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Abstract: General Background: The rapid advancement of technology has significantly 

impacted consumer purchasing decisions, particularly in selecting smartphones. Consumers 

often consider factors like brand image, price perception, and product quality when choosing 

products. Specific Background: Among the vast range of smartphone options available, 

iPhone is a prominent choice, but the specific factors driving consumer interest in iPhone 

products, particularly in Sidoarjo, remain underexplored. Knowledge Gap: While much 

research has focused on general smartphone buying behavior, limited attention has been given 

to the specific interplay between price perception, brand image, and product quality in 

influencing buying interest for iPhones in regional markets like Sidoarjo. Aims: This study 

aims to examine the impact of price perception, brand image, and product quality on consumer 

buying interest in iPhone products in Sidoarjo, using Structural Equation Modeling (SEM) 

and Partial Least Squares (PLS) analysis. Results: From a sample of 110 respondents, the 

findings reveal that price perception, brand image, and product quality all have a significant 

positive effect on consumer buying interest. The R-square value of 0.700 suggests that 70% 

of the variation in buying interest is explained by these three variables. Novelty: This study 

provides novel insights into the Sidoarjo market, demonstrating that these factors substantially 

drive iPhone purchase interest, with brand reputation and perceived product quality playing 

key roles. Implications: The results highlight the importance of enhancing brand image and 

maintaining high product quality to increase consumer interest, which could inform marketing 

strategies for smartphone brands targeting regional markets like Sidoarjo. Future studies could 

explore additional variables influencing buying interest, given that 30% of the variation 

remains unexplained by the current model. 
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Introduction 

Along with the development of communication technology, interaction between individuals 

is getting easier. Smartphones are a useful technological innovation and are increasingly used by 
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people. Over time, the advancement of communication technology has made human communication 

easier. Smartphones have become a very useful technology and are increasingly used by people. With 

the advancement of technology, smartphones have become an important necessity in our daily lives. 

Everyone, regardless of age, has become accustomed to using smartphones. The development of 

smartphones such as Blackberry, iPhone, and Android has also brought changes in the form of mobile 

phones that have touch screens, the latest features, and attractive designs. 

In Indonesia, many brands of Smartphones are used by the public with various prices, Apple 

is one of the companies whose sales are increasing over time. At this time Indonesia has become a 

very attractive market for mobile phone manufacturers around the world. With a large population and 

rapid technological developments, Indonesia is a strategic place to test the market and introduce the 

latest products. One of the most popular smartphones is the iPhone, which is produced by Apple and 

uses the iOS operating system [1] . The iPhone is one of the most expensive smartphones available 

in Indonesia [1] . Users can also easily install software by downloading the desired application 

through the Apple Store [1] . Therefore, the iPhone is nominated as one of the smartphones in the 

Top Brand Indonesia. 

According to the CIRP report, the majority of iPhone users are teenagers [2] . 22% of those 

aged 18-24 use iPhone, and the 25-34 and 35-44 age groups are 27% and 23% respectively [2] . Many 

users of iOS products in the younger generation just want to follow the trend and enjoy the features 

available on iOS devices [2] . These features include clear shots and videos produced with stable 

quality [2] . The more sophisticated the iPhone features, the Apple Company will certainly continue 

to release the latest iPhone products every year [2] . 

Based on the image above, it can be seen that iPhone product sales are at the peak of the Top 

Brand Index , in 2024 with a percentage of 26.7%, while in 2023 there was a slight decline, namely 

with a percentage of 24.7% then in 2022 there was a decline again, namely with 13.2%. In 2021 it 

also showed that the iPhone was at a percentage of 15.9% and also in 2020 it experienced a decline 

of around 9.1%. This shows that in the last 5 years there has been a decline in sales of iPhone products 

and identifies a decline in buying interest. With the decline in sales figures, of course, it will be related 

to low buying interest. In 2020 to 2021, iPhone sales had increased, then in 2021 to 2022 iPhone 

product sales experienced a sudden decline, there are several reasons why iPhone sales have 

decreased. One of them is the emergence of competitors by offering cheaper prices is also one of the 

reasons for the decline in sales [3] . However, the increase in iPhone sales did not come by chance, 

but rather the increase in iPhone sales is due to iPhone's consistency in making quality smartphones 

by providing a good enough camera where many people are interested in using this smartphone in 

their daily lives [4]  

 

 
Image 1 Top Brand Index 
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There are several other factors that influence purchasing interest, namely price perception, 

brand image, and product quality. Price perception is the amount of money that consumers must pay 

to obtain the desired product or service. A good Brand Image is one of the factors that influence 

consumer purchasing interest. Companies with a positive Brand Image will create purchasing interest 

in the products offered, the stronger the Brand Image in the minds of customers, the greater the 

customer's confidence in choosing the product [6] . Furthermore, product quality is an important 

element that must be present and plays a role in determining consumer satisfaction after purchasing 

and using a particular product. If the product quality is good, then consumer expectations and needs 

will be met. Conversely, if the product quality is poor, then consumer expectations and needs may 

not be met [6] . Consumer purchasing interest is able to create motivation that is recorded in the minds 

of consumers and becomes a very strong desire [3] . 

From this study, price perception is a major factor in deciding whether a product is worth 

buying [7] . Although the price of iPhone products is often considered expensive by most consumers 

when compared to its competitors, the uniqueness of the iPhone lies in its operating system (iOS) 

which distinguishes it from other products. This so-called expensive price certainly has a reason, 

according to CNBC Indonesia, the iPhone has specially developed software and hardware where its 

users will get the best performance than other smartphones, the second reason is the expensive 

research and development costs where Apple needs a lot of time to do research and development 

every year and costs research that is not cheap [4] . 

Brand image is a perception of a brand that is a reflection of consumer memory of its 

association with the brand, which consists of company image, user image, and product image [7] . 

Company image is an impression formed in the minds of consumers about a company that offers a 

particular product [7] . User image refers to consumer perceptions of individuals who use the product, 

including their lifestyle and social status [7] . Meanwhile, product image is a concept felt by 

consumers related to the product brand, including product attributes, price, benefits, reputation, and 

guarantees provided [7] . 

One of the strategies that needs to be considered next is about product quality. Product quality 

has high significance for consumers because every consumer wants the products they buy to have 

good quality [7] . If the quality does not meet the standards, the product will generally be rejected 

even though it is still within reasonable limits or tolerances that have been set. Therefore, it is very 

important to pay attention to the product in order to avoid bigger mistakes in the future [7] . If 

consumers or customers feel dissatisfied, they tend to switch to competitors' products because the 

products offer good product quality that continues to develop [7] . 

Purchase interest occurs due to the influence that comes from within a person or external 

influences that encourage consumers to buy iPhone Smartphone products in Sidoarjo. Factors that 

influence the interest in buying iPhone smartphones are the main focus in this study, with the aim of 

producing findings that can help marketers and sellers in marketing iPhone smartphones [4] . Based 

on this study, in Yogyakarta, the interest in buying an iPhone is significantly influenced by Price 

Perception [4] . The interest of Yogyakarta people to buy an iPhone is significantly influenced by 

Brand Image [4] . The interest in buying iPhone products in Yogyakarta, it is proven that Product 

Quality has a significant influence [4] . 

However, the role of Price Perception , Brand Image, and Product Quality to increase purchase 

interest is still a debate among researchers. There are several previous studies that show the existence 

of Evidence Gap , namely the inconsistency between known phenomena and findings of evidence in 

the field. Price perception is the tendency of consumers to use price in assessing the suitability of 

product benefits [8] . In this study, price perception has a positive and significant effect on the decision 

to purchase iPhone products in Surabaya [8] . This shows how price perception affects the experience 

of buying iPhone products in Surabaya [8] . Higher price perception among consumers leads to higher 

purchase interest. [8] . However, other studies show that price perception does not have a significant 

effect on consumer interest in buying mobile phones by FEB Unsrat students [9] . Based on existing 

data, the motivation to buy mobile phones among FEB-Unsrat students is not influenced by price. 
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The price offered is in accordance with the interest in buying the mobile phone [9] . 

Next is the role of Brand Image , perceptions and beliefs displayed through consumers' 

personal experiences regarding brand image have a positive and significant impact on consumer 

interest in purchasing iPhone products in Surabaya [8] . This shows that Brand Image greatly 

influences purchasing interest in iPhone products in Surabaya [8] . The higher the Brand Image of a 

product, the greater the consumer's desire to purchase [8] . Other studies say that brand image has a 

negative and significant influence on the purchasing interest of Blibli e-commerce consumers in the 

Batam city community [10] . 

Then in this study, Product quality is a measure or level of excellence in which a product or 

service combines different features and benefits for customers [11] . Product quality has a positive 

and significant influence on the purchasing interest of students in Surabaya [11] . This is proven by 

the increasing consumer purchasing interest in iPhone products [11] . Quality product iPhone proven 

Because system its operation Work with Good And all the product launched with best specifications 

. Other research shows that product quality has no significant effect on the purchasing interest of 

Economics Students at Simalungun University [ 12] . 

Based on the above background, there are quite diverse previous research results that have 

given rise to a Research Gap that will be a gap for researchers to review. Therefore, researchers are 

interested in examining the existing variables. So the author wants to conduct a study entitled " The 

Influence of Price Perception , Brand Image , and Product Quality on Consumer Purchase Interest of 

iPhone Smartphone Products (Study on Consumers in Sidoarjo)". 
 

Methods 

The research method used in this study is a quantitative method. Quantitative method is a 

research method using numbers and statistics in collecting and analyzing measurable data. The 

population involved in this study were smartphone users who were interested in buying an iPhone in 

Sidoarjo. The sampling technique used in this study was simple random sampling . Simple random 

sampling is a method of selecting samples from a population using a simple random method, namely 

each member of the population has the same opportunity to be sampled. Because the size of the 

population is unknown, this study uses the Lemeshow formula to determine the sample size. 

 

 
 

In the calculation, the result was 96.04 but rounded to 100 respondents obtained from the 

lemeshow formula calculation. Rounding was done to achieve the minimum sampling eligibility in 

the PLS ( Partial Least Square ) range, which is 30 to 50, or 200 or more for large samples. In this 

study, the researcher decided to take a minimum sample of 100 samples. To obtain a representative 

sample, the researcher determined the sampling criteria in this study, namely the Sidoarjo area 

community aged 17 to 40 years who are currently or have previously been interested in buying an 

iPhone. The data sources used in this study are primary and secondary data sources. Primary data was 

obtained using a Google form that was shared with iPhone product users in Sidoarjo as respondents 

and by sharing the survey link via social media. While secondary data was obtained from other 

journals. 

The instrument used to collect this data is a questionnaire. A questionnaire or better known as 

a survey is a method of collecting data by distributing questionnaires to respondents in the hope of 

providing answers to the questions asked [20] . Which is done online via Google Forms using a 

measurement scale called the Likert scale . The Likert scale is a scale used to measure the attitudes, 
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opinions, thoughts of a person or group towards a particular event in society [22] . This scale form 

contains 5 answers, namely strongly agree (SS), agree (S), neutral (N), disagree (TS), and strongly 

disagree (STS) with values 1 to 5 [22] . 

The data analysis technique in this study uses PLS ( Partial Least Square ) hypothesis testing. 

PLS is software that can be used for soft modeling analysis because it does not require data 

measurement on a certain scale, thus allowing the use of a small number of samples (less than 100 

samples) [23] . The analysis methods used include Outer Model ( Measurement Model ) analysis and 

also Inner Model analysis . Outer Model analysis is used to see the validity and reliability in 

measuring latent variables where the test of Outer Model analysis includes convergent validity test, 

discriminant validity test, reliability test. Inner Model ( Structural Model ) analysis is used to test the 

model or hypothesis. Structural Model analysis includes R Square , F Square and Hypothesis Test ( 

Path Coefficient ) [21] . 

This study uses a type of research to determine the influence of independent variables, namely 

Price Perception (X1), Brand Image (X2), and Product Quality (X3), on the dependent variable, 

namely Purchase Interest (Y). This type of research uses descriptive statistical analysis techniques. 

Descriptive statistics are an analysis that uses mean, minimum, and maximum values to provide a 

general description of the characteristics of each research variable [15] . 

Result and Discussion 

Data Description 

Based on the results of the data collection that has been carried out, the respondents in this 

study were taken as many as 100 people with 110 respondents with 55 men or 50% and 55 women or 

50% where they were iPhone users in Sidoarjo. 

Analysis Outer Model  

 

 
 

Figure 2 Convergence Validity Test 

 

In Figure 2, it is explained that if the loading factor is >0.7, it can be concluded that the 

indicators of the latent variables already have a good convergence validity value. Then the path 

coefficient, which connects price perception with buying interest, means that price perception 

contributes 0.326 units to buying interest, brand image contributes 0.284 units to buying interest, and 

product quality contributes 0.334 to buying interest. 
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Reliability Test 

 

 Cronbach’s Alpha 
Composite 

Reliability 

Persepsi Harga (X1) 0.577 0.775 

Brand Image (X2) 0.873 0.913 

Kualitas Produk (X3) 0.811 0.888 

Minat Beli (Y) 0.675 0.820 

 

Table 1 Reliability Testing 

 

In Table 1, it is explained that the Cronbach'h Alpha or Composite Reliability test >0.7 

although 0.6 is acceptable. This shows that the latent variable has good realism, has good reliability. 

Then the AVE value is to measure the validity of convergence in addition to the loading factor, if the 

AVE value is >0.5, then these indicators have good convergence validity. 

Discrimination Validity Test 

 

 Brand 

Image 

(X2) 

Kualitas 

Produk 

(X3) 

Minat Beli 

(Y) 

Persepsi 

Harga 

(X1) 

Brand Image (X2) 0.733    

Kualitas Produk (X3) 0.709 0.851   

Minat Beli (Y) 0.740 0.749 0.852  

Persepsi Harga (X1) 0.672 0.655 0.735 0.778 

 

Table 4 Discriminant Validity 

 

If the root value of AVE (0.733) > between the correlation of other latent variables, it means 

that it has good discriminatory validity. So, it can be concluded that Brand image has good 

discriminatory validity, Product quality has good discriminatory validity, Buying interest has good 

discriminatory validity, and Price perception has good discriminatory validity. 

Analysis Inner Model  

R Square Test 

 

 R Square R Square Adjusted 

Minat Beli (Y) 0.700 0.691 

 

Figure 5 R Square 

 

The result of the R-square value of 0.700 is equal to 70% of the variation or change in buying 

interest is influenced by price perception, brand image, and product quality while the remaining 30% 

is explained by other reasons. 
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Path Coefficients 

 
 

Figure 3 Boothstrapping 

 

The results of this test are to minimize the problem of abnormalities in the study. The results 

of the test with boothstrapping from SmartPLS are as shown in the picture above. If the T Statistics 

value is >1.96, it can be concluded that price perception affects buying interest, brand image affects 

buying interest, and product quality affects buying interest, which means that the exogenous latent 

variable is significant. 

F Square 

 

 

Brand 

Image 

(X1) 

Kualitas 

Produk 

(X2) 

Minat 

Beli (Y) 

Persepsi 

Harga 

(X1) 

Brand Image (X2)   0.133  

Kualitas Produk (X3)   0.163  

Minat Beli (Y)     

Persepsi Harga (X1)   0.172  

 

Table 4 F Square 

 

The result of the F-square has a criterion of 0.02 having a small influence, 0.15 having a 

medium influence and 0.35 having a large influence on the structural level that can be explained by 

exogenous constructs. 

Hypothesis test 

Based on the results of hypothesis testing, it was found that the variables of price perception, 

brand image, and product quality had a significant effect on consumer buying interest in Sidoarjo. By 

looking at figure 8 if the tcount value > ttable and the P Value value > sig, then hypothesis testing is 

accepted. 
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Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Brand Image (X2) –> 

Minat Beli (Y) 
0.284 0.298 0.119 2.381 0.009 

Product Quality (X3) -> 

Purchase Interest (Y) 
0.334 0.320 0.103 3.251 0.001 

Price Perception (X1) –> 

Purchase Interest (Y) 
0.326 0.323 0.098 3.335 0.000 

 

Table 5 Hypothesis Test 

 

X1 (Price perception) affects buying interest, this can be seen from the output of the path coefficient 

obtained by the ttable > ttable (3.335 > 1.96) and the P Value < sig (0.000 < 0.05), so that the 

hypothesis is accepted. 

X2 (Brand image) affects buying interest, this can be seen from the output of the path coefficient 

obtained by the tcount value > ttable (2.381 > 1.96) and the P Value value > sig (0.009 < 0.05), so the 

hypothesis is accepted. 

X3 (Product quality) affects buying interest, this can be seen from the output of the path coefficient 

obtained by the ttable > ttable (3.251 > 1.96) and the P Value < sig (0.001 < 0.05), so the hypothesis 

is accepted. 

Discussion 

The Influence of Brang Image on Buying Interest in Confession in Sidoarjo 

Based on the results of the analysis with the t-test, it is known that the brand image partially 

has a positive and significant effect on consumer buying interest in Sidoarjo. This is supported by the 

respondents' answers to the statements in the questionnaire where most of the respondents gave a very 

agreeable answer to the first statement item, namely "I feel that Apple has a good reputation in terms 

of technology", it can be interpreted that consumers in Sidoarjo rely on the reputation of the Apple 

company is good. 

The Effect of Product Quality on Buying Interest in Sidoarjo 

Based on the results of the analysis with the t-test, it is known that product quality partially 

has a positive and significant effect on consumer buying interest in Sidoarjo. This is supported by the 

respondents' answers to the statements in the questionnaire where most of the respondents gave very 

agreeable answers on the second and third statement items, namely "I feel that the iPhone is able to 

carry out software updates well without reducing its performance" and "I feel that the iPhone has 

good physical endurance" This shows that consumers in Sidoarjo are interested and interested in 

buying an iPhone smartphone by looking at the the quality of the products contained in it.  

The Effect of Price Perception on Consumer Buying Interest in Sidoarjo 

Based on the results of the analysis with the t-test, it is known that price perception partially 

has a positive and significant effect on consumer buying interest in Sidoarjo. This is supported by the 

respondents' answers to the statements in the questionnaire where most of the respondents gave a very 

agreeable answer to the third statement item, namely "I will choose to buy an iPhone even though the 

price is higher than other brands", it shows that consumers in Sidoarjo are interested and interested in 

buying an iPhone smartphone even though the price is relatively high from other competitors. 

Conclusion 

Fundamental Findings: This study reveals that price perception, brand image, and product 

quality significantly and positively influence consumer buying interest in iPhone products in Sidoarjo, 

with these three variables explaining 70% of the variance in consumer buying interest. Implication: 

These findings underscore the importance for smartphone companies, especially Apple, to prioritize 
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brand image enhancement and maintain high product quality to attract more buyers in regional 

markets like Sidoarjo. Limitation: The study is limited to the Sidoarjo area, and the sample may not 

fully represent broader populations. Furthermore, it only examines three variables, leaving 30% of 

buying interest unexplained. Further Research: Future studies should include additional factors, 

such as consumer loyalty, advertising, or social influences, and expand the geographical scope to 

provide a more comprehensive understanding of smartphone buying behavior. 
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