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Abstract

This study aims to determine and analyze the influence of prestige and lifestyle on
iPhone purchasing decisions among Generation Z in Bima City. This study uses a
quantitative approach with an associative research type. Data were collected by
distributing questionnaires to Generation Z iPhone users in Bima City who were selected
using a purposive sampling technique. Data analysis was carried out using validity tests,
reliability tests, classical assumption tests, multiple linear regression analysis, correlation
coefficients, coefficients of determination, and hypothesis testing. The results of the study
indicate that partially prestige does not have a significant effect on iPhone purchasing
decisions among Generation Z in Bima City. Conversely, lifestyle is proven to have a
significant effect on iPhone purchasing decisions. Simultaneously, prestige and lifestyle
have a significant effect on iPhone purchasing decisions. These findings indicate that
lifestyle is a more dominant factor in driving iPhone purchasing decisions than prestige.
Therefore, companies need to understand the lifestyle characteristics of Generation Z in
designing marketing strategies that suit consumer needs and preferences.

Keywords: Prestige, Lifestyle, Purchasing Decision, iPhone, Generation Z.

INTRODUCTION

The development of communication technology has progressed very rapidly,
making smartphones a basic necessity for modern society. Smartphones are not only
used as communication tools but also serve as sources of entertainment, work, learning,
creative media, and even as a means of self-expression in the digital world. One
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smartphone brand that has gained significant appeal in many countries, including
Indonesia, is the iPhone. Produced by Apple, the iPhone is widely recognized for its
elegant design, high-quality camera, exclusive operating system, and strong premium
brand image in the minds of consumers.

The iPhone is often perceived not merely as an electronic device but also as a
product with symbolic value. There is a tendency among Generation Z (Gen Z) to view
the iPhone as a symbol of social status. Many consumers choose the iPhone to
demonstrate their social standing, follow trends, or reflect a particular lifestyle. As a result,
purchasing decisions related to the iPhone are often complex and influenced by non-
functional factors, especially among younger generations. One of the impacts of
globalization is the rapid advancement of technology and information, particularly the
internet. According to Newzoo (2022), Indonesia ranks fourth in the world in terms of
internet usage. One form of technology that continues to experience increasing usage is
gadgets. Indonesian society's openness to technological developments has transformed
the way people live, work, and interact with one another. Today, people compete to own
gadgets not only as communication tools but also as symbols of lifestyle, trends, and
prestige (Marpaung Junierissa, 2018). Gadget technology can have both positive and
negative impacts on society, depending on how individuals use it. In today's digital era,
technology has become an essential part of business processes. Therefore, the effective
use of technology can generate positive impacts on society and improve business
performance when utilized properly (Hamzah, 2018).

Generation Z refers to individuals born between 1997 and 2012 and is often
described as “digital natives,” a generation that has been familiar with digital technology
since childhood. They tend to have lifestyles that are highly connected to social media,
stay updated with global trends, and consider technology an important part of their
identity. In the context of consumer behavior, Gen Z is more easily influenced by social
environments, public figures, influencer trends, and the desire to project a modern and
up-to-date self-image.

One factor that encourages Gen Z to purchase iPhones is prestige. Prestige refers
to the social status obtained through ownership of certain products or the use of specific
brands. Prestige, often associated with social pride, is a phenomenon in which consumers
experience a sense of satisfaction and happiness after consuming particular products or
services (Siti & Muhammad, 2022). The iPhone is perceived as having a certain social
status value, leading its owners to be viewed as belonging to a higher economic class or
lifestyle. Using an iPhone can increase self-confidence, create a sense of pride, and
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influence how individuals are perceived by others. There is a common assumption that
owning an iPhone can enhance prestige or social status among Gen Z. Therefore, it is
not surprising that many young people strive to own an iPhone to gain social recognition
or simply fulfill emotional needs.

In addition to prestige, lifestyle is another factor that significantly influences
purchasing decisions. The consumer-oriented lifestyle and trend-focused behavior of Gen
Z may encourage them to choose the iPhone as part of their identity and social activities.
Gen Z’s desire to appear trendy, keep up with the latest technological developments, and
remain active in digital social interactions motivates them to select devices that support
these activities. The iPhone is considered compatible with such a lifestyle due to its
camera quality that supports social media content creation, the convenience of the Apple
ecosystem, and its modern and fashionable brand image. Consumer purchasing
decisions are influenced by various factors, including psychological, social, and cultural
aspects. Lifestyle is one of the many factors that affect consumer decisions when
selecting a product (Rafida & Didit, 2023). Lifestyle also plays a significant role in shaping
customer behavior throughout the purchasing process (Hardianty & Didit, 2023).
According to Kotler and Keller (2016), as cited in Tangesow and Tumbel (2019), lifestyle
is reflected through an individual's activities, interests, and opinions, which together
represent their unique perspective on life. By carefully analyzing lifestyle patterns,
businesses can gain insights into evolving consumer beliefs and how these beliefs
influence consumer behavior. The consumptive behavior of Gen Z, which is heavily
influenced by social media trends, often causes iPhone purchasing decisions to be driven
more by desire than by necessity.

The phenomenon of iPhone usage among Gen Z is also highly visible in Bima City.
Although Bima is not a major metropolitan city, the consumption patterns of its younger
generation are dynamic and closely aligned with technological developments compared
to other regions. Therefore, the researcher is interested in conducting a study entitled
“The Influence of Prestige and Lifestyle on iPhone Purchase Decisions Among
Generation Z in Bima City.

PROBLEM FORMULATION
1. Does prestige have a significant influence on iPhone purchase decisions among
Generation Z in Bima City?
2. Does lifestyle have a significant influence on iPhone purchase decisions among
Generation Z in Bima City?
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3. Do prestige and lifestyle simultaneously have a significant influence on iPhone
purchase decisions among Generation Z in Bima City?

The influence of prestige on purchasing decisions

The influence of prestige on purchasing decisions can be defined as a condition
where a person's desire for social recognition, status, honor, and pride influences their
decision to purchase a product. Consumers tend to choose products with an exclusive
image, well-known brands, and high value because they are perceived as enhancing
prestige and demonstrating social standing within the community. In this context, prestige
is a psychological factor that drives consumers to make purchasing decisions, not only
based on the product's function but also on the symbolic value and pride derived from
using it.

According to (Septiani & Eko, 2024), prestige influences iPhone purchasing
decisions because the iPhone is considered a symbol of social status, honor, and pride
among teenagers and Generation Z. Apple's brand image, known for its innovation,
exclusivity, and high quality, makes consumers feel more confident and sophisticated
when using an iPhone. Furthermore, the influence of social circles, peers, and social
media also encourage consumer behavior to gain social recognition and enhance
prestige.

The effect of lifestyle on purchasing decisions

The influence of lifestyle on iPhone purchasing decisions among Generation Z can
be interpreted as a relationship between lifestyle patterns, activities, interests, and how
individuals express themselves, with their decisions to purchase an iPhone. Generation
Z tends to choose the iPhone not only as a communication tool, but also as a symbol of
trends, social status, and self-identity. A modern lifestyle, keeping up with technological
developments, being active on social media, and having a tendency to be consumer-
oriented, makes Generation Z more attracted to the iPhone because it is perceived as
having a premium design, high quality, and being able to increase self-confidence in
social circles.

According to (Resha et al., 2025), lifestyle, closely related to social media use and
technological trends, is a factor that drives Gen Z to choose the iPhone. The high-quality
camera, exclusive design, and integration with the Apple ecosystem make the iPhone a
suitable choice for Generation Z's digital lifestyle.
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The influence of prestige and lifestyle on purchasing decisions

The influence of prestige and lifestyle on iPhone purchasing decisions can be
defined as the condition in which an individual's lifestyle, activities, interests, and desire
for social status and recognition influence their decision to purchase an iPhone. A modern
lifestyle, following technological trends, and being active in social circles lead Gen Z to
choose the iPhone because it is perceived as capable of supporting their activities and
reflecting their identity. Furthermore, the prestige attached to the iPhone as a premium
and exclusive product makes consumers feel more confident, classy, and have higher
social value in their social circles. Thus, iPhone purchasing decisions are based not only
on product function but also on symbolic value, social image, and the lifestyle the
consumer wishes to portray.

According to (Wahyu et al., 2025), prestige and lifestyle significantly influence
iPhone purchasing decisions among college iPhone users. An active, modern lifestyle,
following technological trends, and embracing smartphones as part of their identity
encourage Gen Z to choose the iPhone because it is perceived as capable of supporting
their activities and reflecting a premium lifestyle. In addition, the prestige factor also
influences purchasing decisions because the iPhone is seen as a symbol of social status,
exclusivity, and self-pride that can increase self-confidence in social circles.

RESEARCH HYPOTHESES
HA1

Prestise (X1)

Purcashing
Decisions (Y)

\
Lifestyle (X2) % x

LLD

o

RESEARCH METHODOLOGY

This type of research is associative research. Associative research is a research
problem formulation that asks about the relationship between two or more variables. The
research instrument used in this study was a questionnaire distributed to a number of
respondents, and all variables were measured using a Likert scale. The population in this

study is all Gen Z users of iPhones in Bima City, which cannot be known for certain. he
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sample used in this study consisted of 96 respondents. The sampling technique used was
purposive sampling. According to (Sugiyono 2020), purposive sampling is a sampling
technique with certain considerations in mind. The criteria used in this study are
consumers aged 14-29 years because they can understand the questions in the
questionnaire, residing in Bima City. Data collection techniques included observation,
questionnaires, and literature study. The data analysis techniques used in this research
included validity testing, reliability testing, Normality test, Multicollinearity Test,
Heteroscedasticity Test, Autocorrelation Test, Multiple Linear Regression, t-test, and f-
test.

RESEARCH RESULTS AND DISCUSSION
Validity Test

From the results of the Validity Test carried out using the SPSS version 26.0
program, the results can be stated as follows:

Table 1
Prestise G_ay a Keputus_an
hidup | Pembelian R
Pertanyaan - Ket.
. R R hitung tabel
R hitung .
hitung
1 0,742 0,884 | 0,896 0.30 Valid
2 0,895 0,888 | 0,766 0.30 Valid
3 0,884 0,876 | 0,898 0.30 Valid
4 0,895 0,814 | 0,895 0.30 Valid
5 0,724 0,835 | 0,891 0.30 Valid
6 0,715 0,882 | 0,921 0.30 Valid
7 0,891 0,932 0.30 Valid
8 0,713 0,889 0.30 Valid
9 0,894 0.30 Valid
10 0,714 0.30 Valid
11 0,886 0.30
12 0,895 0.30
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From the results of the Validity Test conducted using the SPSS version 26.0
program, it can be stated that the Prestige (X1), Lifestyle (X2), and Purchasing Decision
(Y) variables on all the instruments used are declared Valid because they are > 0.30.

Reliability Test

Reliability measurement was conducted using the One Shot method or a single
measurement using the SPSS version 26.0 Cronbach Alpha (a) Statistical Test. A
construct or variable is said to be reliable if it provides a Cronbach Alpha value > 0.60 as
seen in the following table.

Table 2
Variabel R Hitung N R tabel | Keterangan
Prestise (X1) 0,954 12 0.60 Realibel
Lifestyle (X2) 0,931 6 0.60 Realibel
Purcashing decision (Y) 0,961 8 0.60 Realibel

From the table above, the Cronbach Alpha (a) for each variable is greater (>0.60),
so the variables Prestige (X1), Lifestyle (X2), and Purchasing Decision (Y) can be said to
be reliable.

Classical assumption test
Normality test

Table 3
One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 96
Normal Mean .0000000
Parametersa® Std. Deviation 3.8478425
2
Most Extreme Absolute 135
Differences Positive .102
Negative -.135
Test Statistic 135
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Asymp. Sig. (2-tailed)® .068
Monte Carlo Sig. .067
Sig. (2-tailed)® 99% Low .590
Confidence er Bound
Interval Upp .000
er Bound

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. Lilliefors' method based on 10000 Monte Carlo samples with
starting seed 2000000.

Based on the Kolmogorov-Smirnov test, the significance value obtained was 0.068
> 0.05, meaning that the normality assumption was met.

Multicollinearity Test
Tabel 4
Multicollinearity Test
Coefficients?

Collinearity statistics
Model Tolerance Vif
1 (constant)
Prestise .998 1.787
lifestyle .002 1.787

A. Dependent Variable: Keputusan Pembelian

Based on the calculation results in Table 4.3, the independent variables show a
Tolerance value for Prestige (X1) = 0.998 > 0.10 and VIF 1.787 < 10, the Tolerance value
for Lifestyle (X2) = 0.998 > 0.10 and VIF 1.787 < 10, so the conclusion from testing the
data is that there is no multicollinearity.
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Heteroscedasticity Test

Scatterplot
Dependent Vanable: ¥
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Regresson Standardized Predicted Value

Based on the plot image above, it can be seen that the plot points do not form a
particular pattern and tend to spread around the Y=0 axis. Therefore, it can be concluded
that there is no heteroscedasticity.

Autocorrelation Test
Table 5

Durbin Watson DI DU 4

du description

There is no positive and
2.074 |1.6039 |1.7103 | 2.2897 negative

autocorrelation

Based on the table data above, the Durbin Watson value in the Summary model
is 2.074. Based on the 5th Darbin Watson test criteria table, where if du <d <4 —du, it
can be concluded that there is no negative or positive autocorrelation. So, because
1.7103 < 1.929 < 2.2897, there is no autocorrelation.
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Multiple Linear Regression

Table 6
Coefficients?

Unstandardized Standardized

coefficients coefficients
Model B Std. Error Beta T Sig.
(constant) T75 1.450 .535 594
Prestise 433 .050 .636 |.654 .998
Lifestyle 1.418 .100 306 [24.167 |.002
A. Dependent Variable: Keputusan Pembelian

Therefore, the multiple regression model obtained from the above data is as

follows:

Based on the equation above, the constant value is 0.775, with Prestige (X1) =
0.433, and Lifestyle (X2) = 1.418.

Y =a+b1X1+b2X2

Y =0.775 + 0.433 X1 + 1.418 X2

This equation can be interpreted as follows:

A constant of 0.775 means that if the Prestige and Lifestyle values are zero, then
the Purchase Decision is 0.775.

a. The regression coefficient for Prestige (X1) of 0.433 indicates that for every one-
unit increase in Prestige, the Purchase Decision value increases by 0.433, assuming
everything else remains constant.

b. The Lifestyle regression coefficient (X2) of 1.418 states that for every additional
unit of Lifestyle value, the Purchase Decision value increases by 1.418, assuming
everything else remains the same.
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Multiple Correlation Coefficient
Table 7
Model Summary®
Adjusted  RStd. Error ofDurbin-
Model R R Square [Square the Estimate [Watson
18962 .803 .799 3.889 2.074
a. Predictors: (Constant), Prestise , lifestyle
b. Dependent Variable: Keputusan Pembelian

Based on the results of processing the SPSS version 27.0 data, a correlation value
of 0.962 was obtained, and to determine the level of closeness of the relationship between
Prestige (X1), Lifestyle (X2), and Purchasing Decisions (Y) it was strong. This is adjusted
according to the correlation coefficient interpretation table below.

The correlation coefficient is as follows:

Table 8
Coefficient interval Relationship level
0,00 - 0,199 Very Low
0,20 - 0,399 low
0,40 - 0,599 Medium
0,60 — 0,799 Strong
0,80 - 1,000 Very strong

Multiple Determination Coefficien
Table 9
Coefficient of Determination
Model Summary®
Adjusted  RStd. Error ofDurbin-
Model R R Square [Square the Estimate |[Watson
1 .896 .803 .799 3.889 2.074

a

a. Predictors: (Constant), Prestise, Lifestyle
b. Dependent Variable: purcashing decision
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Based on the results of processing SPSS version 27.0 data in table 4.8 above, the
coefficient of determination value is obtained = 0.896. This test states that Prestige (X1),
Lifestyle (X2), and Purchasing Decisions (Y) have an influence of 89.6%. Meanwhile,
10.6% is influenced by other variables outside of the variables tested by this researcher
such as Price, Promotion and others.

T-statistic test
Table 10
Coefficients?
Unstandardized Standardized

coefficients coefficients
Model B Std. Error Beta T Sig.
1 (constant) T75 1.450 .535 594
Prestise 433 .050 .636 .654 .998
Gaya Hidup 1.418 .100 .306 24 167 .002

A. Dependent variable: purcashing desicion
H1 = Prestige significantly influences iPhone purchasing decisions among Gen Z in
Bima City.

Based on the SPSS version 27.0 output above, the t-value for Prestige (X1) is
0.654, with the number of degrees of freedom (df) = n-2 or 96 - 2 = 94. Therefore, the t-
value is 1.66123. The t-value is smaller than the t-value (0.654 < 1.66123), and the sig
value is 0.998 > 0.05.

Partially, prestige does not significantly influence purchasing decisions. The t-test
results show a t-value of 0.654 < t-value of 1.66123, and a significance value of 0.998,
which is greater than 0.05 (0.998 > 0.05). Therefore, it can be concluded that the prestige
variable partially does not significantly influence purchasing decisions. This indicates that
prestige is not a primary factor influencing consumers' purchasing decisions, meaning H1
is rejected. This research aligns with research conducted by Delinda & Santoso (2023),
which stated that prestige has no effect on purchasing decisions.

H2 = Lifestyle significantly influences iPhone purchasing decisions among Gen Z in
Bima City.

Based on the SPSS version 27.0 output above, the calculated t-value for Lifestyle

(X2) is 24.167, with the number of degrees of freedom (df) = n-2 or 96 - 2 = 94. Therefore,
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the t-value is 1.66123. Therefore, the calculated t-value is greater than the t-value
(24.167> 1.66123), and the sig. value is 0.002 < 0.05.

Partially, lifestyle significantly influences purchasing decisions. The results of the
t-test show that t-count 24.167 > t-table 1.66123 with a significant value of 0.002 < 0.05.
Thus, it can be concluded that lifestyle partially has a significant effect on purchasing
decisions, which means H2 is accepted. This research is in line with research conducted
by (Wahyu et al., 2025) which states that lifestyle is the most dominant variable in
influencing iPhone smartphone purchasing decisions that students with active lifestyles,
following technological trends, and having a high interest in premium products such as
iPhones, tend to make lifestyle the main basis in purchasing decisions.

F test
Table 11
ANOVA?
Sum of Mean

Model Squares Df Square F Sig.
1Regression |5745.930 2 2872.965 189.957 |.000P

Residual 1406.560 93 15.124

Total 7152.490 95
a. Dependent Variable: purcashing desicion
b. Predictors: (Constant), Prestise, Lifestyle

A summary of the SPSS 27.0 output for the F-test in this study can be seen in
Table 4.11 as follows:
H3 = Prestige and Lifestyle have a simultaneous influence on iPhone purchasing
decisions among Gen Z in Bima City
The calculated F-value is 189.957, where df1 = K-1 and df2 = n-K, where K is the
number of variables and n = the number of samples forming the regression. Therefore,
df1 = 3-1 = 2 and df2 = 96-2 = 94, resulting in an F-table value of 2.701, with a significance
value of 0.000 <0.05.
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DISCUSSION:
The influence of prestige and lifestyle on iPhone purchasing decisions among Gen
Z in Bima City.

Based on the processed data results of SPSS 27.0 table 4.10, the significance
value for the influence of Prestige (X1), Lifestyle (X2), and Purchase Decision (Y) is F-
count of 189.957, where df1 = K-1 and df2 = n-K, K is the number of variables and n =
the number of samples forming the regression, so df1 = 3-1 = 2 and df2 = 96-2 = 94, then
the F-table value is obtained = 2.701. and the sig value is 0.000 <0.05 so that the
hypothesis states: Do prestige and lifestyle affect the iPhone purchasing decision of Gen
Z in Bima City.

Simultaneously, prestige (X1) and Lifestyle (X2) have a significant influence on the
iPhone smartphone purchasing decision of Gen Z in Bima City. The f-test produced an f-
count value of 189.957, greater than the f-table of 2.701 with a significance of 0.000
<0.05, which means H3 is accepted. This research is in line with research conducted by
(Wahyu et al.,, 2025) which states that purchasing decisions are influenced by a
combination of emotional, rational, and social factors. These results also support the
hypothesis that purchasing behavior is the result of an integration between personal
values, perceived quality, and self-image. The results of this study prove that Lifestyle
and Prestige variables have a greater influence on purchasing decisions.

Conclusion and Suggestions

Conclusion
Based on the research results described previously, the following conclusions can
be drawn:
1. Prestige does not significantly influence iPhone purchasing decisions among Gen
Z in Bima City.
2. Lifestyle significantly influences iPhone purchasing decisions among Gen Z in
Bima City.

3. Prestige and lifestyle simultaneously influence iPhone purchasing decisions
among Gen Z in Bima City.

suggestions
Based on the above conclusions, the following recommendations are provided:
1. Companies are advised to maintain and enhance the iPhone's prestige image
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through product innovation, quality, and marketing strategies that align with
the lifestyle of Generation Z, as prestige and lifestyle factors have been shown to
influence consumer purchasing decisions in Bima City.
2. Consumers, especially Generation Z in Bima City, are advised to be more
discerning in making iPhone purchasing decisions, considering their needs,
product benefits, and financial capabilities, so that purchases are not based solely
on prestige or following trends.
3. For further researchers, it is recommended to add other variables such as price,
product quality, brand image, and social media influence and expand the
research area so that the research results are more complete and accurate.

Referens

Febriana, B., Pratiwi, N., & Dwijayanti, R. (2021). PENGARUH GAYA HIDUP DAN
KELOMPOK ACUAN TERHADAP KEPUTUSAN PEMBELIAN ( STUDI PADA
KONSUMEN KEDAI KOPI RUANG TEMU KABUPATEN TULUNGAGUNG ).
Jurnal Pendidikan Tata Niaga (JPTN), 9(3).

Delinda, H. C., & Santoso, A. B. (2023). Pengaruh Lifestyle , Prestise , dan Kelompok
Referensi terhadap Keputusan Pembelian pada Superindo Kota Semarang.
Ekonomis: Journal of Economics and Business, 7, 329-332.
https://doi.org/10.33087/ekonomis.v7i1.904

Hamzah, P. M. M. (2018). ANALISIS PENGARUH PERILAKU KONSUMEN TERHADAP
PEMBELIAN HANDPHONE MELALU E-COMMERCE MOBILE APPLICATION.
JURNAL OPTIMUM, 8.

Hardianty, T. M., & Didit, D. (2023). Faktor-Faktor yang Mempengaruhi Keputusan
Membeli Sandal di Surabaya : Harga, Distribusi, dan Gaya hidup. PPIMAN: Pusat
Publikasi llImu Manajemen, 1(4), 332-345.

Jaroma, T. K., & Huda, S. (2026). Pengaruh Profitabilitas, Solvabilitas, Terhadap Nilai
Perusahaan (Studi Kasus pada Perusahaan Subsektor Perbankan yang Terdaftar
di Bursa Efek Indonesia Periode 2020-2023). Jurnal limiah Wahana Pendidikan,
12, 229-238.

Marpaung Junierissa. (2018). PENGARUH PENGGUNAAN GADGET DALAM
KEHIDUPAN (THE EFFECT OF USE OF GADGET IN LIFE). Jurnal KOPASTA,
5(2), 55-64.

417
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Nurfadila, I., & Narilah, T. A. (2022). Pengaruh Pendapatan Nelayan Terhadap Gaya
Hidup Dan Polah Konsumsi Masyarakat Rua. Jurnal limiah Wahana Pendidikan,
8(November), 102—-1009.

Pratama, M. A. N., & Reza, M. (2025). Pengaruh Gaya Hidup, Prestise, Dan Kelompok
Referensi Terhadap Keputusan Pembelian Generasi Z (Studi Kasus Pada Kopi
Fore Di Kota Surabaya) Reza. Economics and Digital Business Review, 6(2).

Pratiwi, A., & Nurmiati. (2022). ANALISIS STRUKTUR MODAL DALAM
MENINGKATKAN LABA PADA PT. LOTTE CEMICAL TITAN, TBK. Jurnal
Manajemen, 12(1), 85-95.

Rafida, P. W. F., & Didit, D. (2023). Determinan Keputusan Pembelian Helm Di Kota
Surabaya: Harga, Citra Merek, Gaya Hidup, Dan Kualitas Produk Rafida. Journal
of Management and Social Sciences (JMSC), 1(4).

Rahayu, M., & Yonika, R. N. (2025). PENGARUH GAYA HIDUP DAN PROMOSI
TERHADAP KEPUTUSAN PEMBELIAN PRODUK HIJAB. Jurnal Ekonomi Dan
Perbankan Syariah Volume, 03, 418—441.

Resha, F. E., Haziroh Linati Awanis, Mahmud, & Wijanarko, D. (2025). Peran Brand
Image , Kualitas Produk , Harga Dan Gaya Hidup Generasi Z Terhadap Keputusan
Pembelian Iphone. JURNAL MANAJEMEN SOSIAL EKONOMI (DINAMIKA).

Septiani, D. I., & Eko, P. (2024). Pengaruh Diferensiasi, Prestise, dan Performa Sistem
Operasi terhadap Keputusan Pembelian Handphone Iphone di Kabupaten
Magelang. Journal of Economics, Business, Accounting and Management
(JEBAM), 2(2), 157-174.

Setyabudi djoko, & Ratri, K. A. (2019). Hubungan Brand Image, Brand Prestige, Lifestyle,
dan Social Influence dengan Keputusan Pembelian Produk Tiruan Merek Chanel
Aulia. 1-12.

Siti, A., & Muhammad, putra salas. (2022). PENGARUH CITRA MEREK DAN
PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN IPHONE. Jurnal
Pendidikan Ekonomi (JURKAMI), 7.

Sopiyan, P., & Neny, R. (2020). Pengaruh Shopping Lifestyle dan Positive Emotion
Terhadap Impulse Buying. Jurnal limiah Manajemen, XI(3), 207-216.

Tangesow, N., & Tumbel, A. L. (2019). PENGARUH GAYA HIDUP DAN PERSEPSI
RISIKO TERHADAP KEPUTUSAN PEMBELIAN PAKAIAN ONLINE (STUDI
KASUS PADA MAHASISWA MANAJEMEN UNSRAT 2014). Jurnal EMBA, 7(3).

Wahyu, W. M., Zulistiani, & Santika, D. (2025). PENGARUH GAYA HIDUP,
DIFERENSIASI, DAN PRESTISE TERHADAP KEPUTUSAN PEMBELIAN

418

IJEBIR, Volume 05 Issue 04, 2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research

E-ISSN : 2964-0865

SMARTPHONE IPHONE (Studi Kasus Mahasiswa Prodi Manajemen Universitas
Nusantara PGRI Kediri). Simposium Manajemen Dan Bisnis IV Program Studi
Manajemen - FEB UNP Kediri, 4, 780-786.

Wuryaningsih, L. dwi, & Muhammad, ahnaf fanhas. (2024). Analisis pengaruh harga,
kualitas, dan gaya hidup terhadap keputusan pembelian konsumen pada produk
online di aplikasi shopee. JURNAL LENTERA BISNIS, 13, 80-95.
https://doi.org/10.34127/jrlab.v13i1.970

419
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

