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Abstract 

This study aims to determine the influence of competitive advantage and brand experience on 

iPhone purchase decisions in grade X students of SMA Negeri 2 Medan. This quantitative 

research uses accidental sampling and data analysis with SPSS version 26. The results of the 

hypothesis test showed that competitive advantage (calculated 5,174 > ttable 1,664, 

significance 0.00) and brand experience (calculated 6,344 > ttable 1,664) had a positive and 

significant effect on purchase decisions. Simultaneous tests showed that the two variables had 

a significant effect (Fcal 67,421 > Ftable 2.37, Fsig 0.00). 
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Introduction 

In the last ten years, technology has become a vital element in human life, with the 

internet being one of the most widely used technologies. In January 2022, DataReportal 

reported 4.95 billion internet users worldwide, including 204.7 million in Indonesia. This 

increased use of the internet has changed people's lifestyles, especially in urban areas, including 

the use of smartphones. Smartphones are not only used for communication, but also for various 

other functions such as media storage, social media, and other applications. One of the 

smartphone brands that is popular among the younger generation in Indonesia is Apple with its 

iPhone. Many young people choose the iPhone because it is considered cool and has good 

quality. Based on the survey, 74.2% of respondents chose the iPhone because of the quality of 

the camera, integrated system, good processor, exclusive branding, ease of use, and friendly 

user interface. iPhone sales have also increased significantly from year to year, reaching 242 

million units in 2021. 

Purchasing decisions are a key component of consumer behavior, including among 

students. SMA Negeri 2 Medan, one of the favorite schools in Medan, shows that most of its 

students are not interested in buying iPhones because of the high price. To improve purchasing 

decisions, companies need to offer a competitive advantage and a positive brand experience. A 

competitive advantage is a company's ability to do something better than its competitors, while 

brand experience is a consumer's internal response to a product that includes emotions and 

personal impressions. Based on this background, this study aims to determine the influence of 

competitive advantage and brand experience on iPhone purchase decisions among students in 

grade X of SMA Negeri 2 Medan. 

 

Research Methods 

This study uses an associative quantitative approach to determine the relationship between 

competitive advantage and brand experience on iPhone purchase decisions in grade X students 

of SMA Negeri 2 Medan. The population of the study was 432 students with a sample of 81 

students determined through accidental sampling techniques. Data were collected through 

observation, interviews, and questionnaires, and analyzed using multiple linear regression with 

SPSS version 26. The data collected was in the form of respondents' answers from 

questionnaires that were processed into numbers for analysis. 

 

Results 

Multiple Linear Regression Analysis Test Results 

The results are as follows: 

 

Table 4.1 Multiple Linear Regression Analysis Results 

Model Unstandardized Coefficients Standardized Coefficients 

B Std. Error Beta 

1 (Constant) 7.106 1.759  

X1 0.388 0.075 0.411 

X2 0.344 0.054 0.504 

 

Based on the table above, the multiple linear regression equation can be formulated as follows: 

Y = 7.106 + 0.388 X1 + 0.344 X2 + e 
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Based on this equation, it can be described as follows: 

1. Constant (a) = 7.106. The result of the value of the constant in the above regression is 

7.106. This shows that if the value of the independent variables competitive advantage 

(X1) and brand experience (X2) is 0, then the value of the dependent variable of the 

purchase decision (Y) is 7,106. 

2. Coefficient X1 = 0.388. The result of the competitive advantage regression coefficient 

is 0.388. This shows that the competitive advantage variable (X1) is positively related 

to the purchase decision (Y). If the competitive advantage (X1) is increased by one unit, 

then the purchase decision will increase by 0.388. 

3. Coefficient X2 = 0.344. The result of the regression coefficient of brand experience is 

0.344. This shows that the brand experience variable (X2) is positively related to the 

purchase decision (Y). If the brand experience (X2) is increased by one unit, then the 

purchase decision will increase by 0.344. 

Partial Test Results (t-Test) 

The results of the t-test can be seen in the following table: 

 

Table 4.2 Test Results t 

Model Unstandardized 

Coeìfficients 

Standardized 

Coeìfficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 7.106 1.759  4.040 0.000 

X1 0.388 0.075 0.411 5.174 0.000 

X2 0.344 0.054 0.504 6.344 0.000 

 

The table above explains the results of the partial test of the competitive advantage and brand 

experience variables on the purchase decision variables with the following calculations: 

1) Competitive advantage has a positive and significant influence on purchasing decisions 

with a calculation of 5,174 > 1,664. Thus, the H1 hypothesis is accepted. 

2) Brand experience has a positive and significant influence on purchase decisions with a 

calculation of 6,344 > 1,664. Thus, the H2 hypothesis is accepted. 

Simultaneous Test Results (Test F) 

The results of the simultaneous test (F test) can be seen in the following table: 

 

Table 4.3 Simultaneous Test Results 

ANOVA 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 235.314 2 117.657 67.421 .000b 

Residual 136.118 78 1.745   

Total 371.432 80    

 

The table above explains the results of simultaneous tests for independent variables to bound 

variables, where the value of Fcal is 67,421 > Ftable 2.37 and the significance of Fsig is 0.00 < 0.1. 

From the definition above, it can be concluded that the variables of competitive advantage and 
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brand experience show simultaneously (together) a significant positive influence on the bound 

variable, namely the purchase decision. Thus, the H3 hypothesis proposed was accepted. 

Determination Coefficient Test Results (R2) 

The results can be seen in the following table: 

 

Table 4.4 Determination Test Results 

Model Summaryb 

Modell R R Square Adjusted R Square Std. Error of the Estimate 

1 0.796a 0.634 0.624 1.321 

a. Predictors: (Constant), X.2, X.1 

b. Dependent Variable: Y 

Based on the results of the determination coefficient test above, it is known that the 

determination coefficient (R-Square) obtained is 0.624. This means that 62.4% of students' 

purchase decisions in class X of SMA Negeri 2 Medan is influenced by competitive advantage 

and brand experience, while the remaining 37.6% of purchasing decisions are influenced by 

other variables that are not examined in this study. 

The Influence of Competitive Advantage on Purchase Decisions 

Competitive advantage is key to winning the target market and enhancing product appeal. For 

students in class X at SMA Negeri 2 Medan, increased advantages offered by a company lead 

to higher purchase decisions. Factors such as product price, quality, and innovation also 

influence these decisions. The t-test results show a t-count of 5.174 > ttable 1.664 and a 

significance of 0.00 < 0.1, indicating that competitive advantage (X1) significantly impacts 

purchase decisions. This finding is consistent with Astuti's (2021) research, which confirms that 

competitive advantage positively affects purchasing decisions. 

The Influence of Brand Experience on Purchasing Decisions 

Brand experience is one of the important factors in smartphone sales competition. The better 

the smartphone brand experience, the higher the demand for purchase decisions. Students who 

use smartphones can make purchasing decisions through sensory, affective, and behavioral. 

Based on the table of t-test results for brand experience (X2) on purchase decisions, a t-count 

value of 6,344 > ttable 1,664 and a significance of 0.00 < 0.1 were obtained, then H0 was rejected 

and H2 was accepted, meaning that brand experience (X2) partially had a positive and 

significant effect on the purchase decision. The results of this study are supported by Tarigan 

research (2019) which shows that brand experience has a positive and significant effect on 

Sriwijaya Air's decision to purchase airline services. 

The Influence of Competitive Advantage and Brand Experience on Purchase Decisions 

Based on the research, it is known that simultaneously competitive advantage and brand 

experience have a positive and significant effect on iPhone purchase decisions in grade X 

students of SMA Negeri 2 Medan, with the results of the F test showing a fcount of 67,421 > 

Ftable 2.37 and a significance of 0.00 < 0.05. The determination coefficient (R-Square) of 0.634 

shows that 63.4% of purchasing decisions are influenced by these two variables, while 36.6% 

are influenced by other factors that are not studied. 
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Conclusion 

Based on the results of the research that has been carried out, the conclusions that can be drawn 

are as follows: Hypothesis test (t test) shows that competitive advantage has a positive and 

significant influence on the decision to buy an iPhone smartphone in students of class X of 

SMA Negeri 2 Medan, with a calculation value of 5,174 > a table of 1,664 and a significance 

of 0.00 < 0.1, so that the H0 hypothesis is rejected and H1 is accepted,  This means that the 

competitive advantage variable (X1) partially has a positive and significant effect on purchase 

decisions. In addition, brand experience also has a positive and significant influence on 

purchase decisions, with a calculated value of 6,344 > 1,664, so that the H0 hypothesis is 

rejected and H2 is accepted, meaning that the brand experience variable (X2) partially has a 

positive and significant effect on the purchase decision. The simultaneous test (f-test) showed 

that competitive advantage and brand experience together had a positive and significant 

influence on the purchase decision, with an Fcal value of 67,421 > Ftabel 2.37 and a significance 

of 0.00 < 0.1, so the H3 hypothesis was accepted. 
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