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ABSTRAK

Joy Verna Detta Br Regar, 22042010205, Pengaruh Kualitas Produk, Citra
Merek, dan Fear of Missing Out (FOMO) Terhadap Keputusan Pembelian
Dengan Kepercayaan Konsumen Sebagai Variabel Intervening Pada Produk
Iphone (Studi Pada Mahasiswa Administrasi Bisnis UPN “Veteran” Jawa
Timur Angkatan 2022-2024)

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, citra merek,
dan Fear of Missing Out (FOMO) terhadap keputusan pembelian iPhone dengan
kepercayaan konsumen sebagai variabel intervening pada mahasiswa Program
Studi Administrasi Bisnis UPN “Veteran” Jawa Timur. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei terhadap 150 mahasiswa pengguna
iPhone angkatan 2022-2024 yang dipilih melalui teknik purposive sampling,
kemudian data dianalisis menggunakan metode Structural Equation Modeling-
Partial Least Squares (SEM-PLS) dengan bantuan SmartPLS 4.0 melalui pengujian
outer model, inner model, dan bootstrapping. Hasil penelitian menunjukkan bahwa
kualitas produk, citra merek, dan FOMO berpengaruh positif dan signifikan
terhadap kepercayaan konsumen maupun keputusan pembelian iPhone, dengan
pengaruh terbesar terdapat pada hubungan citra merek terhadap kepercayaan
konsumen sebesar 0,426. Selain itu, kepercayaan konsumen terbukti mampu
memediasi pengaruh kualitas produk, citra merek, dan FOMO terhadap keputusan
pembelian, sehingga memperkuat temuan penelitian sebelumnya bahwa faktor
fungsional dan psikologis konsumen berperan dalam membentuk keputusan
pembelian smartphone. Penelitian ini menyimpulkan bahwa peningkatan kualitas
produk, penguatan citra merek, serta pengelolaan strategi pemasaran berbasis tren
digital dapat meningkatkan kepercayaan konsumen dan mendorong keputusan
pembelian iPhone. Perusahaan disarankan untuk terus mempertahankan kualitas,
inovasi, dan keamanan produk, sedangkan penelitian selanjutnya dapat
mengembangkan model dengan menambahkan variabel lain seperti harga, gaya
hidup, promosi, dan electronic word of mouth dengan cakupan responden yang
lebih luas.

Kata Kunci: Kualitas Produk, Citra Merek, Fear of Missing Out, Kepercayaan
Konsumen, Keputusan Pembelian.
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ABSTRACT

Joy Verna Detta Br Regar, 22042010205, The Influence of Product Quality,
Brand Image, and Fear of Missing Out (FOMQO) on Purchase Decisions, with
Consumer Trust as an Intervening Variable for iPhone Products (A Study of
Business Administration Students at UPN “Veteran” Jawa Timur, Class of 2022-
2024)

This study aims to analyze the influence of product quality, brand image, and Fear
of Missing Out (FOMO) on iPhone purchasing decisions with consumer trust as an
intervening variable among students of the Business Administration Study Program
at UPN “Veteran” Jawa Timur. This research employed a quantitative approach
using a survey method involving 150 iPhone users from the 2022—2024 cohorts
selected through purposive sampling. The collected data were analyzed using
Structural Equation Modeling-Partial Least Squares (SEM-PLS) with SmartPLS
4.0 through outer model evaluation, inner model evaluation, and bootstrapping
hypothesis testing. The results indicate that product quality, brand image, and
FOMO have positive and significant effects on consumer trust and purchasing
decisions, with the strongest direct influence found in the relationship between
brand image and consumer trust with a coefficient value of 0.426. Furthermore,
consumer trust successfully mediates the effects of product quality, brand image,
and FOMO on purchasing decisions, supporting previous studies that both
functional and psychological factors influence smartphone purchasing behavior.
This study concludes that improving product quality, strengthening brand image,
and implementing digital trend-based marketing strategies can increase consumer
trust and encourage iPhone purchasing decisions. Companies are advised to
continuouslymaintain product quality, innovation, and security, while future
researchers are encouraged to incorporate additional variables such as price,
lifestyle, promotion, and electronic word of mouth with broader research coverage.

Keywords: Product Quality, Brand Image, Fear Of Missing Out, Consumer Trust,
Purchasing Decision.
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