can reduce the risk of misunderstanding or confusion in providing and conveying 

information. Some communication problems usually occur because communication within the company has not 

run optimally. After all, there are still obstacles to obtaining information from leaders to employees. The barrier 

is several channels that must be passed, such as information from leadership to the head of the section and then 

the employee.  

 

Source: www.databoks.katadata.co.id  

From the data in the picture above, it can conclude that active smartphone users in Indonesia are 

increasing. The use of smartphones or smartphones in Indonesia is predicted to continue to increase. In 2015, 

only 28.6% of the population in Indonesia used these devices. Over time, smartphones have become 

increasingly affordable, thus increasing their use. More than half of the population in Indonesia, or 56.2%, used 

smartphones in 2018. A year later, as many as 63.3% of people use smartphones. Until 2025, at least 89.2% of 

the population in Indonesia has used smartphones. In the six years since 2019, smartphone penetration in the 

country has grown by 25.9%. 

One of the best-selling smartphones in the market is the iPhone. Based on (Pertiwi, 2020), the iPhone 

in the last four years has dominated market sales, and the dominant apple product has also made the company 

profit. iPhone sales will reach 242 million units in 2021. 

Fig 2. Smartphone User 

Fig 1. Smartphone User 

http://www.databoks.katadata.co.id/
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   Source: www.databoks.katadata.co.id 

iPhone sales were the highest in previous years. The iPhone has been the largest source of revenue and 

the most valuable product for Apple company since 2008. Even though Apple has diversified its product line 

with iWatch, AirPods, and so on, iPhone continues to dominate sales with a 52% contribution to Apple's 

revenue. In the last two years, Apple has launched four iPhone models, namely iPhone, Mini, Pro, and Max. All 

come with different price ranges and target as many consumers as possible. Throughout 2017-2021, iPhone 

sales volume was reported to have fluctuated. According to Business of Apps, iPhone sales volume reached 242 

million units in 2021. This achievement increased by 22.9% compared to the previous year's sales of 196.9 

million units. 

According to (Tjiptono, 2006), brand image describes consumer associations and beliefs about a 

particular brand. Brand image has the meaning of an image of a product in the minds of consumers in bulk. 

Everyone will have the same image of a brand. A good brand image will undoubtedly attract many consumers 

who purchase without rethinking. A strong brand image can provide several main advantages for the company, 

one of which will create a competitive advantage, and also products with a good brand image tend to be more 

readily accepted by consumers (Aulia Abdullah, 2021).  It is not only brands that are a concern in this study, 

and many people make their iPhone brand a reflection of their lifestyle and social class so that brand image 

considerations are considered, to improve the quality of life because lifestyle is essential in the modern era. 

Intense competition, companies must be able to improve product quality. According to (Kotler and 

Armstrong, 2008), Product quality is a potential strategic weapon to beat competitors. So the company with the 

best product quality will overgrow, and in the long run, the company will be more successful than the company. 

Previous research was conducted by (Shareef et al., 2008). states that product quality influences purchase 

decision significant positive. This statement is supported by (Shaharudin et al., 2011) and (Tamunu and 

Ferdinand, 2014). 

The iPhone makes its users feel confident. In research from the University of Lincoln's School of 

Psychology, iPhone users tend to be extroverts. They also view the iPhone smartphone only from its value and 

status. The average iPhone user is young, compared to android users, most of whom are quite mature and also 

honest and humble (Addha, 2016). iPhone product users are associated with people with middle to upper 

income and are quite high because the price of the iPhone is relatively high. Some iPhone users buy and use 

iPhones only as a lifestyle because the brand and sophistication formed by the iPhone give users their prestige 

when they have the iPhone product. Based on the background, the authors are interested in researching “The 

Effect of Brand Image and Product Quality on iPhone Smartphone Purchase Decisions with Lifestyle as an 

Intervening Variable.” 

 

II. LITERATURE REVIEW  
Brand image has several meanings, namely the brand as a product, the brand as an organization, and 

the brand as a symbol. The brand image can be created in a very long or short time. It depends on how the 

company builds and maintains a brand image. According to (Sangadji et.al., 2013), "Brand image "is the unique 

set of associations you want to create or maintain by marketers." According to (Kotler, 2006), brand images are 

perceptions and beliefs made by consumers, as reflected in associations that occur in consumers' memories. 

Based on the opinions submitted, it can be concluded that the brand image is the whole perception of a brand 

formed from brand information and experiences. According to (Sutisna, 2001), there are several benefits of a 

positive brand image: a. Consumers with a positive brand image are more likely to make a purchase. b. 

Companies can develop these products by utilizing the positive image that has been formed against the old 

product brand. c. Family branding and leverage branding policies can be carried out if the existing product 

brand image. 
Products by (Kotler and Keller, 2016) are anything that can be offered to satisfy a market need or 

demand, including physical goods, services, experiences, events, people, locations, properties, organizations, 

ideas and information.e is positive. According to (Kotler and Armstrong, 2014) product quality is the ability of 

a product to perform its functions, this includes overall durability, reliability, accuracy, ease of operation, and 

product repair, as well as other product attributes. Meanwhile, according to (Kotler and Keller, 2016) product 

quality is the ability of an item to provide results or performance that match even exceeds customer desires. 

According to Sutisna in (Luthfianto et.al., 2017) lifestyle is broadly defined as a way of life that is 

identified by how other people spend their time (activities) seen from work, hobbies, shopping, sports, and 

http://www.databoks.katadata.co.id/
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social activities as well as interests (interests) consisting of food, fashion, family, recreation and also opinion 

(opinion) consists of about themselves, social issues, business, and products. Lifestyle includes something more 

than just a person's social class or personality. According to (Ilham, 2014) lifestyle is a pattern of money 

consumption that reflects a person's choice of various things and how to spend his time and money, lifestyle is 

how people live, how to spend their money, and how to accommodate their time. 

Complex decision-making processes often involve several decisions, decisions involve a choice 

between two or more alternative courses of action. Decisions always require a choice between different 

behaviors. Stages of Decision-Making stages of consumers in consuming products or services according to 

(Kotler and Armstrong, 2012) are as follows: 

1. Problem Introduction 

The buying process begins when it recognizes a problem or need. These needs can be triggered by 

internal or external stimuli. In the first case, one of a person's general needs – hunger, thirst, sex – 

reaches a certain threshold and begins to become a drive. In the second case, the need is elicited by 

external stimuli. 

2. Information Search 

Consumers who are aroused will be encouraged to seek more information. We can divide it into two 

levels. The lighter information-seeking situation is called attention reinforcement. At a later level, the 

person may begin to actively seek information. Sources of consumer information are classified into 

four groups as follows: 

a) Personal sources: family, friends, neighbors and acquaintances. 

b) Commercial sources: advertising, salespeople, dealers, packaging, and store displays. 

c) Public sources: mass media, consumer ranking organizations. 

d) Sources of experience: handling, reviewing, and using the product. 

3. Alternative Evaluation 

There are several decision evaluation processes, and recent models view the consumer evaluation 

process as a cognitively oriented process. That is, the model assumes that consumers form product 

judgments very consciously and rationally. 

4. Purchase decision 

In the evaluation stage, consumers form preferences for brands in the choice set. Consumers can also 

form the intention to buy the preferred brand. 

5. Post Purchase Behavior 

After making a purchase, consumers may experience dissonance from noticing certain disturbing 

features or hearing favorable things about other brands, and will always be alert to information that 

supports decisions. Marketing communications must supply beliefs and evaluations that confirm the 

consumer's choice and help him feel comfortable with the brand. 

 

 
Fig 3 Framework 
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This research was conducted based on previous studies on the effect of brand image and product 

quality on iPhone smartphone purchase decisions with lifestyle as an intervening variable. The following is a 

study that was carried out by several previous researchers, including the following: 

H1: There is a positive and significant influence between brand image on purchase decision of iPhone 

Smartphones. 

H2: There is a positive and significant influence between product quality on purchase decision of 

iPhone 

Smartphones 

H3: There is a positive and significant influence between brand image on lifestyle of iPhone 

Smartphones. 

H4: There is a positive and significant effect between product quality on lifestyle of iPhone 

Smartphones. 

H5: There is a positive and significant effect between lifestyle on purchase decision of iPhone 

Smartphones. 

H6: There is a positive and significant influence between brand image to purchase decision mediated 

of lifestyle  

H7: There is a positive and significant effect between product quality on purchase decisions mediated 

of lifestyle  

 

III. RESEARCH METHOD 

 This type of research is quantitative research. Quantitative is a method for testing a theory that uses the 

relationships of each variable. This study used descriptive analysis, namely the results of respondents' responses 

to variables used through the submitted questionnaire items. These variables are described in several indicators 

measured by a Likert scale with a score of 1 to 5 

 The population in this study were UMS students using iPhone. In this study using a sample because in 

conducting research there are limitations of time, cost and energy so that in determining the sample is also 

based on (Ferdinand, 2014) who states that in multivariate research (including those using multivariate 

regression analysis) the sample size is determined as many as 25 times the independent variable. So a minimum 

of 25 x 3 or 75 samples are needed. This sample is not a guideline for sampling that must be taken but only as a 

minimum requirement that is considered the results will be concrete in accordance with the conditions in the 

field. So in this study, the researcher uses 100 sample. 

 The data collection method used in this study was to use a questionnaire. The data that has been 

obtained from respondents who are the subject of research then the data is processed using SPSS 25.0 for 

Windows. Regression analysis in this study aims to determine how much influence the independent variable 

(independent) consisting of brand image, product quality, and lifestyle on the dependent variable consisting of 

the purchase decision of iPhone Smartphone. In this study, regression analysis is performed using the software 

SmartPLS Verses 3.0 statistical processing tools obtained by the calculation results. 

 

IV. RESULT AND ANALYSIS 
This study uses a sample of student University of Muhammdiyah Surakarta, who using iPhone 

Smartphone, out of these 100 samples, has the following characteristics: 

 

Description of sex characteristics 
The following are the characteristic results of the sex description shown in the table: 

Table 1 Description of gender characteristics 

No. Gender Sum Presented 

1. Male 30 30% 

2. Female 70 70% 

Total 100 100% 

Source: Primary Data 2022 

Table 1 above shows that the sample collected as many as 100 respondents were divided into 

two sex groups. Respondents of the male sex totaled 30 people (30%), and women totaled 70 people 

(70%). In this study, it can be concluded that the majority of using iPhone is female. 
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Description of Age Characteristics 

The following are the characteristic results of the age description shown in the table: 

Table 2 Description of age characteristics 

No Age Sum Presented 

1 17-19 4 4% 

2 

3 

4 

20-22 

23-25 

>25 

77 

18 

1 

77% 

18% 

1% 

Total 100 100% 

Source: Primary Data 2022 

 

Table 2 above shows that the sample collected as many as 100 respondents were divided into 4 age groups. 

Respondents aged 17-19 years were 5 people (5%), aged 20-22 years were 63 people (63%), aged 23-25 years 

were 31 people (31%), aged > 25 years were 1 person (1%). 

 

Description of Faculty Characteristics 

The following are the results of the characteristics of the Faculty description shown in the table: 

Table 3 Description of Long-Working Characteristics 

No. Faculty Amount Percentage 

1. FAI 2 2 % 

2. Pharmaceutical 1 1 % 

3. FEB 67 67 % 

4. FH 3 3 % 

5. FIK 7 7 % 

6. FK 2 2 % 

7. FKIP 7 7 % 

8. Geography 1 1 % 

9. Psychology 4 4 % 

10. Engineering 6 6% 

Total 100 100% 

Source: Primary Data 2022 

 

From table 4.3 above, it can be seen that the sample collected was 100 respondents divided into 10 

faculty groups. Respondents from the FAI faculty amounted to 1 person (1%), from the FEB faculty there were 

58 people (58%), from FH 11 people (11%), from FIK 12 people (12%, from FK 1 person (1%), from FKI there 

are 2 people (2%), from FKIP there are 8 people (8%), from FP there are 2 people (2%) and from FT there are 5 

(5%). 
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Description of Type iPhone  

The following are the results of the characteristics of the Type iPhone shown in the table: 

Table 4.  Description of iPhone Type Characteristics 

No. Income Amount Percentage 

1. iPhone 5.5c,5s 3 3 % 

2. iP phone 6plus, 6, 6sPlus, 6s 11 11 % 

3. iPhone 7 Plus, 7 14 14 % 

4. iP phone 8 Plus, 8 7 7 % 

5. iP hone SE Generation 1, 2, 3 1 1 % 

6. Xr , XS Max, XS 30 30 % 

7. 11,11 Pro, 11 Pro Max 22 22 % 

8. iP phone 12 Mini, 12, 12 Pro, 12 

Pro Max 

6 6 % 

9. iP phone 13 Mini, 13, 13 Pro, 13 

Pro Max 

6 6 % 

Total 100 100% 

Source: Primary Data 2022 

From table 4 above, it can be seen that the sample collected was 100 respondents divided into 9 iPhone 

types, respondents with iPhone 5.5C type, and 5s totaling 3 people (3%), respondents with iPhone series 6 type 

totaling 11 people (11%) , respondents with iPhone 7 series type are 14 people (14%), respondents with iPhone 

8 series type are 7 people (7%), respondents with iPhone SE series type are 1 person (1%), respondents with 

iPhone X type are 30 people (30%), respondents with type iPhone 11 series amounted to 22 people (22%), 

respondents with type iPhone 12 series amounted to 6 people (6%), and respondents with type iPhone series 13 

amounted to 6 people (6%). 

PLS Outer Model Test Results 

Deep research, result Testing Assisted with help software SmartPLS Verses 3.0, model complete get 

Presented on figure as next:  
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Convergent validity  

Table 5 Convergent Validity 

Variable Indicator Outer Loading Note: 

Brand Image (X1) X1.1 

X1.2 

X1.3 

X1.4 

X1.5 

X1.6 

X1.7 

0.639  

0.844 

0.816 

0.631 

0.825 

0.722 

0.785 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Product Quality 

(X2) 

X2.1 

X2.2 

X2.3 

X2.4 

X2.5 

X2.6 

X2.7 

X2.8 

0.508 

0.679 

0.544 

0.885 

0.901 

0.882 

0.773 

0.609 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Lifestyle ( Z ) Z.1 

Z.2 

Z.3 

Z.4 

0.685  

0.830 

0.705  

0.899  

Valid 

Valid 

Valid 

Valid 

 

Purchase Decision 

(Y) 

Y.1 

Y.2 

Y.3 

Y.4 

Y.5 

Y.6 

Y.7 

Y.8 

Y.9 

0.731  

0.777  

0.731  

0.752  

0.676 

0.925 

0.667 

0.659 

0.702 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Source: Primary Data 2022 

To test convergent validity, the Outer loading value or loading factor is used. The reflective 

measure or criterion in this test with a value of outer loading 0.05-0.60 (Ghozali, 2015). Based on 

Table 5 all statement items proved valid. 

 

Discriminant validity 

Table 6 Cross Loading 

 

Brand 

Image 
Lifestyle 

Purchase 

Decision 

Product 

Quality 

X1.1 0.739 0.531 0.563 0.525 

X1.2 0.844 0.802 0.831 0.680 

X1.3 0.816 0.813 0.784 0.677 

X1.4 0.731 0.433 0.492 0.639 

X1.5 0.825 0.634 0.687 0.911 

X1.6 0.722 0.586 0.637 0.760 

Fig 4 Outer Model 
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X1.7 0.785 0.668 0.734 0.596 

X2.1 0.475 0.524 0.421 0.708 

X2.2 0.665 0.822 0.673 0.779 

X2.3 0.517 0.657 0.478 0.744 

X2.4 0.788 0.612 0.651 0.885 

X2.5 0.796 0.623 0.703 0.901 

X2.6 0.778 0.598 0.638 0.882 

X2.7 0.614 0.538 0.538 0.773 

X2.8 0.549 0.367 0.523 0.709 

Y.1 0.630 0.652 0.731 0.509 

Y.2 0.690 0.653 0.777 0.580 

Y.3 0.586 0.593 0.731 0.543 

Y.4 0.624 0.651 0.752 0.489 

Y.5 0.638 0.573 0.776 0.535 

Y.6 0.833 0.824 0.925 0.671 

Y.7 0.595 0.382 0.767 0.557 

Y.8 0.688 0.547 0.759 0.680 

Y.9 0.722 0.593 0.702 0.765 

Z.1 0.589 0.785 0.506 0.590 

Z.2 0.640 0.830 0.640 0.687 

Z.3 0.557 0.705 0.512 0.559 

Z.4 0.869 0.899 0.876 0.748 

Source: Primary Data 2022 

 

The analysis results produced by cross loading above show that the value is above 0.7 for each variable 

or its measurement in each variable is greater than other variables so that the indicator of each variable is 

declared valid. 

 

Composite Reliability and Cronbach’s Alpha 

Table 7 Reliability 

Indicator 
Cronbach's 

Alpha 

Composite 

Reliability 

Average 

Variant 

Extracted 

 

 Note: 

Brand Image (X1) 0.874 0.902 0.572   Reliable 

Product Quality (X2) 0.871 0.902 0.545   Reliable 

Lifestyle ( Z ) 0.789 0.864 0.616   Reliable 

Purchase Decision (Y) 0.894 0.915 0.547   Reliable 

Source: Primary Data 2022 

 

Based on table 7 above shows that the composite reliability of each variable shows a construct value > 

0.60. These results indicate that each variable has met the composite reliability so that it can be concluded that 

all variables have a high level of reliability. 

Furthermore, in the table above, the cronbach's alpha of each variable shows a construct value of > 

0.70, thus these results indicate that each research variable has met the requirements of the cronbach's alpha 

value, so it can be concluded that all variables have a high level of reliability. 
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According to (Ghozali, 2015) discriminant validity, it is declared valid if the AVE value is > 0.05. 

Based on the table above, the Average Variance Extracted (AVE) value above shows the value > 0.5, therefore 

each variable is declared valid. 

Multicollinearity Test 

Table 8 VIF 

Collinearity (VIF) Z Y Note 

Brand Image (X1) 5,201 6,784 Multicollinearity free 

Product Quality (X2) 5,201 5.519 Multicollinearity free 

Lifestyle ( Z )  4,178 Multicollinearity free 

Source: Primary Data 2022 

 

The purpose of this multicollinearity test is to determine a strong correlation between variables by 

looking at the correlation value between independent variables. The criteria that apply in the multicollinearity 

test is when the VIF (Variance Inflation Factor) value is <10, which means the regression model is free from 

multicollinearity (Kusuma, Junata, and Liliani, 2018). 

 

Structural Model or Inner Model  

This model measures how the predicted relationship between independent variables to dependents is 

expressed in the econometric model. The Inner model consists of a test of goodness of fit (coefficient of 

determination (R
2
); Effect Size (F

2
); and Q Value

2
 are then partially tested to explain the causal relationship 

between independent variables and their dependents. In this analysis, the relationship of causality uses direct 

effect and indirect effect. 

 

Path Coefficient 

Path coefficient evaluation is used to show how strong the effect or influence of independent variables 

is on dependent variables. Meanwhile, coefficient determination (r-square) is used to measure how much the 

dependent variable is met by other variables. 

 

Table 9 R square 

 
R Square 

Lifestyle ( Z ) 0.761 

Purchase Decision (Y) 0.838 

Source: Primary Data 2022 

 

Based on table 4. 8 above, it shows that the value of R Square for the lifestyle variable (Z) is 

0.761. These results explain that the percentage of the magnitude of the lifestyle (Z) is 76.1 %. This 

means that the brand image variable and Product quality has an effect on lifestyle (Z) by 76.1 % and 

the remaining 23.9 % is influenced by other variables. Meanwhile, the value of R Square for the 

purchasing decision variable (Y) is 0, 838. These results explain that the large percentage of purchase 

intention is 83.8 %. This means that the variables of brand image, product quality and lifestyle on 

purchase decision of 83.8 % and the remaining 16.2 % is influenced by other variables. 

 

Goodness of Fit  

The goodness-of-fit test was carried out to evaluate the measurement model, the structural 

model, and to provide simple measurements for the prediction of the overall model (Ghozali, 2015). 

The following are the results of the Q-square analysis: 

Table 10 Q Square 

 
Q Square 

Lifestyle ( Z ) 0.277 

Purchase Decision (Y) 0.416 
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Source: Primary Data 2022 

Based on table 4.12 Q square value greater than 0 indicates that the model is predictively relevant. 

 

Hypothesis Test 

Hypothesis testing in this study was carried out by looking at t statistics and P-Value. The t-test aims 

to find out how much influence independent variables have on dependent variables partially. 

 

 
Direct Effects 

This direct effect uses the t-test which aims to determine the effect of the independent variable 

on the dependent variable partially. This hypothesis can be accepted if P Values <0.05. The hypothesis 

is accepted that the independent variable has a significant effect on the dependent variable. (Juliandi, 

2018) 

(a)  

Table 11 Direct Effect 

  

Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values Note 

Brand Image -> 

Purchase Decision 
0.466 0.474 0.085 5,474 0.000 Significant 

Product Quality -> 

Purchase Decision 
0.284 0.292 0.074 3,853 0.000 Significant 

Brand Image -> 

Lifestyle 
0.320 0.308 0.116 2,771 0.006 Significant 

Product Quality -> 

Lifestyle 
0.563 0.578 0.106 5,292 0.000 Significant 

Lifestyle -> 

Purchase Decision 
0.271 0.253 0.096 2,826 0.005 Significant 

Source: Primary Data 2022 

Fig 5 Inner Model 
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Based on the table above, it shows that of the five hypotheses that have a direct effect, they are 

accepted because the T-Statistics value > 1.96 P-Values < 0.05. 

 

Indirect Effect 

Indirect influence analysis is useful for testing the hypothesis that a dependent variable has an indirect 

effect on an independent variable mediated by an intermediate variable. (Juliandi, 2018) 

Table 12 Indirect Effect 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values Note 

Brand Image -> 

Lifestyle -> 

Purchase Decision 

0.087 0.077 0.039 2,234 0.026 Significant 

Product Quality -

> Lifestyle -> 

Purchase Decision 

0.152 0.148 0.066 2,318 0.021 Significant 

Source: Primary Data 2022 

 

Based on the table above shows that from indirectly influential relationships all hypotheses are accepted 

because the T-Statistics value > 1.96 P-Values < 0.05. 

 

V. Research Discussion 

The effect of brand image on purchase decision 

The results of the first hypothesis in this study prove that brand image positive and significant effect on 

purchase decision. Based on the results obtained, the p-values are 0.000 <0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. According to (Kotler and Keller, 2008) When 

consumers' lives become increasingly complex, rushed and time-consuming, the brand's ability to simplify 

purchasing decision making is of value. Brands signify a certain level of quality so that satisfied buyers can 

easily repurchase products. Brand loyalty provides a company with a safe and predictable level of demand, and 

creates a barrier that makes it difficult for other companies to enter the market. Loyalty can also translate into a 

customer's willingness to pay higher prices, often 20% to 25% higher than competing brands. (Kotler, 2003) 

defines brand image as a set of beliefs, ideas and impressions that a person has of a brand. Therefore, consumer 

attitudes and actions towards a brand are largely determined by the brand image. 

 

The Effect of product quality on purchase decision 

The results of the second hypothesis in this study prove that brand image positive and significant effect 

on purchase decision. Based on the results obtained, the p-values are 0.000 <0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. Product quality is closely related to purchase decision, 

where product quality is one aspect of consumer considerations in making purchase decision. Good quality will 

lead to customer satisfaction which in turn will make the consumer loyal to the product. The company will be 

able to provide quality in accordance with the wishes and needs of consumers by taking into account the 

existing market quality standards. This is so that the quality provided by the company is not less competitive 

than its competitors. One by one who knows this, of course not only selling the product itself, but also the 

benefits of the product which in the end helps the company to increase sales because it will affect the purchase 

decision made by consumers. The results of this study are supported by the results of research (Akhmad and 

Jamilah, 2015) explains that product quality has a positive and significant effect on purchase decision.  

 

The effect of brand image on lifestyle 

The results of the third hypothesis in this study prove that brand image positive and significant effect 

on purchase decision. Based on the results obtained, the p-values are 0.006 < 0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. According to (Kotler, 2005) a brand image appears 

with a product or service that is difficult to distinguish, or assess its quality, or convey a statement about users. 
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The strategy includes creating its own design, associating it with its users so that their lifestyle can be fulfilled 

according to their wishes. According to (Sunarto, 2000) Lifestyle or lifestyle is a person's pattern of life to 

understand these forces we must measure the dimensions of activity, interest and opinion (AIO). The activity 

dimension (activity) is seen from work, hobbies, shopping, sports, and social activities. While the dimension of 

interest (interest) consists of food, fashion, family. 

 

The effect of product quality on lifestyle 

The results of the fourth hypothesis in this study prove that brand image positive and significant effect 

on purchase decision. Based on the results obtained, the p-values are 0.000 <0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. A person's lifestyle can be formed from a person's 

choice in determining a product that is a characteristic and a person's favorite in making a choice of a product 

brand that has become a person's trademark. Lifestyle affects a person who ultimately determines a person's 

consumption choices. So it can be concluded that lifestyle can influence a person to determine purchase 

decision, previous research has also proven that lifestyle has a positive and significant effect on purchase 

decision, found in the results of research from (Rasyid, 2016) Product quality can affect lifestyle. This is 

supported by research conducted by (Djermani, et al., 2021) with the results of research stating that product 

quality has a positive and significant effect on lifestyle. 

 

The effect of lifestyle on purchase decision 

The results of the fifth hypothesis in this study prove that brand image positive and significant effect 

on purchase decision. Based on the results obtained, the p-values are 0.005 < 0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. The diversity of consumers in meeting their needs is 

influenced by lifestyle characteristics which are measured based on activities where a person carries out 

activities to fulfill their needs such as work, hobbies, shopping, entertainment, sports, and one's interests based 

on the desire for the desired product, as well as one's opinion or view of the product. will be purchased so that it 

can influence consumer decision behavior. (Hawkins et al., 2007) mention that style A person's life affects his 

needs, behavior and buying behavior. Besides, research conducted by (Prasetyo, 2009) states that lifestyle 

variables have a positive relationship and have a significant influence on strong enough on the purchasing 

decision variables. Consumer purchase decision cannot be separated from the lifestyle of those who want to buy 

products that are useful and have good quality. Research conducted by (Anitha, 2016) , (Waruyanti and 

Suyanto, 2018) shows that lifestyle influences purchase decision. This means that lifestyle becomes one of the 

factors in influencing purchase decision. 

 

The effect Brand image to purchase decision mediated by lifestyle  

The results of the sixth hypothesis in this study prove that brand image positive and significant effect 

on purchase decision. Based on the results obtained, the p-values are 0.026 < 0.05, this is prove that there is a 

significant positive effect, so this hypothesis is accepted. Based on research (Heriyati, 2015) that brand image 

affects consumer purchasing decisions. The iPhone brand image has been attached to the respondent's heart and 

the iPhone brand image has become the dominant market, if the brand image increases, the respondent's 

lifestyle will also increase which will increase the iPhone purchase decision. Their lifestyle such as daily 

activities, social status, and benefits for everyday life can be fulfilled when they have an Iphone. Respondents 

feel that the iPhone can support their daily activities because the iPhone is easy to operate with the operating 

system performance tends to be faster than other Androids. In addition, the iPhone is a superior product that is 

always sought after by consumers in following current smartphone trends. The results of this study support and 

strengthen the research of (Pratama et al, 2018) which states that lifestyle has a significant effect on buying 

decisions. The decision to choose and buy products in this case is also related to the existence of a modern 

lifestyle, so that the desire to buy branded products also colors one's consumption patterns. The life of modern 

society has implications for the role of brands, meaning that consumers do not just want products, but also 

brands. Modern life is often identified with a lifestyle that always follows the trends or developments of the 

times. In these conditions, the decision to choose a brand image plays a role in modern lifestyles, so that the 

desire to buy branded products also colors a person's consumption pattern. According to (Kotler and Armstrong, 

2001) , the purchase decision is a stage in the decision-making process decision until the consumer actually 

buys the product. Usually the consumer's purchase decision is the most preferred brand. 
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The effect product quality to purchase decision mediated by lifestyle 

The results of the seventh hypothesis in this study prove that brand image positive and significant 

effect on purchase decision. Based on the results obtained, the p-values are 0.021 <0.05, this is prove that there 

is a significant positive effect, so this hypothesis is accepted. According to respondents, the product quality 

offered is of good quality in terms of features and design. Features and designs that are luxurious and according 

to needs will convey a sense of trust in respondents which results in an increase in lifestyle and the increasing 

lifestyle will also increase iPhone purchasing decisions, this can improve lifestyle purchasing decisions. A 

person's lifestyle can be formed from a person's choice in determining a product that is a characteristic and a 

person's favorite in making a choice of a fashion product brand that has become a person's trademark. The better 

the quality of the product used by Hammer, it will affect the lifestyle of Hammer customers, with an increase in 

one's lifestyle, it will have an impact on increasing purchase decision. Lifestyle can mediate the effect of 

product quality on purchase decision. This is supported by research conducted by (Djermani, et al ., 2021) with 

the results of research which states that lifestyle is able to mediate the effect of product quality on purchase 

decision. 

 

VI. CONCLUSION 
This study aims to determine the effect of Brand Image and Product Quality on The iPhone 

Smartphone Purchasing Decision with Lifestyle as Intervening Variables.  Based on the results of the research 

that has been carried out and data analysis as explained in the previous chapter, the following are the 

conclusions from the results of the study as follows:  

1. Brand image has a positive and significant effect on purchasing decision.  

2. Product quality has a positive and significant effect on the purchasing decision. 

3. Lifestyle has a positive and significant effect on purchasing decision. 

4. Brand image has a positive and significant effect on lifestyle. 

5. Product quality has a positive and significant effect on the lifestyle 

6. Brand image has a positive and significant effect on purchasing decision with lifestyle as mediation.  

7. Product quality has a positive and significant effect on on purchasing decision with lifestyle as 

mediation. 
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