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ABSTRACT 

Sabrina Aysha Nuryulianti (2024). The Effect of Conspicuous 

Consumption Behavior on Brand Loyalty with Brand Image as a Mediating 

Variable to iPhone Product. Management Study Program. Faculty of Economics 

and Business. Lambung Mangkurat University. Advisor: Muhammad Riza Firdaus. 

This research aims to examine and analyze: (1) The influence of 

Conspicuous Consumption on Brand Loyalty for iPhone products. (2) The influence 

of Conspicuous Consumption on the Brand Image of iPhone products. (3) The 

influence of Brand Image on Brand Loyalty for iPhone products. (4) The influence 

of Conspicuous Consumption on Brand Loyalty through the mediation of the iPhone 

product Brand Image. 

This study employs a quantitative method and data collection through 

online distributed questionnaires. The population in this research consists of 

iPhone users to date. Sampling is conducted using a purposive sampling technique 

with 100 respondents meeting the criteria: have purchased an iPhone smartphone, 

iPhone smartphone users to date and aged 17 years old. Data analysis is carried 

out using Structural Equation Modeling (SEM) approach based on Partial Least 

Square (PLS) using SmartPLS software. 

The results of this research indicate that: (1) Conspicuous Consumption has 

a positive and significant influence on Brand Loyalty for iPhone products. (2) 

Conspicuous Consumption has a positive and significant effect on Brand Image of 

iPhone products. (3) Brand Image has a positive and significant influence on Brand 

Loyalty of iPhone products. (4) Brand Image mediates the effect of Conspicuous 

Consumption on Brand Loyalty of iPhone products.  

 

Keyword: Conspicuous Consumption, Brand Image, Brand Loyalty 
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ABSTRAK 

Sabrina Aysha Nuryulianti (2024). Pengaruh Conspicuous Consumption 

Behavior terhadap Brand Loyalty dengan Brand Image sebagai Variabel Mediasi 

pada Produk iPhone. Program Studi Manajemen. Fakultas Ekonomi dan Bisnis. 

Universitas Lambung Mangkurat. Pembimbing: Muhammad Riza Firdaus.  

Penelitian ini bertujuan untuk menguji dan menganalisis (1) Pengaruh 

Conspicuous Consumption terhadap Brand Loyalty produk iPhone. (2) Pengaruh 

Conspicuous Consumption terhadap Brand Image produk iPhone. (3) Pengaruh 

Brand Image terhadap Brand Loyalty produk iPhone. (4) Pengaruh Conspicuous 

Consumption terhadap Brand Loyalty melalui mediasi Brand Image produk iPhone.  

Penelitian ini menggunakan metode kuantitatif dan pengumpulan data 

melalui kuesioner yang dibagikan secara online. Populasi pada penelitian ini yaitu 

pengguna produk iPhone hingga saat ini. Pengambilan sampel dilakukan dengan 

teknik purposive sampling sebanyak 100 responden dengan kriteria: pernah 

membeli smartphone iPhone, pengguna smartphone iPhone hingga saat ini dan 

berusia diatas 17 tahun. Data penelitan dianalisis menggunakan pendekatan 

Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS) 

menggunakan software SmartPLS.  

Hasil penelitian ini menunjukkan bahwa: (1) Conspicuous Consumption 

memiliki pengaruh yang positif dan signifikan terhadap Brand Loyalty produk 

iPhone. (2) Conspicuous Consumption memiliki pengaruh yang positif dan 

signifikan terhadap Brand Image produk iPhone. (3) Brand Image memiliki 

pengaruh yang positif dan signifikan terrhadap Brand Loyalty produk iPhone. (4) 

Brand Image memediasi pengaruh Conspicuous Consumption terhadap Brand 

Loyalty produk iPhone.  

 

Kata kunci: Conspicuous Consumption, Brand Image, Brand Loyalty 
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