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ABSTRAK

Perkembangan industri smartphone yang semakin pesat menyebabkan persaingan
antarprodusen semakin tinggi, khususnya pada produk premium seperti iPhone.
Keputusan pembelian konsumen tidak hanya dipengaruhi oleh manfaat fungsional
produk, tetapi juga oleh faktor gaya hidup, persepsi terhadap prestise merek, dan
persepsi terhadap harga. Penelitian ini bertujuan untuk mengetahui pengaruh Lifestyle,
Brand Prestige, dan Price Perception terhadap Keputusan Pembelian smartphone
iPhone pada Generasi Z di Kabupaten Kebumen, baik secara parsial maupun simultan.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode purposive
sampling. Data diperoleh melalui penyebaran kuesioner kepada 160 responden
Generasi Z di Kabupaten Kebumen yang pernah membeli atau menggunakan
smartphone iPhone. Analisis data dilakukan menggunakan analisis regresi linear
berganda dengan bantuan IBM SPSS 27. Hasil penelitian menunjukkan bahwa
Lifestyle berpengaruh positif dan signifikan terhadap Keputusan Pembelian, Brand
Prestige berpengaruh positif tetapi tidak signifikan terhadap Keputusan Pembelian,
sedangkan Price Perception berpengaruh positif dan signifikan terhadap Keputusan
Pembelian. Secara simultan, Lifestyle, Brand Prestige, dan Price Perception
berpengaruh signifikan terhadap Keputusan Pembelian smartphone iPhone pada
Generasi Z di Kabupaten Kebumen. Hasil penelitian menunjukkan bahwa Lifestyle dan
Price Perception merupakan faktor yang berpengaruh secara signifikan terhadap
Keputusan Pembelian iPhone pada Generasi Z di Kabupaten Kebumen.

Kata kunci: Lifestyle, Brand Prestige, Price Perception, Keputusan Pembelian,
Generasi Z.



ABSTRACT

The rapid development of the smartphone industry has intensified competition among
manufacturers, particularly in the premium smartphone segment such as the iPhone.
Consumers' purchasing decisions are influenced not only by the functional benefits of
a product but also by lifestyle, perceptions of brand prestige, and price perceptions.
This study aims to examine the effect of Lifestyle, Brand Prestige, and Price Perception
on the Purchase Decision of iPhone smartphones among Generation Z in Kebumen
Regency, both partially dan simultaneously. This study employed a quantitative
approach using a purposive sampling method. The data were collected through
questionnaires distributed to 160 Generation Z respondents in Kebumen Regency who
had purchased or used an iPhone smartphone. The data were analyzed using multiple
linear regression with the assistance of IBM SPSS. The results showed that Lifestyle
had a positive dan significant effect on Purchase Decision, Brand Prestige had a
positive but insignificant effect on Purchase Decision, while Price Perception had a
positive dan significant effect on Purchase Decision. Simultaneously, Lifestyle, Brand
Prestige, and Price Perception had a significant effect on the Purchase Decision of
iPhone smartphones among Generation Z in Kebumen Regency. The findings indicate
that Lifestyle dan Price Perception are significant factors influencing the Purchase
Decision of iPhones among Generation Z in Kebumen Regency.

Keywords: Lifestyle, Brand Prestige, Price Perception, Purchase Decision,
Generation Z.
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