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ABSTRAK 

 

Apple, sebagai salah satu perusahaan teknologi global terkemuka, telah memberikan 

pengaruh signifikan dalam industri smartphone, khususnya melalui seri iPhone yang 

dikenal sebagai simbol teknologi modern. Penelitian ini bertujuan untuk mengetahui 

pengaruh dari word of mouth dan brand trust terhadap keputusan pembelian 

smartphone iPhone, dengan minat beli sebagai variabel intervening pada konsumen di 

Kota Malang. Sebanyak 130 responden dilibatkan didalam penelitian ini menggunakan 

metode purposive sampling. Analisis data dilakukan dengan menggunakan Pemodelan 

Persamaan Struktural (SEM) melalui program SmartPLS 4.0. Hasil penelitian 

menunjukkan bahwa word of mouth berpengaruh signifikan terhadap keputusan 

pembelian, sedangkan brand trust tidak memiliki pengaruh yang signifikan. Di sisi 

lain, minat beli terbukti memiliki pengaruh yang signifikan terhadap keputusan 

pembelian. Temuan ini memberikan wawasan penting mengenai peran minat beli 

dalam memediasi hubungan antara word of mouth dan brand trust terhadap keputusan 

pembelian smartphone iPhone di Kota Malang. 

 

 

Kata Kunci : Word of Mouth, Brand Trust, Minat Beli, Keputusan Pembelian, 

Smartphone, iPhone. 
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ABSTRACT 

 

Apple, as one of the leading global technology companies, has had a significant impact 

on the smartphone industry, especially through the iPhone series which is known as a 

symbol of modern technology. This study aims to determine the effect of word of mouth 

and brand trust on purchase decision for iPhone smartphones, with purchase interest 

as an intervening variable for consumers in Malang City. A total of 130 respondents 

were involved in this study using purposive sampling method. Data analysis was 

carried out using Structural Equation Modeling (SEM) through the SmartPLS 4.0 

program. The results showed that word of mouth has a significant effect on purchase 

decision, while brand trust has no significant effect. On the other hand, purchase 

interest is shown to have a significant influence on purchase decision. These findings 

provide important insights into the role of purchase interest in mediating the 

relationship between word of mouth and brand trust on purchase decision for iPhone 

smartphones in Malang City. 

 

 

Keywords : Word of Mouth, Brand Trust, Purchase Interest, Purchase Decision, 

Smartphone, iPhone. 
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