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Abstract
This research is concerning about the effect of brand image and product price towards the purchasing decision of consumers of Samsung smartphones. The aim of this research are, to know how much the brand image and product price take effect to the customer's purchasing decision in order to purchase Samsung smartphones, and to know which one of the two variables is dominant. Data was collected by questionnaire on 100 customers and documentation through books, journals and other sources related to the topic. The result shows that coefficient of determination (adjusted R square) was 47,4% and the rest 52,6%  were affected by other variables which were not mentioned in this research. The T test shows that both brand image and product price are affecting the purchasing decision. Thus, result of this analysis suggests that Samsung has to be specified the target market, because it reflects on the consumer’s evaluation before buying Samsung purchasing decision
Keywords: Samsung smartphone, Brand image, Product price, Purchase decision
INTRODUCTON
Samsung is one of the world's largest provider of technology, started as a trading company exporting various products from the South Korea to Beijing, China, founded by Lee Byung-chul in 1938, Samsung was gradually developed into the multinational corporation which what it is today. The word “Samsung” itself means "three stars "in Korean. It is a name that is associated with the various types of businesses in South Korea and in various parts of the world, internationally, people associate the name with electronics, information technology and development.
Samsung started to rise as an international company in the 1990s, the construction branch Samsung awarded a contract to build one of the two Petronas Towers in Malaysia, Taipei 101 in Taiwan and the Burj Khalifa in the United Arab Emirates, in 1993, Lee Kun-hee sold ten subsidiary of Samsung Group, downsized the company, and other operations combined to concentrate on three industries are electronics, engineering, and chemicals, in 1996, the Samsung Group bought back Sungkyunkwan University foundation.
The mobile phone manufacturers are competing to market their products. Various kinds of features in mobile phones in a variety of price levels and a variety of designs offered by manufacturers to attract consumers and to master the mobile phone market. Fulfilments of the needs and desires of consumers has become a top priority for any company in attracting consumers to buy. 
The need for communication devices such as cellular phones (mobile phones) or the smartphone itself is always increasing every year, especially for the types of mobile phone or smartphone with certain brands. This is because the consumption patterns of consumers at this point that always wants an ease of communication that can support their daily activities both at work and other things. Therefore, the choice of consumers to use mobile phones or smartphones is currently very high as one of the increase in sales on Samsung mobile phone or smartphone. Samsung is the largest maker of electronic devices in the world and is headquartered in Seocho Samsung Town, Seoul, South Korea.
[image: ]
Source: IDC, May 2015.
Based on the table above, could be known that selling trend of Samsung is decreased, especially in the 2013 the data shows that the percentage was decreased which from 31,5% into 20,7% yet increased into 24,6% in the 2015. If the data is compared with the Apple that grasp the market of Samsung which 16,9% in 2012 and always increasing became 15,2% in 2014 and increased again became 18,35% in 2015. The selling increasing is also happened with the other vendors; Lenovo, Huawei and LG electronics. This reality shows that there is a problem occurs about Samsung selling trend compared to other competitors.
LITERATURE REVIEW
1. Brand
 	Brand is a term closely linked to a product or place’s image and reputation in that it “captures the idea of reputation observed, reputation valued and reputation managed” (Anholt, 2010, p. 20). At its simplest, a brand is “a product or service or organization, considered in combination with its name, its identity and its reputation” (Anholt, 2007, p. 4). Branding the process of promoting selected images (Gold & Ward, 1994) in order to establish a favourable reputation (Anholt, 2007) plays a role in most spheres of life, including “political, social, and cultural, official and unofficial, private and public” (Anholt, 2010, p. 23).
Provided they manage to create a favorable impression in the consumer’s mind (Moilanen & Rainisto, 2009), brands can be of immense value: If a place, product or service acquires a positive, powerful and solid reputation, this becomes an asset of enormous value – probably more valuable, in fact, than all its tangible assets, because it represents the ability of the place or organisation to continue to trade at a healthy margin for as long as its brand image stays intact. (Anholt, 2010, p. 92)  
2. Marketing Management
Marketing management is derived from two words, namely the management and marketing. According to Kotler and Armstrong (2012: 29) marketing is the process by which companies create value for customers and build strong customer relationships to capture value from customers in return, while management is the process of planning, organizing, Actuating and supervision.
3. Brand Image 
Brand Image is a representation of the overall perception of the brand and formed of information and past experience to the brand. Affect the image of the brand in the form of beliefs and attitudes toward a brand preference. Consumers who have a positive image of the brand, will be more likely to make a purchase (Graeff in Setiadi (2009: 78).
4. Price Definition
Price is one element in the marketing mix that has an important role even critical to the success of marketing activities. Without pricing, a marketer may not be able to offer their products to prospective customers. With the price, a marketer can project some level of sales that will be achieved and some of the profit to be obtained. The company's success in optimizing profit greatly influenced by the marketing of products and services produced by the company.
POPULATION AND SAMPLE
The population is a whole group of people, events, or other things to be observed. The sampling technique is done in a non probabilities (non-random selection) and conducted with a purposive sampling method or judgment sampling., the criteria taken respondents are consumers who knows, buy and use the products of Samsung mobile phones are domiciled in Bandung. Samples taken amounted to 100 respondents for this type of research is a survey research commonly used in descriptive research. The amount is considered to have fulfilled the general rule (rull of thumb) research.
RESEARCH RESULT AND ANALYSIS OVERVIEW  
This chapter contained description of the questionnaires result that has been distributed to 100 respondents of  Bandung citizens who use Samsung Smartphones. The data obtained from the questionnaires consists of the characteristics of respondents and the research data.
The number of respondents that has been obtained is 100 respondents, who are classified as Samsung Smartphones users in Bandung. There are three important characteristics of the respondents which are analyzed. 
a.	The first is characteristic of respondents by gender 
b.	The second is characteristic of respondents by age 
c.	The third is characteristic of respondents by level of education 
	No.
	Gender
	Amount
	Percentage

	1.
	Male
	56
	56%

	2.
	Female
	44
	44%

	
	Amount
	100
	100%


Source : Questionnaire 2015
100 respondents, 56% of respondents are man while woman only 44%. Therefore, the user of Samsung Smartphones are mostly man while woman are minority users of Samsung Smartphones. 
Profile of Respondent’s Age 
	No.
	
	Age
	Amount
	Percentage

	1.
	
	≤ 19
	34
	34%

	2.
	
	20 - 24
	45
	45%

	3.
	
	≥ 25
	21
	21%

	
	Amount
	
	100
	100%


Source: Questionnaire 2015
From 100 respondents, 29% of respondents are in the age 19 and under, 49% are in 20-24 years old, and the rest 22% are in age more than 25 years old. In conclusion, the majority of Samsung Smartphones users are in the age between 20-22 years old. 
Profile of Respondent’s Last Educational 
	No. 
	Last Education 
	Amount 
	Percentage 

	1. 
	Middle School 
	0 
	0% 

	2. 
	High School 
	40 
	40% 

	3. 
	Diploma 
	5 
	5% 

	4. 
	Bachelor Degree 
	46 
	46% 

	5. 
	Postgraduate 
	9 
	9% 

	
	Amount 
	100 
	100% 



The result of respondent’s education level is shown in the table. Data in the table shown that 0% has held by middle school. On the other hand, 40% were senior high school, while for diploma took 5% portion of the respondents. For the bachelor degree it got 46% and for post graduate it got 9% portion. The majority of respondent’s level of education is bachelor’s degree.  
VALIDITY AND RELIABILITY TEST
According to Umar (2008: 165) the questionnaire that had been developed should continue to test the questionnaire .quantitative questionnaire test can be made through validity and reliability .In this study, researchers did a pretest to 40 respondents to test the validity and reliability on each statement in the questionnaire..
Validity Test
	Test the validity is used to know whether there were questions on the questionnaire that must be discarded or replaced as irrelevant. In the study, researchers used the help of the program Statistical Program of Social Science (SPSS) for Windows in processing the results of a questionnaire. Measuring instruments used to test the validity of each item is a statement in the questionnaire, used Product Moment Pearson correlation formula as follows (Siregar, 2013: 48):
r=(n (ΣXY)- (ΣX ΣY))/√([nΣX^2  –(ΣX)^2 ]   [nΣY^(2  )-(ΣY)^2])
When:	
r		= correlation coefficient
x		= item score total
y		= total score amount
n		= respondent amount
In this study the validity of the decision-making basis is as follows (Sarwono and Martadiredja, 2008: 188)
	1. If the count r is negative then the questions is not valid
	2. If positive but the count r <r table then the questions are not valid.
	3. If a positive count r ≥ with r table then the questions are valid.
R value table with a significance level (α) of 5% and N = 40 r values obtained for 0,361 tables in table r, so in this study the instrument said to be valid when the count r> 0.361.
Validity Test Result
	Variable
	No. Item
	Validity
Coefficient (r)
	Explanation

	Brand Image (X1)
	1
	.737
	Valid

	
	2
	.903
	Valid

	
	3
	.749
	Valid

	
	4
	.911
	Valid

	
	5
	.834
	Valid

	
	6
	.843
	Valid

	
	7
	.924
	Valid

	Product Price (X2)
	8
	.735
	Valid

	
	9
	.854
	Valid

	
	10
	.686
	Valid

	
	11
	.856
	Valid

	
	12
	.777
	Valid

	
	13
	.834
	Valid

	Purchase Decision (Y)
	14
	.834
	Valid

	
	15
	.819
	Valid

	
	16
	.895
	Valid



RELIABILITY TEST
Test reliability is a criterion level of stability or consistency of a measuring instrument (questionnaire). To measure the reliability, the measuring instrument is used with Cronbach Alpha techniques with the following formula: (Arikunto, 2010: 146)
	Description:
	rn		= Instrument reliability
	k		= question amount
Σαb2  		= question variant amount
α12		= total variant
The decision whether or not reliable if the questionnaire stated that the value of r count> r table with a significant level of 5%, then the questions are reliable.
According to Sekaran (2009), the reliability can be seen from the value of coefficient alpha with the following criteria:
a.	< 0,6           generally, the reliability will be said as weak.
b.	0,6 – 0,79   the reliability could be accepted.
c.	> 0,8the reliability could be said as good.
Furthermore, if the value of coefficient alpha is getting very close to 1, the better the reliability. Reliable research instrument or reliable if the results of reliability testing generate alpha coefficient greater than 0.7 (Sekaran, 2009).
From the results of reliability test using SPSS program, then author gets the reliability of Independent variables which consist of brand image and product price.
Reliability Test Result
	Variable
	Reliability Coefficient (r)
	Conclusion

	Brand Image
	0,934
	Reliable

	Product Price
	0,879
	Reliable

	Purchase Decision
	0.807
	Reliable



Based on the table above, It indicates that the variables;brand image, product price and purchase decision on all variable aspects have a value of Cronbach's Alpha that significant or more than 0.6. In the brand image variables Cronbach's Alpha value of 0.934, product price Cronbach's Alpha value of 0.879 while the purchase decision variable has a value of Cronbach's Alpha of 0.807. According to the criteria in Ghozali (2005) it can be said to be reliable.
Verivicative Analysis with Multiple Regression
Analysis of the data used in the study is the method of regression analysis. In the regression analysis will be developed in an Estimating equation (regression equation) is a mathematical formula that seek the value of the dependent variable independent of known value.
In this study there is 1 (one) dependent variable, namely the purchase decision, and two (2) independent variables, namely the brand image and product prices. Under these conditions, the method of analysis used is multiple regression, which can be described as well as the equation can be expressed as follows:
		Y = a + b1X 1+ b2X2 +e			
Description:
		Y   =  Purchase Decision
		X1 =  Brand image
		X2 =  Product price
		a   = regression constants
	b1,b2= regression coefficient
		e  = error
DESCRIPTIVE ANALYSIS
Next step after done analyzing the respondent’s characteristic, descriptive analysis will be conduct. The most basic statistical analysis is descriptive analysis. Descriptive statistics can summarize responses from large number of respondents in few simple statistics. After sample obtained, the sample descriptive statistics are used to make inferences about characteristics of the entire population of interest. (Zikmund, et al, 2010:486). It will obtain the performance measurement of Samsung Smartphones, the analysis will result positive or negative. The result can be used as a suggestion for the company. 
Respondents’ Response about Samsung Smartphones Brand Image
	Item
	Statement
	SD 
	D 
	A
	SA
	TOTAL 

	1
	Samsung smartphones as versatile communication tool
	0
	17
	37
	46
	329

	
	
	0%
	17%
	37%
	46%
	82.25%

	2
	Samsung smartphones are able to facilitate the Samsung customers
	2
	12
	39
	47
	331

	
	
	2%
	12%
	39%
	47%
	82.75%

	3
	Samsung smartphones give confidence for the users because Samsung is a well-known brand
	0
	20
	33
	47
	327

	
	
	0%
	20%
	33%
	47%
	81.75%

	4
	Samsung smartphones give luxury impression for the users
	5
	14
	31
	50
	326

	
	
	5%
	14%
	31%
	50%
	81.50%

	5
	Samsung smartphones give classy impression for the users
	0
	13
	46
	41
	328

	
	
	0%
	13%
	46%
	41%
	82.00%

	6
	Samsung smartphones have eye-catching impression
	0
	17
	38
	45
	328

	
	
	0%
	17%
	38%
	45%
	82.00%

	7
	Samsung smartphones are more popular in the smartphone users
	2
	12
	45
	41
	325

	
	
	2%
	12%
	45%
	41%
	81.25%



According to the calculation for the variable (X1) which is Brand Image, item number 2 has the biggest number of total and the item number 7 has the lowest number of total. To obtain the research result for the Brand Image variable (X1) calculation is needed to sum the respondent’s answer for the each statement item. The respondent score result for the variable Brand Image is 2294. The expected score for the variable Brand Awareness is 7 x 4 x 100 = 2800. Therefore percentage is 81.92% obtained from (2294 : 2800) x 100% = 81.92%.  

          [image: ]

4.2.2 	Respondents’ Response about Samsung Smartphones Product Price
	Item
	Statement
	SD 
	D 
	A
	SA
	TOTAL 

	8
	Samsung smartphones have affordable price

	0
	34
	111
	184
	329

	
	
	0%
	34%
	111%
	184%
	82.25%


	9
	Samsung smartphones have price suitability

	5
	28
	93
	200
	326

	
	
	5%
	28%
	93%
	200%
	81.50%


	10
	Consumers afford the Samsung Smartphones price

	0
	26
	138
	164
	328

	
	
	0%
	26%
	138%
	164%
	82.00%


	11
	Samsung smartphones qualities are commensurate with the price offered

	2
	24
	135
	164
	325

	
	
	2%
	24%
	135%
	164%
	81.25%


	12
	Samsung smartphones prices are worth it

	0
	40
	99
	188
	327

	
	
	0%
	40%
	99%
	188%
	81.75%


	13
	The price of Samsung smartphones is worth the benefits
	0
	34
	114
	180
	328

	
	
	0%
	34%
	114%
	180%
	82.00%




According to the calculation for the variable (X2) which is Product Price, item number 13 has the biggest number of total and the item number 17 and 12 have the lowest number of total. To obtain the research result for the Product Price variable (X2) calculation is needed to sum the respondent’s answer for the each statement item. The respondent score result for the variable Product Price is 1963. The expected score for the variable Product Price is 6 x 4 x 100 = 2400. Therefore percentage is 81.80% obtained from (1963 : 2400) x 100% = 81.79%.  
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Respondent’s Response about Samsung Smartphones Purchasing Decision 
	Item
	Statement
	SD 
	D 
	A
	SA
	TOTAL 

	17
	The features understanding before buying Samsung smartphones is important
	0
	40
	99
	188
	327

	
	
	0%
	40%
	99%
	188%
	81.75%

	18
	Samsung smartphones give willingness to consumers to buy
	2
	24
	117
	188
	331

	
	
	2%
	24%
	117%
	188%
	82.75%

	19
	Samsung makes consumers to have a plan on buying Samsung smartphones
	0
	40
	99
	188
	327

	
	
	0%
	40%
	99%
	188%
	81.75%



According to the calculation for the variable (Y) which is Purchasing Decision, item number 19 has the biggest number of total. To obtain the research result for the Purchasing Decision variable (Y) calculation is needed to sum the respondent’s answer for the each statement item. The respondent score result for the variable Purchasing decision is 985. The expected score for the Purchasing decision is 3 x 4 x 100 = 1200. Therefore percentage is 82.37% obtained from (985 : 1200) x 100% = 82.08%.  
Continuum Line for Purchasing Decision Variable 
 	82
,08%
 

 	   Very Bad 	    Bad 	   Good 	 Very Good 
	25% 	           43,75%  	 62,5%  	   81,25% 	     100% 




CLASSICAL ASSUMPTION TEST
Classical assumption test that the author do are : 
Normality Test 
		Normality Tests conducted on the regression residuals. The examination performed using P-P plot graphs. Normal data is the data which form the points spread is not far from the diagonal line. The result linear regression analysis with the normal chart PP plot against the residual error models regression already showed a normal pattern of graphs, namely any distribution point located not far from the diagonal line.
Normality Test Result (Histogram)
             [image: ]
Source: SPSS processed (2015)
Shows the interpretation that the histogram has a normal distribution can be seen from the graph that form a pattern of a bell or not tilt to the right or to the left.
Normal P-P Plot of Regression Standardized Residual Graphic
[image: ]
Source: SPSS processed (2015)
Shows that the data spread around the diagonal line and follow the direction of the diagonal line. Therefore, based on the image and decision-making criteria were first met in that the data are normally distributed.
Multi-Collinearity Test	
	Multi-collinearity testing done using VIF. A variable that indicates multi-collinearity symptoms can be seen from the VIF (Variance Inflation Factor) which is high on independent variables of a regression model. VIF values of the independent variable in the regression model are:
	Coefficientsa

	Model
	Correlations
	Collinearity Statistics

	
	Zero-order
	Partial
	Part
	Tolerance
	VIF

	1
	(Constant)
	
	
	
	
	

	
	Brand Image
	,950
	,787
	,398
	,187
	5,335

	
	Product Price
	,863
	,046
	,014
	,187
	5,335

	a. Dependent Variable: Purchase decision


	Based on the above table 4.7 it can be seen that all independent variable data free of multi-collinearity for having tolerance above 0.1 and VIF under 10. This indicates that each variable in the model is not the case multi-collinearity, meaning there is no correlation or a perfect relationship or nearly perfect between the independent variables that make up the equation.
Heterocedastisity Test
To determine whether there may be symptoms heterocedastisity using graphs heterocedastisity between variables predictive value of dependent with the independent variables. For more details can be seen in the following figure:
Figure 4.3.4
                           [image: ]
Multiple Regression Analysis
Multiple regression analysis used in this study with purpose to prove the hypothesis about the effect of variable Dimensions of service quality partially or jointly against consumer satisfaction. The results of the data processing SPSS is implicit in the attachment and subsequent will be described in table 4.7
Results of Multiple Linear Regression Analysis
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	,079
	,110
	
	,717
	,475

	
	Brand Image
	,939
	,075
	,920
	12,569
	,000

	
	Product Price
	,034
	,074
	,033
	,458
	,648



Regression model that can be explained from the results in the form of regression equation as follows:
Y = 0,079 + 0,939X1 + 0,034X2
Those equations can explained as follows :
a. The coefficient regression of Brand Image has an influence to purchasing decision which amounted 0,939 or 93,9%
b. The coefficient regression of  Product Price has an influence to purchasing decision which amounted 0,034 or 0,34%.
HYPOTHESIS TESTING
T test (Partial Test)
To test the value of regression model for each variables in partial, the t test can be used to get the result. Following, the explanation of t test for each variables (t table statistic; 1.985) :
1. Brand Image variable
The t value for Brand Image is t = 4,977 with significant value 0.000 < 0.05. With the significant value below 0.05 shows that brand image has significant effect on purchase decision. The coefficient regression has positive way that show brand image has positive significant effect to purchase decision This results approved that Ho is accepted.
2. Product Price Variable
From the statistical results, found that t value for Product price is t = 3,956 with significant value 0.000 < 0.05. With the significant value above 0.05 shows that Product price has no significant effect on purchase decision. It means that Ho is rejected. 
The coefficient of determination (R2)
Coefficient determination used to know how the impact of independent variables to dependent variable. The value of coefficient determination defined by the adjusted R square.
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1

	1
	,950a
	,903
	,901
	,18934
	,903
	449,639
	2



From the results show that the adjusted R square in this research is 0.903 It means that 90,3% of purchasing decision is affected by brand image and product price. While the rest, 9,7% is affected by others variable which are not included in this research.
CONCLUSION
The brand image is influencing Samsung smartphone consumers’ purchasing decision the most. It happened because brand image resonates with the target market, letting them know how their quality of life could benefit from connecting with the brand itself. A recognized and trusted brand identity makes people confident that the organization is dependable. Product price plays an important role as well in product evaluations and choices by a consumer because product pricing somehow becomes one of the most important factor of how consumers choose the product.

1. Based on the statistical research data, could be seen from the continuum line, the variable brand image(X1) from the consumer point of view could be categorized as good. The percentage is 81.92%.

2. Based on the statistical research data, could be seen from the continuum line, the variable product price(X2) from the consumer point of view could be categorized as good. The percentage is 81.79%.

3. Based on the statistical research data, could be seen from the continuum line, the variable brand image(X1) from the consumer point of view could be categorized as good. The percentage is 82.08%.
4. Brand image is influencing purchasing decision of Samsung smartphone users, this is proven by the calculation of total influence brand image towards purchasing decision which is 0,939 or 93,9%%. 
5. Product price is influencing purchasing decision of Samsung smartphone users, this is proven by the calculation of total influence product price towards purchasing decision which is 0,034 or 0,34%. 
6. From the results show that the brand image and product price simultaneously affected the purchasing decision. 0.903 It means that 90,3% of purchasing decision is affected by brand image and product price. 


In conclusion, the brand image is influencing Samsung smartphone consumers’ purchasing decision the most. It happened because brand image resonates with the target market, letting them know how their quality of life could benefit from connecting with the brand itself. A recognized and trusted brand identity makes people confident that the organization is dependable. Product price gives no significant effect towards the purchasing decision. The author assumes about why product price gives no significant effect towards purchasing decision because Samsung produces all segment smartphones, from the lowest price to the highest price. This issue becomes the reason why product price has no significant effect towards purchasing decision.
 
5.2 Suggestion  
5.2.1 	Suggestion for the Company 
1. This study would suggest that Samsung has to be consistent in how the brand image is being built, whether Samsung wants to have an exclusive image or an ordinary image for the consumers’ point of view. Because somehow, brand image plays important role in how consumers choose the product because consumers wanted to rely on the dependable brand.
2. Focus on setting the product price right is an important strategy. Because, pricing is a key determinant in the decision making process that customers use to choose to purchase a product. The study would suggest that Samsung has to keep the price of the products stable as it is right now, because consumers assume that Samsung sells product with a price that is worth, if it is compared with the functions, benefits, and its technology.
5.2.2 	Suggestion for the Further Research 
For further research suggested to add more variable in the study in order to know what is the other variable that influencing the purchasing decision. Adding more respondents, in order to have the maximum result of study, because the larger sample will reflect more reality. Comparing the product with another smartphone product such as iPhone, Blackberry, and other smartphone is needed, thus how exactly the customer preference is will be known, whether people prefer to Samsung smartphones or to the other smartphone product. One limitation to the result of this research is that it was completed in only one city. Additional research in other cities, similar to this study would provide a better reflect with its original circumstances.
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