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Abstract—The aim of this research is to determine whether
country of origin, brand image, price fairness and service
quality affect the satisfaction of iPhone users and to find out
whether the satisfaction of iPhone users affect brand loyalty.
Novelty in this research was the country of origin because
Indonesian consumers were more concerned with the country
of origin of the product rather than the quality or other things
while others were not concerned about it and it might bring up
different things in this research.

The populations in this research were iPhone mobile users at
the universities in Yogyakarta. The samples in this research
were 250 iPhone users. The sampling used non-probability
techni with sampling method and the
research models were analyzed using Structural Equation
Model (SEM) with the help of AMOS software.

The results of this research proved that country of origin,
brand image, price fairness and service quality had significant
positive effect on customer satisfaction of iPhone users and
iPhone customer satisfaction had significant positive effect on
brand loyalty.

Index Terms— Country of Origin, Price Fairness, Service
Quality, Customer satisfaction, Customer Loyalty.
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[. INTRODUCTION

Competitions among producers occur in all industrial
sectors. The information technology industry sector is an
industrial sector where the level of competition has been
high in recent years. Asia in the past few years is a very
attractive and lucrative market for information technology
producers and surprisingly the biggest growth is in the
Southeast Asia region.

As in [2] Growth from Knowledge (GFK), in Southeast
Asia Indonesia ranks the highest in the growth of the
smartphone market. In the first quarter of 2018 as in [1] e-
Marketer research institute reported that smartphone active
users in Indonesia grew almost twice that of 55 million in
2015 and become 100 million people in 2018.

The impact of the rapid growth of smartphone users has
led to increasingly fierce competition in the smartphone
industry in recent years and made all smartphone companies
try to build and maintain loyalty. In this case, the company
does not only require to be able to provide a variety of
values or benefits in order to make consumers choose a
particular brand of mobile phone, but the company must
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also continue to make various efforts to build customer
satisfaction to create loyalty toward their products.

iPhone is one of the many respected smartphone
manufacturers today. This American company controls most
of the market share in the world. As in [3] Gartner research
institute in 2018, the iPhone recorded 14.1% market share,
Samsung 20.5%, Huawei 10.5%, Xiomei 7.5% and Oppo
7.4% and in 2019 decreased to third followed by Huawei
with the market share 15.8 while the iPhone 10.5 and this
must be considered by Apple as the iPhone manufacturer.

Nowadays consumers of mobile phones are generally
influenced by many factors in determining the choice of
purchasing mobile phones including brand image, price
fairness, country of origin, and service quality. Consumers
also think whether the features and product characteristics of
a brand match what they want and need or they have other
considerations when deciding to buy products from a
particular brand.

Customer satisfaction is the basis for the success of a
company, especially in conditions of intense global
competition like today as in [4]. The basis of thinking that
underlies the premise of the meaning of customer
satisfaction is that consumers who are satisfied with a
product / service provided will most likely repurchase and
will apply otherwise.

Many empirical researches are conducted to find and
analyze factors that can influence the level of customer
satisfaction. As in [5], he stated that consumer satisfaction
depends on the quality of the product itself. Meanwhile, as
in [6]; [7] stated that service quality is the key to customer
satisfaction.

Service quality will be an important variable in the
company's efforts to obtain long-term relationships with
consumers and can attract prospective new customers. For
that the company must pay attention to the ease of
information about the products they will sell starting from
purchasing information, exchange, and spare parts.

In addition to service quality, an important factor in
influencing  individual satisfaction is price
fairness. Based on the customer's point of view, price is very
often used as an indicator of wvalue when the price is
connected as a perceived benefit of goods / services as in
[8]. Price is one way for companies to suppress consumer
interest in making purchases.

Brand image is also an important factor in customer
satisfaction. Brand image allows consumers / customers to
recognize, evaluate the quality of the product to be
purchased, and can cause a low purchase risk. Consumers
generally prefer well-known brands even though the price
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offered is more expensive as in [9].

As in [10], Country of origin is the country where the
company 1s associated. As i [11] the influence of country
of origin on brand image is interesting to be studied because
consciously generally country of origin influences the
public's view of product quality.

Smartphone manufacturers today can easily copy all
aspects of their competitors such as product quality, price
fairness and quality of service. However, the existence of a
country of origin label that cannot be copied by other
producers will create a strength point in terms of product
marketing because it will create a strong brand image.

As in [30], @ian consumers especially Indonesia have a
culture that is more concerned with the country of origin of
a product rather than quality or other things while others
were not concerned about it. The culture of consuming such
products can benefit Apple in term of brand image of iPhone
products, but this research can bring up different things.

Based on the background that has been described, the
researcher is interested in conducting research entitled “The
Effect of Country of Origin, Brand Image, Price Fairness
and Service Quality Mediated by Consumer Satisfaction on
Loyalty of iPhone Mobile Users in Yogyakarta™

II. LITERATURE REVIEW
A. Country of Origin

Country of origin is the impact that arises in consumer
perceptions that are influenced by the location where the
product is produced as in [12].

As in [34] basically, a country's image in a marketing
perspective can be defined at three levels: 1 overall country
image is the overall beliefs, ideas and impressions of a
particular country as a result of consumer evaluations of
their perceptions about the strengths and weaknesses of that
country. 2. Aggregate product country image is the overall
cognitive feeling associated with the product of a certain
country. 3. Specific product country image is the overall
cognitive feeling associated with the product specifications
of a particular country

As in [11], country of origin indicators according to them
are country innovation that produced product, technological
advancements from that country, production design,
production quality, and brand image of a brand producing
country as a developed country.

As in [22], COO is related to the quality of the product
itself. Consumers use the COO to be the standard quality of
a product before the product / service is purchased by
consumers. Thus, it creates brand image of these products.

Previous research as in [23] proved that Country of
Origin has a positive effect on Brand Image. And also [24]
in his research revealed that Country of Origin has a positive
effect toward brand image. In this research, the hypothesis is
proposed as follows:

H1: Country of origin has significant positive effect on
brand image in using iPhone

B. Brand Image

As in [13], brand image is a set of beliefs, ideas or
impressions that a person has toward a brand.

Companies must be able to develop brand images or
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product images so that it can continue to compete in
competition in the business world. As in [32] there are 3
factors forming brand images, namely corporate image,
product image, and user image.

As in [14], brand image indicators are strength of brand
association, favorability of brand association, and
uniqueness of brand association.

As in [25], Brand image is the link that is in the mind of
consumers when remembering a particular brand. The image
of a brand will be closely related to customer satisfaction.

As in [16], he stated that brand image has a positive and
significant effect on customer satisfaction. In this research,
the hypothesis is proposed as follows:

H2: Brand image has significant positive effect on
customer safisfaction in using iPhone.
C. Service Quality

Service Quality is a person's assessment of the place or
location, people, equipment, communication tools and prices
they see before they decide to repurchase in the future as in
[17].

The purpose and function of the service is the quality of
service provided to consumers must function to better
provide maximum satisfaction, therefore in order to provide
services it must be carried out in accordance with the service
function and the quality of service provided by each
company has a purpose. Usually the purpose of holding a
service 1s so that consumers feel the satisfaction and impact
on the company will get the maximum profit. The quality of
service expected and felt is determined by the quality of the
service itself.

Service Quality Indicators as in [16] have leaflets or
information, and provide information on product choices for
iPhone. This can make purchases easily because they have
ease of information, ease to exchange goods, and ease to
find spare parts.

Previous research that examined the effect of service
quality on customer satisfaction stated that service quality
had a significant positive effect on customer satisfaction as
in [26]. In this research, the hypothesis is proposed as
follows:

H3: Service quality has significant positive effect on
customer satisfaction in using iPhone

D. Price Fairness

Consumer's view of the differences in prices and benefits
obtained by consumers can be considered or the price that is
still acceptable as in [15], therefore, the selling price is
likely to be compared with an experience of use before
making a purchase.

As in [33] the consequence of this, when consumers feel
that the benefits provided / offered by a product in
connection with perceived high sacrifice, consumers will
feel that the price is fair, it is referred to as price fairness. As
in [16], price fairness indicators are atfordable prices, stable
prices, competitive prices, and low prices. Consumers who
have full control to choose one of the various options
offered previously will certainly compare whether the price
offered is equal to the value or benefits to be received.




As in [29], price fairness has positive and significant
effect on customer satisfaction. In this research, the
hypothesis 1s proposed as follows:

H4: Price fairness has significant positive effect on
customer satisfaction in using iPhone.

E.  Customer Satisfaction

As in [18], Consumer satisfaction is a consumer feeling,
whether in the form of pleasure or disappointment arising
from comparing the appearance of a product associated with
consumer expectations for the product.

As in [27], he defined customer satisfaction as consumer
feelings, whether in the form of pleasure or disappointment
obtained from comparing the appearance of a product
related to consumer expectations of the product.

Indicators of customer satisfaction as in [19] are satisfied
with mobile design, satisfied with mobile features,
handphone has clear voice, handphone has complete picture
and features compared to other brands, satisfied with various
bonuses such as adding applications and when the purchase
is made, satisfied because the best brand, feel comfortable
with the brand, the brand is more effective than other
brands, and this brand can meet the needs.

As in [29], they stated that consumer satisfaction has a
positive and significant influence on brand loyalty. In this
research, the hypothesis is proposed as follows:

H3: Consumer satisfaction has significant positive effect
on Brand Loyalty in using iPhone.

F. Brand Loyalty

Brand loyalty is the customer's consistent preference to
make purchases on the same brand on specific products or
certain service categories as in [20].

As in [35] aspects of brand loyalty consists of three types:
1. cognitive is a picture of what is believed by consumers.
This component contains a consumer's perception, trust and
stereotype of a brand, 2. Affective is a component based on
consumers feelings about a product. Consumers have
emotional closeness to the brand, 3. Conative is the
boundary between the dimensions of attitude loyalty and
behavior loyalty, which is represented through the tendency
of consumer behavior to use the same brand in the future
opportunity. This component is also related to the tendency
of consumers to buy a brand because it has formed a
commitment in themselves to continue to consume the same
brand, 4. action is to recommend a certain product brand to
others

As in [21], indicators of loyalty are desire to make
purchases in the future, purchasing mobile phones as the
main reference, recommending others who ask for advice,
and willing to tell the benefits of the product.

G. Structural Equation Model (SEM)

A method used with the aim of processing research results
in order to obtain a conclusion is called the data analysis
method. As in [31] SEM is an amalgamation of scparate
statistical methods, namely factor analysis and simultaneous
equation modeling.
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Fig. 1. Research Frame Work.

III. RESEARCH AND DISCUSS“J

The research was quantitative primary. In this research,
the populations were consumers of iPhone mobile users at
the university in Yogyakarta who were currently using
iPhone. The sample was taken using purposive sampling
method with non-probability technique. The numbers of
sample in this research were 250 respondents. The data was
tested and processed using SEM AMOS 21.

IV. RESEARCH METHOD

Fig. 2. Structural Equation Model.

TABLE 1: GOODNESS OF FIT TEST

index Cut-off Value Result Model Evaluation
2 (Chi-Square) Expected small 996,058 Deficient
Probability =005 0.000 Deficient
CMIN <2 1,901 Good fit
GF1 =090 0.800 Moderate fit
AGFI =0,90 0.500 Moderate fit
NFI =090 0.856 Moderate fit
TLI =090 0.915 Good fit
CFI 2090 0,925 Good fit
IFT =090 0,926 Good fit
RMSEA =008 0.058 Good fit

Source: Data Processed From 2019

Goodness of fit test results indicate that the assessment
criteria are mostly categorized as good fit and moderate fit,
therefore it can be concluded that overall the model is good
and is stated goodness of fit.




A. Normality test

Normality test is used to assess whether the data
distribution is normally distributed or not. Data is said to be
normally distributed if it has a multivariate critical ratio
value of -2.58 < critical ratio < 2.58.

Based on the result of data processed, it is known that
the multivariate c.r value of 2,293 < 2,58, Therefore it can
be concluded that the data used in the study have been
normally distributed.

B.  Qutlier Test
Outlier test is used to see if there is extreme data on a
variable and makes the data very different from other data.

TABLE 2: OUTLIER TEST

Observation number | Mahalanobis d-squared pl p2
178 66,369 001 000
161 65768 001 000
149 65.136  .001 000
173 64.118 002 000
205 45084 (118 .000

Source: Data Processed From 2019

Based on the outlier test results it is known that the
highest d-square value is 66,369 and the lowest is 45,084.
While the mahalanobis distance in the table is 66,619.
Because the d-square mahalanobis wvalue is not higher
66,619, it can be concluded that in this reseach there is no
outlier data.

TABLE 3: HYPHOTHESIS TEST RESULT

Estimate | SE.| CR| P
Brand Image <= | Country of Origin 285 | 074 3856 | 000
Costumer Satisfaction |<-- | Brand Image 282 | 064 4385 | 000
Costumer Satisfaction |<--- | Service Quality 124 063 1974 | 048
Costumer Satisfaction |<--- | Price Faimess 48| 73 2000 | 043
Brand Loyelty <= | Costumer Satisfaction 481072 2050 | 040

Source: Data Processed From 2019

Information:

Source: Data Processed from 2019
Description:

If p value < 0.05 the hypothesis is accepted.
If p value > 0.05 the hypothesis is rejected.

C.  The Effect of COQ on Brand Image

Based on the analysis, it is known that country of origin
had significant positive effect on brand image. That is, the
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better the country of origin of a product will further enhance
the brand image of a product in the eyes of consumers.
The results of this research were in line with research as in
[12] which stated that country of origin can be interpreted as
a result that arises in the minds of consumers and influence
the location where a product is created or produced. The
location of a product created will affect people's perception
of the quality of the product to be purchased.

D. The Effect Customer
Satisfaction

of Brand Image on

The analysis showed that brand image proved to have a
significant positive effect on customer satisfaction. This
means that the better the brand image of a product according
to consumers, the better the level of satisfaction felt by
consumers.

The results of this research were in line with research as in
[16] that proved brand image has positive effect on
consumer satisfaction.

E. The Effect of Service Quality on
Satisfaction 1

Based on the results of the research note, the quality of
service was proven to have a positive influence on customer

satisfaction. These results meant that the better the quality of

Customer

services provided to consumer, the level of customer
satisfaction will also increase. On the other hand, the lower
the quality of services provided by consumers, the level of
customer satisfaction will decrease.

The results of this research were in line with research as in
[29] which stated that service quality has positive effect on
service satisfaction. As in [26] revealed that service quality
has positive effect on customer satisfaction.

F. The Effect of Consumer Satisfaction on Brand
Laoyalty
Based on the results of the analysis note, customer
satisfaction had significant positive effect on brand loyalty.
Increasing consumer satisfaction will also increase
consumer loyalty to the brand.
The results of this research were in line as in [27] that
proved Consumer Satisfaction has positive effect on brand
loyalty.

V. CONCLUSION AND RECOMMENDATION

A. Conclusion

After the researcher conducted analysis and discussion,
several conclusions are as follow: country of origin had
positive and significant effect on brand image. This means
that the better the consumer's assessment of the country of
origin, the better the brand image as seen by consumers of
iPhone. Brand image had positive and significant effect on
customer satisfaction. This means that the better the brand
image of iPhone, the better the iPhone customer satisfaction.
Service quality had positive and significant effect on
customer satisfaction. This means that the better the service
quality provided to iPhone consumers, the better the level of
iPhone customer satisfaction. Price fairness had positive and
significant effect on customer satisfaction. This means that
the better the price fairness of iPhone, the better the level of




consumer satisfaction. Consumer satisfaction had positive

and significant effect on brand loyalty. This means that the
better the customer satisfaction, the better the level of brand
loyalty.

B. Recommendation

Companies need to utilize and maximize the country of
origin variable as a marketing aspect because of all the
existing variables such as service quality, and price fairness
all producers can maximize it and duplicate it, because the
results of this study are able to prove that the country of
origin variable has the biggest effect on brand images and
brand images affect customer satisfaction and Companies
should pay attention to customer satisfaction by continuing
to maintain and improve brand image, service quality, and
price fairness. Especially an increase in the dimensions of
service quality that has the lowest value among other
dimensions such as adding a store as a place of service and
purchasing parts that will facilitate customers.
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