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ABSTRACT

A few decades ago, the usage of Smartphone has become a new lifestyle. Customers have a complex decision
making and many factors that are possible to influence their intention to buy. Thus, in this situation, evaluate
what drives Smartphone purchase intention is important. There are many companies involved in the competition
between Smartphone brands, one of them is Samsung. Samsung is a Korean company that sells many
Smartphones, although it has competition Samsung becomes a market leader in the Smartphone business. In
brief, the researcher will examine how the influence of brand image and perceived price on Smartphone
purchases intention (Samsung case study). This study used 394 respondents who are consumers who have a
Smartphone and will buy a Smartphone. Testing data conducted by the researcher are a test of validity,
reliability, descriptive statistics, multicollinearity and multiple regression tests. The result of this study is brand
image variable has a significant influence on purchase intention. Meanwhile, the perceived price has not affect
toward purchase intention. These findings give a new insight regarding perceived price is associated with
perceived quality, especially in the case of high involvement product as well as the famous brand with a high-
quality product. Therefore, the brand image considers as important to consumer purchase intention, while the

price is not.
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1. INTRODUCTION

A few decades ago, the usage of Smartphone has
become a new lifestyle. The increasing Smartphone
demand graph evidences this. As well as in
Indonesia, according to International Data
Corporation [1] demand for Smartphone in
Indonesia has increased. Indonesia is a country of
Smartphone users as much as 86.6 million in 2017
[2]. The increasing of Smartphone demand and
Smartphone users in Indonesia can affect the
competition between brands of Smartphone.
Currently, companies using various strategies to
attract new consumers maintain the current
consumers and differentiate their products from
competitors.

The most important and effective strategy to
influence consumer behaviour for product choice is
using a brand [3] According to Keller and Lehmann
[4] argues that brand can simplify choices,
promising a certain level of quality, and creating
trust. Therefore, in the face of market competition
needed a strong brand [5] [6] [7]. This study will
discuss brand image that raises the Smartphone
purchase intention because of brand power.
Consumers assume that brand image is consumer
confidence in product quality and integrity from the

company in the products offers [8] [9]. Consumers
had a perspective that the company which oriented
to the consumer will cause consumers to have
brand trust in the brand image that is owned by a
company [10].

Besides the effect of the brand image, the price is
undoubted as the significant influence in choosing
a product. The price offered with significant can
influence to purchase intention [11]. A price often
serves as an indicator of products quality [12].
Consumers would wish high quality when the price
is high and indicate that the increase in price can
show improved quality [13]. Besides that,
perceived price are consumers believe that the price
of associated with product quality [14]. In other
studies about justice price [15] [16] [17] stated the
level of perceived price by consumers is the result
of a combination between absolute price and
perceived quality. In this study perceived price is
associated with perceived quality.

There are many companies involved in the
competition between Smartphone brands, one of
them is Samsung. Samsung as South Korea
Company that has been sold many Smartphone
despite it has competition. However, Samsung
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experienced the incident on the product that has
been launched namely Galaxy Note 7. It has to
recall from the market because there are problems
with the battery that causes the Smartphone burst
[18]. Then, Samsung Smartphone launched new
product namely Galaxy S7. The launch of Galaxy
S7 also has to face a problem which was the
reporting many Galaxy S7 reported burned or burst.
However, the company that establishes from Korea
insist that there is a not battery problem as befall
Galaxy Note7. Following the recall incident Galaxy
Note 7 and the problem that occurred Galaxy S7,
Samsung remains the only option in the
Smartphone market. Based on International Data
Corporation [1] Samsung company became the
leading market leader in Smartphone business. This
explains that dominance of market Samsung in the
third quarter has not changed despite the recall
Galaxy Note 7. Also, Samsung into the top five
Smartphone brands in Indonesia and it is in the first
ranking as the leader of the Smartphone market.

Based on the background that has been stated, it is
known that competition in the Smartphone business
and the company used various strategies to attract
new consumers, maintain the current consumers,
and differentiate their products from competitors.
Samsung is a company involved in the competition
between Smartphone brands. Thus, the reason why
the researchers conducted this study was about the
Samsung purchase intention. Samsung company
became the leading market leader in Smartphone
business, and it is among the top five Smartphone
brands in Indonesia also the first ranking as the
leader of the Smartphone market. Besides, the most
important and effective strategy to influence
consumer behaviour for product choice is using a
brand and price. Therefore, it is necessary to study
more about the effect of brand image and perceived
price on Smartphone purchase intention (case study
on Samsung brand). In this research also want to
be done proving influence given by brand image
and perceived price on Smartphone purchase
intention (case study on Samsung brand), whether
this research can be used as evidence of previous
research or can find new finding that theory is not
relevant. Based on the problem formulation above,
the objectives of this research are to measure the
effect of brand image and perceived price on
Samsung purchase intention, to find out which
factors are most influential from the brand image
and perceived price on Samsung purchase intention
and to identify consumer perception of Samsung
purchase intention.
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2. LITERATURE REVIEW

2.1 Brand Image

In the simplest definition, a brand is one of the
most important parts of a product, whether in the
form of goods or services. According to Kotler and
Keller [19] brand is name, symbol, design, or
term, which was aim to identify the products or
services from one of a seller with the purpose to
differentiate with competitors. While the image is
associated with the consumer perception of the
company or, it is products [19]. Thus, a brand
image can be defined as perception contained in
the consumer's memory about a brand that
reflected from the brand association [20]. Brand
Image acts as a significant part of the assessment
and proper assessment of product or service, which
causes the influence brand loyalty [21]. Consumers
assume that brand image is consumer confidence in
product quality and integrity from a company in the
products offers [8] [9]. Consumers had a
perspective that the company which oriented to the
consumer will cause consumers to have brand trust
in the brand image that is owned by a company
[10].

2.2 Perceived Price

Price is a money total charged for the product or
service [22]. Perceived price is a perception of the
consumer against the relative price that has to be
spent to get the products or service as compared
with the price of other similar products [23].
Perceived price can be defined as consumer
perception against the products price objective
[24]. Perceived price is the relationship between
price, quality, and value as intermediate variables
that have been identified [25]. Whereas other
definitions of perceived price is an individual who
believes about price related to product quality [14].
Besides that, the perceived price are consumers
think that the price of associated with product
quality [14]. In other studies about justice price
[15] [16] [17] stated the level of perceived price by
consumers is the result of a combination between
absolute price and perceived quality. In this study
perceived price is associated with perceived
quality.

2.3 Purchase Intention

Purchase intention is a tendency to purchase a
brand and based on appropriateness between
purchase motives with attributes or brand
characteristics that can be considered [26].
Meanwhile, others scholars [27] [28] define
purchase intention as the possibility consumer will
purchase a product and have a significant
probability to make a purchase. Based on the
statement above, the possibility of someone to a
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purchase a particular brand and there are
characteristics considered to purchase.

2.4 Past Studies

Lin conducted the research and Lin [29] on "The
Effects of Brand Image and Product Knowledge on
Purchase Intention Moderated by Price Discount".
The respondents of this research were 400 female
students from various departments at the private
university. This study uses a price discount as
moderate. Reliability, Validity and ANOVA test is
the data analysis used in this study. The result of
this research is brand image effects of purchasing
intention 0.007. It means that there are significant
differences between the brand image and purchase
intention.

Chiang and Jang [11] researched "The Effects of
Perceived Price and Brand Image on Value and
Purchase Intention: Leisure Travellers’ Attitudes
toward Online Hotel Booking”. Perceived price,
brand image, perceived quality, perceived value,
trust, and purchase intention are several variables
that used in this research. The respondents in this
study were 35 students from Midwestern
University. The correlation was used as the method
of data analysis. The results of this study that the
price offered by the hotel is more affordable than
the standard internal price or the competitive price
and brand image significantly purchase intentions.

3.RESEARCH METHOD

In this section discussed research methods used in
the problem formulation. In general, the effect of
brand image and perceived price on Smartphone
purchases intention (case study Samsung). This
research used descriptive design in which the
research design is structured [30]. Primary data and
secondary data are used in this study. Primary data
is data collected directly by researchers from the
source [31]. Primary data obtained from
questionnaires survey that was distributed online
using Google form and distributed directly then the
results of the data were processed using SPSS
version 18 to testing the level of reliability and
validity. Reliability test is to measure the control
level of an instrument [31]. If the results of
Cronbach’s alpha data results from more than 0.6,
then instrument in this study are reliable [32].
While validity test, if the component matrix results
beneath the cut off value (minimum 0.4), then the
item is invalid and must be re-analysed [33]. The
researcher also used secondary data to provide
information on data related to certain phenomena
derived from previous research [34]. The sampling
technique used in this study is convenience
sampling with the most accessible sample [34]. The
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Samples wused in this study are Indonesian
consumers who own and will intend to purchase
Smartphone. The sample size in this study is a
minimum of 200 people [35]. In this study,
researchers contributed 394 respondents. Therefore,
this study has dependent and independent variables.
So the researchers used multiple regression tests.
Here is a hypothesis in this study.

H; = There is a positive and significant influence of
brand image on purchase intention.

H, = There is a positive and significant influence of
perceived price on purchase intention.

t Brand Image ’

Purchase

Intention

‘ Perceived Price

Figure 1. Research model

4. ANALYSIS DATA

Of the total 394 respondents, 225 respondents
(57%) of the female and 169 (43%) of the male and
the majority of respondents in this study is female.
Based on the result of respondents age gained the
majority of respondents <25 years is 303 (76%) of
respondents while the least respondents from other
age levels are age 35-45 years who only got a score
of 3% or 12 respondents. To obtain respondents
based on the occupation of 394 respondents who
have a score of 55% or 217 respondents are
students, whereas the least respondents based on
occupation are government employees (PNS) who
only get 5% or 19 respondents. Based on the result
of respondents occupation can be concluded that
almost half of the respondents are students. The
frequency test results on the income have a value of
166%, or 166 respondents are those who have an
income of 1.000.000-3.000.000. Also, the fewest
respondents are who have income of more than
5.000.000 around 6% or 23 respondents. In brief, it
can be concluded that the majority of respondents
based on income in this study are those with an
income of 1.000.000-3.000.000. Profiles of
respondent characteristics are illustrated in Table 1.

Table 1. The Respondent demographic

characteristic
Category Frequency Percentage
Gender Female 225 57%
Male 169 43%
Age <25 year 303 76%
25-35 year 65 16%
35-45 year 12 3%
>45 year 14 5%
Occupation  Student 217 55%
Government employee 19 5%
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Category Frequency Percentage
Private employee 112 28%
Other 46 12%
Income <1.000.000 148 37%
1.000.000-3.000.000 166 42%
3.000.000-5.000.000 58 15%
>5.000.000 23 6 %

According to Keller and Lehmann [4] state that the
brand can simplify choices, promise a certain level
of quality, and present trust. Hence, in the face of
competition between brands are needed for strong
brands [5] [6] [7]. So this study will discuss brand
image which causes the power of the brand, thus
make factors affecting Samsung Smartphone.
Besides the element of the brand image, the price
offered significantly can affect purchase intentions
[11]. In this study, perceived price is related to
perceived quality. So it can be concluded, the
purpose of this study will be to allow independent
variables to the dependent variable.

Table 2. The Results of Validity and Reliability

Tests
Factor Component  Cronbach’s
Matrix Alpha
Brand Image 0.795
The products have a high 0.500
quality
The products have better 0.523
characteristics than
competitors
The product is relatively 0.407
cheaper than competitors
The brand is nice 0.728
The brand has a personality 0.851
that distinguishes its self from
competitors
It is a brand that does not 0.754
disappoint it customers
It is one of the best brands in 0.668
the sector
The brand is very consolidated 0.808
in the Market
Perceived Price 0.817
Brand name perceptions 0.817
Perception of dealer Shop Name 0.745
Warranty perception (after sale 0.612
service)
Perceptions of countries that 0.569
produce products
Perception of taxes 0.727
Perception of price fairness 0.693
The effect of brand equity 0.670
Purchase Intention 0.922
The willingness of consumers 0.928
who will do purchase.
The desire of consumers to make 0.904
purchases in the future.
The desire of consumers to make 0.958

a repeat purchase.
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calculate and analyse data. The first method for
calculation is reliability and validity test. Based on
table 1 all variables in this study are the brand
image, perceived price, and purchase intention
compared to Cronbach's alpha value if the result of
Cronbach's alpha more than 0.6 then reliable [32].
So it can be concluded that three variables in this
study have a value of Cronbach's alpha more than
0.6 thus reliable. After the reliability test, the
validity test is done. In this study, the result of
validity test based on 18 items of question is valid
because it is above the cut-off value of 0.4 [33].
From the above explanation can be concluded that
the questionnaire used in this study by identifying
all indicators of brand image variable, perceived
price, and purchase intention are an appropriate or
valid instrument. Method for the next calculation is
to conduct descriptive statistics test and multiple
linear regression tests.

The descriptive analysis in this study was
conducted to determine consumer perceptions of
brand image dimensions, perceived price
dimensions, and dimension of purchase intention
Smartphone. Here is the result of a descriptive
analysis of 394 respondents.

Table 3. The result of Descriptive Analysis

After collecting the completed data from the results
of questionnaire distribution, the next step is to

Indicator Mean Standard
Deviation

Brand Image
The products have a 4.17 0.661
high quality
The products have better 3.74 0.830
characteristics than competitors
The product is relatively cheaper 3.28 1.116
than competitors
The brand is nice 3.93 0.934
The brand has a personality 4.10 0.751
that distinguishes its self from
competitors
It is a brand that does not 3.99 0.726
disappoint it customers
It is one of the best brands in the sector  4.34 0.700
The brand is very consolidated in 4.41 0.613
the Market
Grand Mean 3.99 0.714
Perceived Price
Brand name perceptions 4.20 0.605
Perception of dealer Shop 4.05 0.534
Name
Warranty perception (after sale 4.40 0.548
service)
Perceptions of countries that produce 4.23 0.593
products
Perception of taxes 3.69 0.736
Perception of price fairness 3.63 0.841
The effect of brand equity 4.33 0.587
Grand Mean 4.07 0.634
Purchase Intention
The willingness of consumers who 3.72 0.983
will do purchase.
The desire of consumers to make 3.67 0.977
purchases

562



9" Industrial Research Workshop

and National Seminar

[RINS

Peran Penelitian dan Inovasi di Era Industri 4.0 Dalam Mewujudkan

POLBAN
Indicator Mean Standard
Deviation
in the future.
The desire of consumers to 3.55 0.998
make repeat purchase.
Grand Mean 3.64 2.958

Descriptive analysis test is done by explaining two
components namely mean and standard deviation.
According to Suhartanto [34] average is the most
common measure in a measurement. While the
standard deviation by the result of the square root
of the range [34].

Referring to the table 3 shows the average value of
each statement in the brand image dimension
consisting of 8 indicators with an average total of
3.99. Based on these results can be seen that
perception consumer about the Samsung brand has
a good reputation by obtaining the highest value of
4.41. While the indicators for products have better
characteristics than competitors and product is
relatively cheaper than competitors have the lowest
value between other indicators. Furthermore, the
table above indicates the indicator of perceived
price dimension consisting of 7 statements, and it
has an average total of 4.07. The results show that
indicators of taxes perception and price fairness
perception have low results between other
indicators. While for the effect of brand equity
indicator is obtained highest results. In addition,
table 3 above shows that the indicator of purchase
intention dimension consisting of 3 statements have
an average total of 3.64 with the value of each
indicator is 3.72, 3.67, and 3.55. These results
mean that consumers consider Samsung purchase
intention quite well, especially on indicators will
purchase Samsung Smartphone.

Table 4 The result of multiple linear regression

Model Coefficient Sig. Colinearity
B Statistics

Constant -0.581 1.33  Tolerance = VIF
9

Brand Image 0.447 0.00 0.522 1.917
0

Perceived Price  -0.097 0.13  0.522 1.917
5

F-statistics 103.744 0.000

Adjusted R 0343

square

Based on table 4 shows that the tolerance value is
0.5252> 0.1 (cut-off value) and Variance Inflation
Factor (VIF) 1.917 <10 (cut-off value). It can be
concluded that the regression model in this study
did not occur multicollinearity. This means that
between the brand image and the perceived price
do not interfere with or affect each other. So that
for multiple regression test can be continued.
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From table 4 obtained the value of F-statistics of
103.744 with significant value 0.000 <0.05 (cut-off
value. This is because of the significant value
obtained is smaller than 0.05 or 5% of 0.000
indicates that in general purchase intention can be
affected by a variable of brand image and perceived
price. Hence, it can be concluded that the
independent variables in this study simultaneously
affect the dependent variable is purchase intention.
Based on the above output shows the value of
Adjusted R Square has a value of 0.343. This
means that 34.3% of the dependent variable is the
purchase intention can be explained by two
variables, namely the brand image and the
perceived price, and the country of origin. While
which means other factors contribute 65.7% to the
Samsung purchase intention.

4. DISCUSSION

Based on findings, it can be seen that the influence
of brand image and perceived price can give effect
to Samsung purchase intention. This can be seen
from the results of regression tests show that brand
image and perceived price significantly affects the
purchase intention because the value of Sig. is
below the cut-off value of 0.05. In addition,
regarding contribution, the increase in the Samsung
brand image and Samsung perceived price scale is
influenced by 34.3%, which means other factors
contribute 65.7% to the Samsung purchase
intention. Samsung company became the leading
market leader in Smartphone business, and it is
among the top five Smartphone brands in Indonesia
also the first ranking as the leader of the
Smartphone market. , and Jang [11] did in his
research state that perceived price and brand image
significantly affect the purchase intentions.

The result of multiple regression test concerning
the purchase intention of Samsung Smartphone.
The value (B = 0.447) for a brand image variable
means that the brand image influences 44.7% of
purchase intention. In addition, based on the results
of the descriptive analysis can be seen the average
brand image dimensions reached 4, which means
that consumer perceptions toward the brand image
of Samsung are good because seen from the mean.
Dimension of brand image has a grand mean of
3.99 in which there are 8 indicators. Between 8
indicators, the highest indicator is Samsung brand
has a good reputation with a score of 4.41. This is
possible because of the image is seen from the
Samsung brand. Besides that the most of the
respondents are students, and the findings showed
the effect of the brand image on Smartphone
purchase intention (Samsung case study). In other
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words, the Samsung brand is better known among
students. Like the opinion [10] said consumers had
a perspective that the company which oriented to
the consumer will cause consumers to have brand
trust in the brand image that is owned by a
company. It means that Samsung successfully on
their product offered and students liked the brand
of Samsung because this brand is successfully in
the Indonesia market. Based on International Data
Corporation [1] Samsung company became the
leading market leader in Smartphone business.
Besides, it is explained that dominance of market
Samsung in the third quarter has not changed
despite the recall Galaxy Note 7. Beside that
Samsung into the top five Smartphone brands in
Indonesia and it is in the first ranking as the leader
of the Smartphone market. This finding supported
by previous research [29] indicated that brand
image influences purchase intentions.

The study discusses price is an important factor in
choosing a product. Perceived price is consumers
believe about the price associated with product
quality [14]. The value (B = -0.097) for the
perceived price variable indicates that perceived
price did not affect toward Smartphone purchase
intention. Besides that perceived price dimension
consisting of 7 statements and it has an average
total of 4.07 according to the results of the
descriptive analysis. The results show that
indicators of taxes perception and price fairness
perception indicators have the lowest value
between other indicators. In brief, consumer
perceptions of Samsung products are not satisfied
because of price and price fairness perception.
While the effect of brand equity indicator had the
highest value is 4.33. Meanwhile, standard
deviation value on price fairness perception
indicator is very high of 0.841 which means there
are gaps of respondents' answers, where some
respondents strongly agree to the statement on the
questionnaire, while others respondents strongly
disagree on the price offered by Samsung. These
results indicate that consumers are not satisfied
with the price offered by Samsung Smartphone. In
addition, these findings imply that students
dominated the study. This means that the perceived
price on Samsung Smartphone product is too high
among students. This study contradicts Yee, Siew
and Fah [36] research toward students in Malaysia,
suggesting that price of Smartphone will not be
important to the user and it is the last variable to
consider, price directly affects consumers because
it is deemed to be a high-involvement product. In
other studies about justice price [15] [16] [17]
stated the level of perceived price by consumers is
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the result of a combination between absolute price
and perceived quality. In this study perceived price
is associated with perceived quality. This study is
necessary for the determining price though when
determining a high price. Samsung Smartphone is
known to consumers have become one of the
famous brand Smartphone, and it always produces
high-quality Smartphone.

5. CONCLUSION

The increasing of Smartphone demand and
Smartphone users in Indonesia, companies, using
various strategies to attract new consumers,
maintain the current consumers, and differentiate
their products from competitors. Samsung is Korea
Company that has been sold many Smartphone
despite it has competition, and it is using the brand
image and perceived price strategy for purchase
intention for his product. Referring to the results of
research that has done, brand image has a
significant influence on the purchase intention of
Samsung. Of all indicator brand image, a strong
indicator of the Samsung brand has a good
reputation of a brand image itself is increasing
perceptions consumer of the brand-related purchase
intention of Samsung. In addition, this is possible
because of the image is seen from the Samsung
brand and it has good reputation in the eyes of
consumers perception of the brand Samsung itself.
But, this research shows that perceived price does
not significantly affect to purchase intention. The
results give a new insight regarding perceived price
is associated with perceived quality, especially in
the case of high involvement product as well as
Samsung as a famous brand with a high-quality
product. This finding shows that the variable
related in this research decides the effect of brand
image and perceived price on Smartphone purchase
intention and still needed further research on
forming consumer perceptions of purchase
intention.

6. ACKNOWLEDGEMENTS

Thank Almighty God who has given a blessing to
the writer in completing this research. In writing
this research, The authors also thank the parents of
the authors as a motivator to provide moral support
and material in this research report writing. The
author also expressed his gratitude to Mrs Adila
Sosianika as mentors who have patiently taught his
knowledge of this report and our friends from 4-
MPI who always provide motivation and feedback
in writing this research report. May God bless and
repay all the kindness that has done.

564



9" Industrial Research Workshop
and National Seminar

Peran Penelitian dan Inovasi di Era Industri 4.0 Dalam Mewujudkan

POLBAN

REFERENCES

[1]  International Data Corporation, "Smartphone
Vendor" 2016. [Online]. Available:

(2]

(3]

[4]

(5]

[6]
(7]
(8]
(9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

http://www.idc.com/prodserv/smartphone-os-
market-share.jsp. [Accessed 1 10 2017].
Emarketer, "Indonesia, Raksasa Teknologi Digital
Asia," 2017. [Online]. Available:
http://databoks.katadata.co.id/datablog/2017/01/24/
indonesia-raksasa-teknologi-digital-asia. [Accessed
11 Oktober 2017].

D. Suhartanto, Perilaku konsumen:
Aplikasi di Indonesia, Bandung:
Intimatra, 2008.

K. Keller and D. Lehmann, "Brands and Branding:
Research  Findings and Future Priorities,"
Marketing Science, pp. 740-759, 2006.

D. Hawkins, R. Best and K. Coney, Consumer
Behavior - Building Marketing, New York:
McGraw-Hill, 2004.

H. Assael, Consumer Behavior - A Strategic
Approach, Boston: Houghton Mifflin, 2004.

L. Schiffman and L. Kanuk, Consumer Behavior,
New Jersey: Pearson-Prentice Hall, 2010.

J. Aaker, "Dimensions of Brand Personality.,"
Journal of Marketing research, pp. 347-356, 1997.
J. Cannon, W. Perreault and E. McCarthy,
Pemasaran Dasar - Pendekatan, Jakarta: Salembada
Empat, 2009.

E. Delgado-Ballester and J. Munuera-Aleman,
"Does Brand Trust Matter to Brand," Journal of
Product & Brand Management, 14(3), pp. 187-196,
2005.

C.-F. Chiang and S. S. S. Jang, "The Effects of
Perceived Price and Brand Image on Value and
Purchase Intention: Leisure Travelers' Attitudes
Toward Online Hotel Booking," Journal of
Hospitality & Leisure Marketing, Vol. 15, p. 3,
2006.

F. Rangkuti, Strategi Promosi yang Kreatif dan

Tinjauan
Guardaya

Analisis Kases Integrated Marketing
Communication, Jakarta: PT. Gramedia Pustaka
Utama, 2012.

W. Doods, K. Monroe and D. Gewal, "Effects of
price, brand, and store information on buyer's
product evaluations," Journal of Marketing
Research, pp. 307-319, 1991.

D. Lichtenstein, N. Ridgway and R. Netemeyer,
"Price  perceptions and consumer shopping
behaviour: a field study," Journal of Marketing
Research, pp. 234-245, 1993.

M. Campbell, "Perceptions of price unfairness:
Antecedents and consequences," Journal of
Marketing Research 36, pp. 187-199, 1999.

M. Martin and K. Monroe, "Perceived price
fairness: A new look at an old construct,"
Advances in Consumer Research 21, pp. 75-90,
1994.

H. Oh, "The effect of brand class, brand
awareness, and price on customer value and
behavior intentions," Journal of Hospitality &
Tourism Research 24(2), pp. 136-162, 2000.
Kompas.com, "Galaxy Note 7 Terbakar, Samsung
Tetap Meraja," 28 October 2016. [Online].

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

(28]

[29]

[30]

[31]

[32]
[33]
[34]

[35]

Pembangunan Berkelanjutan Menuju Kemandirian Bangsa

Available:
https://tekno.kompas.com/read/2016/10/28/102500
27/galaxy.note.7.terbakar.samsung.tetap.meraja.
[Accessed 25 June 2018].

P. Kotler and K. L. Keller, Manajemen Pemasaran
Edisi Ketiga belas, Jakarta: Erlangga, 2009.

H. Lee, C. Lee and C. Wu, " Brand image strategy
affect brand equity after M&A," European Journal
of Marketing, pp. 1091-1111, 2011.

O. Myagmarsuren and C. Chen, "Exploring
relationships between destination brand equity,
satisfaction, and destination loyalty: a case study
of Mongolia," Journal of Tourism, Hospitality, and
Culinary Arts. Vol.3, pp. 81-94, 2011.

P. Kotler and G. Amstrong, "Dasar-Dasar
Pemasaran Jilid sembilan," Jakarta, PT Indeks,
2004.

Y. Chen and C. Chang, "Enhance green purchase
intentions: The roles of green perceived value,
green perceived risk, and green trust,"
Management Decision,50(3), pp. 502-520, 2012.

J. Jacoby and J. Olson, "Consumer response to
price: an attitudinal, information processing
perspective.," Moving ahead with attitude
research,39(1), pp. 73-97, 1977.

K. Monroe and J. Chapman, "Framing Effects on
Buyers Subjective Product Evaluations," Advances
in Consumer Research, 14(2), pp. 193-197, 1987.
G. E. B. & M. A. Belch, Advertising and
Promotion an Integrated Marketing
Communications, New York: McGraw- Hill, 2004.
F. A. Wijaya and S. Sugiharto, "Pengaruh
Celebrity Endorser Terhadap Purchase Intention

dengan Brand Image  Sebagai  Variabel
Intervening," Jurnal Manajemen Pemasaran, vol. 9,
p. 1,2015.

D. Suhartanto, "Tourist satisfaction with souvenir
shopping: evidence from Indonesian domestic
tourists," Current Issues in Tourism, vol.21, pp.
663-679, 2018.

N.-H. Lin and B.-S. Lin, "The Effect of Brand
Image and Product Knowledge on Purchase
Intention Moderate by Price discount," Journal of
International Management Studies, 2007.

F. Rangkuti, Riset Pemasaran, Jakarta: Gramedia
Pustaka Utama, 2000.

B. Simamora, Riset Pemasaran: Falsafah, Teori,
dan Aplikasi, Jakarta: Gramedia Pustaka Utama,
2004.

J. C. Nunnally, Psychometric Theory, New York:
McGraw Hill, 1978.

D. Suhartanto, Analisa Data untuk Riset Bisnis,
Bandung: Politeknik Negeri Bandung, 2016.

D. Suhartanto, Metode Riset Pemasaran, Bandung:
Alfabeta, 2014.

N. Malhotra, Riset Pemasaran Pendekatan
Terapan, New Jersey: Pearson Education, 2010.

K. Yee, H. Siew and B. Fah, "Factors Affecting
Smartphone Purchase Decision Among Malaysian
Generation Y," International Journal of Asian Social
Science, Vol.3, pp. 10-13, 2013.

565



