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Abstract 

This study aims to determine the effect of Brand Image either together or partially or to know 

the variables that affect consumer purchasing decisions. Independent variables used in this 

study are brand image (X1), Product Quality (X2) and Price (X3) while the dependent variable 

is Purchase Decision (Y). The research method used in this research is quantitative research 

method by using sample of 50 respondents of STIE Mandala Jember Students. Data analysis 

method used in this research is descriptive analysis method and multiple linear regression 

analysis. Data processing is done by using computer software SPSS 20 for windows. 
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INTRODUCTION  

The increasing mobility of Indonesian society, as well as current technological advances have 

resulted in the need for communication and information changing from being a secondary 

need to a primary need in society. Cellular phones or cellphones are one of the technological 

tools that are slowly changing and socializing media for the people in Indonesia, so that 

people are always informed and easy to communicate. 

Samsung is one of the pioneers of cellular telephones or mobile phones in Indonesia. After 

nearly two decades of studying the needs and wants of consumers in Indonesia in particular, 

Samsung has turned into a giant mobile phone in Indonesia. 

The large number of smartphones entering Indonesia provides a wide choice of brands, 

product quality, and prices for Indonesian consumers. The brand identifies the source or 

manufacturer of the product and supports consumers to hold responsibility for its performance 
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from a particular manufacturer or distributor. A successful brand is a great product or service, 

backed by careful planning, a large number of long-term commitments, and creatively 

designed and executed marketing. A strong brand generates very high consumer loyalty. 

The existence of Samsung mobile phones in enlivening the mobile phone market in Indonesia, 

since the late 1990s which is known as the entry-level cellphone until now as the king of 

cellular phones in the world, creates an effective and positive branding among consumers of 

Samsung mobile products. 

Nurkhayati (2012) explains that before making a purchase, generally consumers will search 

for information on products that suit their needs. Information on a product, the consumer will 

evaluate and compare the product with other products, after the results of the thought 

(evaluation and comparison) give the result that the product purchased is in accordance with 

or in other words the consumer is interested in a certain product, then the consumer will 

actualize his thinking. by making a purchase for the product. 

From the description of the above problems, the authors are very interested in conducting 

research on consumer buying interest in their decision to purchase Samsung OS Android 

phones. The problem of this research is whether brand image, product quality and price will 

influence buying decisions. 

 

RESEARCH METHODS  

Object of research 

This research was conducted at the STIE MANDALA JEMBER campus, which is addressed 

at Jalan Sumatra No. 118-120 Jember. 

Population and Research Sample 

The population used in this study were students of STIE MANDALA JEMBER who had a 

Samsung mobile phone. This research took place from May to June 2016. The sampling 

technique used was probability sampling, in which all individuals in the population were 

given the same opportunity to become sample members. 

 

Operational Definition of Variables 

Operationally the researchers took measurement benchmarks for each variable, including: 

1.Brand Image (X1) 
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Brand image can be measured by several indicators such as brand recognition, brand 

popularity, and trusted brands. 

2. Product Quality (X2) 

Product quality can be measured by several indicators such as product design, product 

reliability, and features. 

3. Price (X3) 

Prices can be measured by several indicators such as competitive prices for similar products, 

price compatibility with product quality, affordability of product prices to consumers. 

4. Purchase Decision (Y) 

Purchasing decisions can be measured by several indicators such as choosing a product 

because of the price offered, making a choice on the best product, and the quality of the 

product offered. 

Data analysis method 

A. Validity Test 

The criteria applied to measure whether a data is valid or not is if r-count (correlation 

coefficient) is greater than r-table (critical value) it can be said to be valid. In addition, if the 

significant value <0.05, the instrument can be said to be valid (Ghozali, 2013) 

 

Caption : 

r = correlation coefficient of independent variable and dependent variable  

n = number of samples 

x = Score of each item 

y = Total variable score 

 

 

 

B. Reliability Test 
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An instrument is said to be reliable if it has a positive alpha value and is greater than 0.6 

where the greater the alpha value, the more reliable the measuring tool used (Ghozali, 2013). 

In this study, the calculation of reliability uses the Alpha formula: 

 

Caption : 

r11: Instrument reliability 

k: Number of questions 

σb²: Number of grain variants 

στ²: The sum of the total variance 

 

C. Multiple Linear Regression Analysis 

The use of this analysis tool is to determine the form of the relationship between the 

independent variable (X) and the dependent variable (Y). Here is a multiple linear regression 

formula: 

Y = α + β1 X1 + β2 X2 + β3 X3 + ε 

Caption : 

Y = consumer decision 

α = Intercept 

β1β2β3β4β5β6 = regression coefficient 

ε = item error, X1 = brand, X2 = price, X3 = product quality 

 

D. Partial Test (t test) 

The t test was conducted to test the regression coefficient partially from 

independent variable. The calculated t value can be found with the formula: 

 

E. Simultaneous Test (Test F) 

Testing is done using the F test, namely by comparing the F table with the F count contained 

in the Analysis of Variance table. The calculated F value can be found by: 



ABM : International Journal of Administration, Business and Management, Vol. 1 No. 1 November 2019 

 
 

5 

 

Caption : 

R= coefficient of determination  

n = number of samples 

k = many independent variables. 

 

RESULT AND DISCUSSION  

1. Validity and Reliability Test 

a.Vailidity Test 

From the results of instrument testing, the results show that statement items 1 to 12 are 

declared valid because each statement item has a significance level of less than 0.05. 

b. Reliability Test 

Instrument testing on 50 respondents with 12 question items, the results obtained by 

calculating with Cronbach's Alpha are equal to 0.883. 

2. Multiple Linear Regression Analysis 

The regression equation is obtained from the following table. 

Table 1. Result of Analysis 

 

Source : Output SPSS, 2018 
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Y = 0,651 + 0,248 X1 + 0,491 X2 + 0,210 X3 + Ɛ 

This multiple linear regression equation can be seen from the influence of Brand Image (X1), 

Product Quality (X2), and Price (X3) on Purchasing Decisions (Y) for Active Students 2015. 

The explanation of the results of the multiple linear regression equation above is as follows : 

a. The value of the constant (a) shows a positive value which means that there is a positive 

influence on the Purchase Decision (Y) 

in 2015 Active Students if Brand Image (X1), Product Quality 

(X2), and Price (X3) is fixed or constant. 

b. Brand Image (X1) has a positive value or positive influence on purchasing decisions (Y). 

c. Product Quality (X2) has a positive value or positive influence on Purchasing Decisions 

(Y). 

d. Price (X3) has a positive value or a positive influence on 

Purchase decision (Y). 

 

3.Test 

Testing the regression coefficient value of each independent variable can be done in two ways, 

namely, by comparing the arithmetic statistics and table statistics, 

a. If tcount <ttable, it means that Ho is accepted and Ha is rejected, so the variables of Brand 

Image (X1), Product Quality (X2), and Price (X3) do not have a significant effect on 

Purchasing Decisions (Y). 

2. If tcount> ttable, it means that Ho is rejected and Ha is accepted, so the Brand Image (X1), 

Product Quality (X2), and Price (X3) variables have a significant effect on Purchasing 

Decisions (Y). 

Based on the table above, it can be explained as follows: 

1. X1 (Brand Image) 

The result of tcount for the brand image variable (X1) is known to be 1.611, so it can be seen 

that X1 has an effect on purchasing decisions. By using the t table used a significant level of 

95% obtained t table 2.00958 (Appendix 7) so that tcount <ttable is 1.611 <2.00958 means 

this means that partially the brand image variable has no significant effect on purchasing 

decisions for Samsung cellphones. 

2. X2 (Product Quality) 
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The result of tcount for the variable Product Quality (X2) is known to be 2.594. By using the 

t-table used a significant level of 95% obtained t table 2.00958 (Appendix 7) so that tcount> 

ttable is 2.594> 2.00958, this means that partially the Product Quality variable has a 

significant effect on purchasing decisions for Samsung cellphones. 

3. X3 (Price) 

The result of tcount for the variable Price (X3) is known to be 1.155. By using t table used a 

significant level of 95% obtained t table 2.00958) so that t count <t table is 1.155 <2.00958 

means this means that partially the price variable has no significant effect on purchasing 

decisions for Samsung cellphones. 

The results of testing the effect of the price variable (X3) partially on Purchasing Decisions 

with the statistical t test can be seen in the figure as it is known that tcount of 1.155 is in the 

area H0 is accepted, which states that Price (X3) as an independent variable has no significant 

effect on HP Purchase Decisions. Samsung. Based on the explanation above, it can be 

concluded that X3 (Price) partially has no significant effect on Purchasing Decision (Y). 

4. Test F 

The results of calculations from data processing with SPSS version 20.0 show that the Fcount 

value is 10.535 (attachment 5). By using the F table (attachment 6) at an error rate of 0.05 and 

a significant level of 95%, it is found Ftable = (df1 / df2 = 3/46 = 2.81) so that it can be seen 

that the value of Fcount> Ftable is 10.535> 2.81 . So it can be concluded that Ha is accepted 

and Ho is rejected as in the following table: 

In the analysis section of the research results that need to be stated is proof whether the results 

of the analysis of the data collected can prove the hypothesis proposed.  

Table 2. Recapitulation of the Simultaneous Influence of Independent Variables 

Variabel Label Fhitung Ftabel 

X1 Citra Merek 10,535 2,81 

X2 Kualitas Produk 10,535 2,81 

X3 Harga 10,535 2,81 
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In general, this research shows satisfactory results. This is indicated by the number of high 

satisfaction responses from respondents to each research variable and from these results have 

a significant effect on customer satisfaction. This is because the brand image and product 

quality provided and the appropriate price will create satisfaction in consumers. The 

satisfaction that is formed will be the basis for further and providing recommendations to 

others. 

1. Influence of Brand Image on Purchasing Decisions 

The results showed that the brand image variable had an influence on purchasing decisions. 

These results provide empirical evidence that a brand image that gives a brand impression to 

its users that always carries a level of self-confidence will provide individual satisfaction for 

consumers. 

2. Influence of product quality on purchasing decisions 

The results showed that the variable product quality had a positive influence on purchasing 

decisions. These results provide empirical evidence that the quality of the product from the 

product provider is indicated by the durability and motive of the product as expected, and the 

quality of the raw materials used has guaranteed quality will determine consumer satisfaction. 

3. The effect of price on purchasing decisions 

The results showed that the price variable had a positive influence on purchasing decisions. 

These results provide empirical evidence that prices from product providers, indicated by 

affordability, will provide satisfaction to customers. 

 

CONCLUSION  

Based on data analysis, it is concluded that partially the brand image (X1) and price (X3) 

variables have no significant effect on purchase decisions (Y), while product quality (X2) has 

a significant effect on purchasing decisions. These results are consistent with the results of 

research by Goenandhi and Andrianto (2011). However, the overall variable brand image 

(X1), product quality (X2) and price (X3) together have a significant effect on purchasing 

decisions (Y). 
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IMPLICATIONS 

Based on the research results, the product quality has a significant effect so that companies 

need to maintain the quality or improve the quality of their products. The quality of good 

Samsung HP products must be maintained 
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