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Abstract

This study aims to determine and analyze the Influence of Brand Image, Country of Origin, and
Product Quality on Purchasing Decisions with Lifestyle as a Moderating Variable on iPhone
Smartphone Products (Study on Generation Z iPhone Smartphone users in Central Jakarta). The
number of respondents in this study was 120 people. The sampling technique used was Purposive
Sampling through questionnaire distribution. The data analysis method used was descriptive
analysis and moderated regression analysis. The results of the study showed that: (1) Brand Image
has a positive and significant effect on Purchasing Decisions. (2) Country of Origin has a positive
and significant effect on Purchasing Decisions. (3) Product Quality has a positive and significant
effect on Purchasing Decisions. (4) Lifestyle moderates the influence of the relationship between
Brand Image and Purchasing Decisions. (5) Lifestyle moderates the influence of the relationship
between Country of Origin and Purchasing Decisions. (6) Lifestyle moderates the influence of the
relationship between Product Quality and Purchasing Decisions.
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1. Introduction

Competition in the business world today is getting tighter, especially for companies engaged in the
same field. Each company must have its own uniqueness that can attract consumers to maintain
or capture the current market share. Companies must be able to identify the right strategy that
allows their business to survive and win the competition to achieve company goals. Basically, the
more competitors there are, the more choices consumers have in choosing a product.
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In the era of modern globalization, the increasing level of business competition causes the business
world to compete to maintain, win and expand its survival in the market. Consumer needs and
desires are always changing along with technological, economic, social and cultural developments,
thus affecting consumption patterns and lifestyles of the Indonesian people. The internet network
was launched to facilitate consumer access. Therefore, many companies provide internet-based
services to make it easier for consumers to search for products or services provided by the company
(Rahmi and Nizam, 2017).

Indonesia is the third largest smartphone user market in Asia after China and India and is also a
major market for smartphone manufacturers according to Counterpoin analysis. This shows that
consumer interest in communication technology in Indonesia is very high. According to the
Ministry of Information and Communication of the Republic of Indonesia, Indonesia is a sleeping
Asian digital technology giant. With a population of 250 million people with smartphone users
growing very rapidly, the digital marketing research institute E-marketer estimates that the number
of active smartphone users in Indonesia will reach more than 100 million in 2018. With the large
number of smartphone users, Indonesia has become the country with the fourth largest number of
active smartphone users in the world after China, India, and the United States.

According to Kristiawan and Keni (2020), the decision to buy or not to buy is part of a series of
unique factors in the individual consumer called behavior that refers to actual physical actions that
can be seen and measured by others. The increasing demand for high-quality products, companies
engaged in various business fields are competing to improve the quality of their products in order
to maintain the brand image of their products.

The main factor that can support purchasing decisions is brand image. According to Sudirman
(2022) a brand is a name, term, sign, symbol, design, or combination thereof that identifies a
product or service produced by a company. According to Aryaty & Budiatmo (2019) brand image
represents the overall perception of a brand and is formed from previous information and
experience with the brand. Consumers who have a positive image of a brand are more likely to
make a purchase. One way to achieve sustainable competitive advantage is to create a good brand
image that arouses emotional satisfaction in individuals and creates an impression of quality
towards the brand (consumer perception value of product quality).

Country of origin is also one of the factors besides the brand that can influence consumer decisions
in purchasing a product. Country of origin (COOQ) is the country of origin that most significantly
influences consumer opinion on the product, whether it is liked or not. Customers often have
prejudices about a particular item and country that come from myths and personal experiences.
Industrialized countries are known for their rapid technological advances, the goods they produce
will be superior to those made in developing countries. Kotler and Keller in Handoyo and Nugraha
(2020) describe country of origin as mental associations and beliefs triggered by a country.
Consumers believe that goods from countries with positive reputations are more valuable than
goods from countries with relatively negative reputations (Bagus & Keswara, 2019).

In addition to brand image and country of origin, another factor that can influence purchasing
decisions is product quality. One of the things that consumers look for is the best product quality.
Kotler & Armstrong (2016) stated that product quality is the capacity of a product to perform its
intended purpose, including durability, accuracy, dependability, ease of use and maintenance, and
other important features. Consumers are more likely to buy products that they believe are of higher

quality.

The evolution of lifestyle, especially among young people, is also a factor in considering purchasing
decisions (Miati, 2020). A lifestyle that encourages exclusivity and prestige makes consumers
choose products that match their desired self-image. Meanwhile, according to Alsabiyah (2019),
lifestyle is how someone lives their life including what products they buy, how to use them and
what they think and feel after using the product or lifestyle is related to the actual reaction to the
purchases that consumers make.
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According to the survey, iPhone smartphone users are mostly used by Generation Z. One of the
reasons is the sleek and modern design of the iPhone, which is in line with their preference for
aesthetics. In addition, the iPhone is known for its user-friendly interface and seamless integration
with other Apple devices, making it a great choice for Generation Z who value connectivity and
ease of use. Lastly, the perception of the iPhone as a status symbol among their peers may also
influence their preference for Apple products.

From the above phenomenon, the author feels the need to further investigate how consumers
decide to buy iPhone Smartphone products which according to data are included in the most
expensive smartphones throughout 2023. In addition, it is important to understand how brand
image, country of origin, and product quality are part of these considerations. What is unique in
this study is how lifestyle is used as a moderating variable. In other words, lifestyle may affect the
relationship between brand image, country of origin, product quality, and purchasing decisions.

2. Literature Review and Hypothesis

Buying decision

Sari (2020) to make a purchasing decision, buyers must be firm and knowledgeable because they
have to choose from many products. After completing the procedure, the buyer decides whether to
buy or not. Purchasing decisions are individual purchasing behavior that determines the selection
of a product to satisfy consumer needs and desires (Yuliani and Suarmanayasa, 2021). Purchasing
decision indicators according to Tjiptono in Paludi and Nurchorimah (2021) are product choice,
brand choice, payment method.

Brand Image

Amalia (2019) brand image represents the overall perception of a brand and is formed from
previous information and experiences with the brand. Brand image is related to attitudes in the
form of beliefs and preferences for a brand. Consumers who have a positive image of a brand are
more likely to make a purchase. Brand image also helps consumers recognize products, evaluate
product quality, and reduce purchasing risk. Brand image can have a big impact, because
consumers generally prefer well-known brands. Indicators according to Kotler and Armstrong
(2014) are brand identity, brand personality, benefits and brand advantages.

Country of Origin

Kotler and Armstrong (2014) stated that country of origin perception is a mental association and
belief triggered by a country. Consumer perception and belief in the image of the country of origin
play an important role in shaping consumer purchasing interest. Perception can be an attribute in
decision making or influence other attributes in the process. Companies want to use positive
country of origin perception to sell their products and services. According to Manten et al. (2021)
the indicators in country of origin are country innovation in production, product design and
product quality.

Lifestyle

Kotler and Armstrong (2014) lifestyle is a person's lifestyle pattern expressed in the form of
activities, interests, and opinions. From several definitions of lifestyle, it can be concluded that
lifestyle is a person's activities, interests, and opinions to describe a person's lifestyle in their
environment. A person's lifestyle changes quickly, quickly changing tastes in food, drinks, and
clothing along with changes in their life. According to Kotler and Keller in Fitri and Basri (2021)
lifestyle indicators are activities, interests and opinions.
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Research Concept Framework
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Figure 1. Research Concept Framework
Research Hypothesis

The Influence of Brand Image on Purchasing Decisions

Brand is one of the important elements in marketing activities, because the activity of introducing
and providing products cannot be separated from a trusted brand (Musa, 2017). Brand is also a
factor that consumers consider before making a decision to buy. Consumers who have a positive
image of a brand are more likely to make a purchase. One way to achieve sustainable competitive
advantage is to create a good brand image that arouses emotional satisfaction in individuals and
creates an impression of quality towards the brand (consumer perception value of product quality).
In line with previous studies conducted by Sherry and Heryenzus (2022), Amalia (2019), Mastuti
et al. (2019), and Adjizah et al. (2023) which states that brand image on purchasing decisions is
related and has a positive effect.

H1: Brand Image has a Positive and Significant Influence on Purchasing Decisions

The Influence of Country of Origin on Purchasing Decisions

Country of origin effect (COOE) refers to the impact caused by the country that produces,
assembles, or designs a product on consumer opinion of the product, either positively or negatively
(Kotler and Keller in Handoyo and Nugraha, 2020). Consumers will have more confidence in
products produced in developed countries. Because industrialized countries are known for their
rapid technological advances, the goods they produce will be superior to those made in developing
countries. The fact that businesses competing in the global market today produce goods all over
the world, it is possible that the location of production can influence customer purchasing decisions
when they know the country of origin of the product. In line with previous research conducted by
Habiburrahman et al. (2020); Nayumi and Sitinjak (2020), Hazriani and Megayani (2020), Soraya
and Siregar (2021) showed that country of origin has a positive and significant effect on purchasing
decisions.

H2: Country of origin has a positive and significant influence on purchasing decisions

The Influence of Product Quality on Purchasing Decisions

When buyers decide what to buy, one of the main factors that influences their choice is the quality
of the goods. Consumers are more likely to buy products that they believe have higher quality.
There needs to be quality standardization to achieve the desired product quality (Amalia, 2019).
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To prevent consumers from losing confidence in the products issued, this seeks to ensure that the
products produced meet the established criteria. Consumers' decisions to return an item or not are
influenced by their experience with the product, whether the purchase was good or bad. Therefore,
companies must be able to provide goods that are in accordance with consumer demand and
preferences. In accordance with previous research conducted by Sherry and Heryenzus (2022),
Amalia (2019), Nayumi and Sitinjak (2020), Manik (2019) showed that product quality has a
positive and significant effect on purchasing decisions.

H3: Product Quality has a Positive and Significant Influence on Purchasing Decisions

The Moderation Effect of Brand Image on Lifestyle Perception and Purchasing Decisions
Brand image creates a certain perception in the minds of consumers regarding the values
represented by a product or company. When a strong and consistent brand image is built, it can
influence how consumers view the product as part of their lifestyle (Laily and Ekowati, 2023).
Consumers tend to choose brands that they consider to be in line with their identity and lifestyle
aspirations. With a positive brand image, purchasing decisions are often driven by emotional
factors that are in line with the consumer's lifestyle. Therefore, an effective brand image can
influence consumer purchasing decisions through lifestyle perceptions. In accordance with
previous studies conducted by Laily and Ekowati (2023), Rizal and Cahyono (2023) and Fahri
(2023) showed that lifestyle can moderate the influence of the relationship between brand image
and purchasing decisions.

H4: There is a Moderating Influence of Lifestyle that Strengthens the Relationship between
Brand Image and Purchasing Decisions

The Moderating Influence of Country of Origin on Lifestyle Perception and Purchasing
Decisions

Consumers often associate products from a particular country with a certain image and standard,
be it superior quality, technical expertise, or a luxurious lifestyle (Miati, 2020). When the country
of origin has a good reputation in a particular product category, consumers are more likely to
associate the product with their desired lifestyle, thereby increasing interest and purchasing
decisions. In accordance with previous studies conducted by Asshifa (2022), Rizal and Cahyono
(2023) and Fahri (2023) showed that lifestyle can moderate the influence of the relationship
between country of origin and purchasing decisions.

H5: There is a Moderating Influence of Lifestyle that Strengthens the Relationship between
Country of Origin and Purchasing Decisions

The Moderation Effect of Product Quality on Lifestyle Perception and Purchasing Decisions
High-quality products are often associated with higher social status and luxury, thus increasing
their appeal to consumers who want to reflect a certain lifestyle (Suryani et al., 2020). When
product quality is high, the relationship between lifestyle perception and purchasing decisions
becomes stronger. Consumers feel that quality products not only meet functional needs but also
strengthen their identity and lifestyle aspirations. In accordance with previous studies conducted
by Christian (2018); Marcelo et al. (2024) and Dessyaningrum et al. (2020) showed that lifestyle
can moderate the influence of the relationship between product quality and purchasing decisions.
H6: There is a moderating influence of lifestyle that strengthens the relationship between
product quality and purchasing decisions.

3. Data and Method

Types of research

The type of research used is explanatory research using a quantitative approach. and using a
questionnaire as a data collection tool. Based on the purpose of this study, the type of research is a
survey. The purpose of this study is to determine the relationship between variables, namely the
Influence of Brand Image (H1), Country of Origin (H2), Product Quality (H3) on Purchasing
Decisions (Y) with Lifestyle (Z) as a Moderation Variable.
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Population and Sample

The population used in this study is generation Z smartphone users in Central Jakarta. The number
of this population is unknown. The sample size is 120 respondents obtained from the Hair formula,
with the criteria of buying and using an iPhone smartphone and generation Z aged 19 to 24 years
in Central Jakarta. Respondents in this study were dominated by women, namely 64.2%. The
characteristics of respondents based on age were dominated by 19-21 years, namely 68.3%. Then
respondents based on domicile were dominated by Gambir by 17.5%.

Data collection technique

Data collection techniques through the use of questionnaires as research instruments. The
measurement scale of the questionnaire used is an ordinal scale that meets the Likert scale type
statement with alternative answers ranging from strongly disagree, disagree, agree and strongly
agree with values ranging from 1 to 4. This study uses multiple regression methods with SPSS.

4. Results
Reliability Test
Table 1. Reliability Test Results
No  Variables Crombach 0 fTtem  Information
Alpha
1 Brand Image 0.926 9 Reliable
2 Country of Origin 0.941 9 Reliable
3 Product Quality 0.942 9 Reliable
4 Lifestyle 0.942 9 Reliable
5 Buying decision 0.944 9 Reliable

Source: Data Processing Results (2024)

Based on the table above, all variables can be said to be reliable because all variables have a
Cronbach's alpha value > 0.60 and have a criterion value with a very high category because it falls
into the criteria of 0.800-1,000.

Multiple Linear Regression Analysis

Table 2. Results of Multiple Linear Regression Analysis

Coefficientsa
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) -.608 902 -.674 501
X1 .328 .091 .298 3.612 .000
X2 239 .090 232 2,639 .009
X3 .449 .100 445 4.476 .000

Source: Data Processing Results (2024)

Classical Assumption Test
Normality Test

Table 3. One Sample Kolmogorov Smirnov Test

Kolmogorov-Smirnov Test

Asymp.Sig Alpha _
N (2-tailed) Standard  Lnformation
120 0.662 0.05 Normal

Source: Data Processing Results (2024)
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Based on the table above, it is known that the significance value of Asiymp.Sig (2-tailed) of 0.662
is greater than 0.05. So it can be concluded that the data is normally distributed and the normality
requirements in the regression model have been met.

Multicollinearity Test
Table 4. Multicollinearity Test Results

Collinearity Statistics
Model Tolerance VIF
Brand Image 0.217 4.602
Country of Origin 0.200 5.008
Product Quality 0.186 5,370
Lifestyle 0.123 8.121

Source: Data Processing Results (2024)

Based on table 6, the data in this study does not experience symptoms of multicollinearity or does
not have a relationship between the independent variables and other independent variables.

Heteroscedasticity Test

Table 5. Glejser Test Results

Coefficients
Model Sig. Residual
Brand Image 0.446 0.05
Country of Origin 0.691 0.05
Product Quality 0.957 0.05
Lifestyle 0.335 0.05

Source: Data Processing Results (2024)

Based on the table above, it can be concluded that the data used in this study does not show
symptoms of heteroscedasticity because > 0.05.

Hypothesis Testing
Partial Test (t-Test)

Table 6. T-Test Results

Standardized Coefficients

Model t Sig.
Beta

Brand Image 0.298 3.612 .000

Country of Origin 0.232 2,639 .009

Product Quality 0.445 4.476 .000

Source: Data Processing Results (2024)

Based on the table above, the t-count value is 3.612 with a significant value of 0.000 while the t-
table value is obtained from the table of 1.980. Thus, the t-count 3.612> t-table 1.980 and the
significant level is 0.000, so Ho is rejected and Ha is accepted.

The t-count value is 2.639 with a significant value of 0.009 while the t-table value is obtained from
the table of 1.980. Thus, the t-count 2.639> t-table 1.980 and the significant level is 0.009, so Ho is
rejected and Ha is accepted.

The t-count value obtained is 4.476 with a significant value of 0.000 while the t-table value obtained

from the table is 1.980. Thus, the t-count 4.476 > t-table 1.980 and the significant level is 0.000, so
Ho is rejected and Ha is accepted.
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Moderated Regression Analysis

Table 7. Regression Test Results (Direct)

Model Sig.
Brand Image .000
Country of Origin .009
Product Quality .000

Source: Data Processing Results (2024)

Based on the table above, the results of the significance test show that the three independent
variables, namely brand image, country of origin, and product quality, have a significant effect on
purchasing decisions. The significance value of each variable is below 0.05, so that statistically all
variables are proven to influence consumer purchasing decisions.

Table 8. Results of Moderation Regression Test (Indirect)

No Model Sig.
1 Brand Image*Lifestyle .003
2 Country of Origin*Lifestyle .005
3 Product Quality*Lifestyle .003

Source: Data Processing Results (2024)

Based on the results of the analysis, it is known that lifestyle plays a significant role as a moderating
variable in the relationship between independent variables and purchasing decisions. This is
indicated by the significance value of the interaction between brand image and lifestyle of 0.003,
country of origin and lifestyle of 0.005, and product quality and lifestyle of 0.003, all of which are
below the threshold of 0.05. Thus, it can be concluded that lifestyle is significantly able to
strengthen or moderate the influence of brand image, country of origin, and product quality on
consumer purchasing decisions.

Coefficient of Determination Test (R2)

Table 9. Results of the Determination Coefficient Test

Model Summary
Model R R Square Adjusted R Std. Erfor of the
Square Estimate
1 955a 912 910 1,968

Source: Data Processing Results (2024)

Based on the results of the data testing in the table above, it can be seen that the coefficient of
determination (Adjusted R Square) is 0.910 or in the presentation of 91.0%. This shows that brand
image (H1), country of origin (H2), product quality (H3), and lifestyle (Z) that occur in the purchase
of iPhone smartphone products have an influence on purchasing decisions (Y) of 91.0% while the
remaining 9% is the influence of other variables or other factors.

5. Discussion

The Influence of Brand Image on Purchasing Decisions

Based on the results of the hypothesis test, it is known that the brand image variable on purchasing
decisions shows positive and significant results. This shows that the higher the brand image
received by consumers, the higher the purchasing decisions they make. This means that a good
brand image can increase consumer trust and satisfaction with the product, so that they are more
likely to buy the product. So, brand image can influence purchasing decisions for iPhone
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Smartphone products in Generation Z in the Central Jakarta area. These results are in accordance
with previous studies by (Sherry and Heryenzus, 2022), (Machfiroh, 2018), (Amalia, 2019),
(Mastuti et al., 2019), (Adjizah et al., 2023) and (Miati, 2020) that brand image on purchasing
decisions has a positive and significant influence.

The Influence of Country of Origin on Purchasing Decisions

Based on the results of the hypothesis test, it is known that the country of origin variable on
purchasing decisions shows positive and significant results. This shows that the Country of Origin
where the iPhone is produced has a positive image and can be trusted by consumers so that it can
influence purchasing decisions. These results are in accordance with previous studies conducted by
(Habiburrahman et al., 2020), (Nayumi and Sitinjak, 2020), (Hazriani and Megayani, 2020),
(Soraya and Siregar, 2021) and (Rahmani, 2019) that country of origin on purchasing decisions has
a positive and significant influence.

The Influence of Product Quality on Purchasing Decisions

Based on the results of the hypothesis test, it is known that the product quality variable on
purchasing decisions shows positive and significant results. This means that consumers highly
value high-quality products and tend to choose products that meet or exceed quality standards.
This means that product quality that meets consumer expectations, has long durability, is not easily
damaged, can meet consumer needs and desires, and can increase consumer trust and satisfaction.
So, product quality can influence purchasing decisions for iPhone Smartphone products in
Generation Z in the Central Jakarta area. These results are in accordance with previous studies
conducted by (Sherry and Heryenzus, 2022), (Amalia, 2019), (Nayumi and Sitinjak, 2020), (Manik,
2019), (Aldini et al., 2022), (Aghitsni and Busyra, 2022), (Adjizah et al., 2023) and (Rizqullah,
2018) that product quality has a positive and significant influence on purchasing decisions.

The Influence of Lifestyle Moderation on the Relationship between Brand Image and
Purchasing Decisions

Based on the results of the hypothesis test, it is known that the moderating variable Lifestyle can
strengthen the influence of the Brand Image variable on Purchasing Decisions. This shows that
consumer lifestyles are successful in aligning themselves with brand image and consumer
aspirations can be more effective in influencing their decisions to buy. So, lifestyle can strengthen
the relationship between brand image and purchasing decisions for iPhone Smartphone products
in Generation Z in the Central Jakarta area. These results are in accordance with previous studies
conducted by (Laily and Ekowati, 2023), (Fahri, 2023) and (Rizal and Cahyono, 2023) that the
moderating effect of Lifestyle strengthens the relationship between Brand Image and Purchasing
Decisions.

The Influence of Lifestyle Moderation on the Relationship between Country of Origin and
Purchasing Decisions

Based on the results of the hypothesis test, it is known that the lifestyle moderation variable can
strengthen the influence of the country of origin variable on purchasing decisions. This shows that
the country of origin where the product is produced is a consideration for consumers according to
their lifestyle. This means that they are more likely to buy products from countries that have a
positive image and are in accordance with their lifestyle. So, lifestyle can strengthen the relationship
between country of origin and purchasing decisions for iPhone Smartphone products in Generation
Z in the Central Jakarta area. These results are in accordance with previous studies conducted by
(Asshifa, 2022), (Fahri, 2023) and (Rizal and Cahyono, 2023) that the moderating effect of Lifestyle
strengthens the relationship between Country of Origin and Purchasing Decisions.

The Effect of Lifestyle Moderation on the Relationship between Product Quality and
Purchasing Decisions

Based on the results of the hypothesis test, it is known that the lifestyle moderation variable can
strengthen the influence of the product quality variable on purchasing decisions. This means that
consumer lifestyle and their values can deepen positive perceptions of product quality and
encourage purchasing decisions. This means that consumers tend to like products that fit their daily
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lifestyle, such as the quality provided can encourage them to do positive things. If consumers are
satisfied with this, consumers will decide to buy the product. So, lifestyle can strengthen the
relationship between product quality and purchasing decisions for iPhone Smartphone products in
Generation Z in the Central Jakarta area. These results are in accordance with previous studies
conducted by (Christian, 2018); (Marcelo et al., 2024) and (Dessyaningrum et al., 2020) that the
moderating effect of Lifestyle strengthens the relationship between Product Quality and Purchasing
Decisions.

6. Conclusion

Based on the research results above, it can be concluded that brand image, country of origin and
product quality partially have a positive and significant effect on the purchasing decision of iPhone
Smartphone products on Generation Z in Central Jakarta. While lifestyle can moderate
(strengthen) the influence of the relationship between brand image and purchasing decisions,
lifestyle can moderate (strengthen) the influence of the relationship between country of origin and
purchasing decisions, lifestyle can moderate (strengthen) the influence of the relationship between
product quality and purchasing decisions.

The managerial implications are that companies need to strengthen their brand strategy and
communicate product origin effectively, as both have been shown to influence consumer
purchasing decisions. In addition, consumer lifestyle acts as a moderating factor that strengthens
this influence, so companies need to segment the market based on lifestyle to create more relevant
and personalized marketing messages. By understanding lifestyle preferences, companies can
design more targeted campaigns, both in terms of brand image, product origin narrative, and
highlighted quality. This strategy not only increases product appeal but also strengthens consumer
loyalty to the brand.

Recommendation

It is expected that companies focus on promotions such as collaboration with influencers who have
a positive influence to improve brand image and attract a wider audience. Companies must
maintain production quality to always meet the expectations associated with the country of origin
because reliability and consistency are very important in maintaining a positive image. Companies
must continue to innovate and update products to improve quality and meet customer expectations
by considering customer feedback to identify areas that need improvement. Companies must adjust
products and services according to the lifestyle and needs of the target market, such as adding
features or attributes to products that support consumer lifestyles.

Limitations and avenues for future research

For further researchers who are interested in conducting similar research, it is expected to expand
the population and sample, so that it can cover consumers more widely. In addition, it is expected
to add other variables that can influence product purchasing decisions.
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