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ABSTRACT

Galih Adam Firdaus. NIM. 20231710003.The Influence of Perceived Product
Quality, Customer Dissatisfaction, and Lifestyle on Brand Switching from
Android Smartphones to iPhones among Gen Z in West Java through Brand
Trust as a Mediator and Social Media Influence as a Moderator.Thesis.
Universitas Kuningan.Advisor I: Dr. Hj. Lili Karmela Fitriani, M.Si. Advisor I1:
Dr. Yanneri Elfa Kiswara, M.M.

This study aims to analyze the influence of Perceived Quality, Customer
Dissatisfaction, and Lifestyle on Brand Switching from Android smartphones to
iPhones, with Brand Trust as a mediating variable and Social Media Influence as
a moderating variable. The research employs a survey method with a quantitative
descriptive approach. The population consists of Gen Z individuals in West Java
who have switched from Android to iPhone, with a sample of 200 respondents
determined using Hair’s formula. Data were analyzed using SEM-PLS. The results
show that Perceived Quality, Customer Dissatisfaction, and Lifestyle have a
positive and significant effect on Brand Switching. Brand Trust also has a positive
and significant effect on Brand Switching and is proven to mediate the influence of
all three independent variables. This indicates that brand trust strengthens the
relationship between perceived quality, customer dissatisfaction, and lifestyle with
the decision to switch brands. Furthermore, Social Media Influence moderates the
relationship between Brand Trust and Brand Switching, suggesting that social
media amplifies the effect of brand trust in encouraging brand switching among
Gen Z.

Keywords: Perceived Quality, Customer Dissatisfaction, Lifestyle, Brand Trust,
Social Media Influence, Brand Switching



ABSTRAK

Galih Adam Firdaus. NIM. 20231710003. Pengaruh Perceived Quality Product,
Customer Dissatisfaction, dan Lifestyle terhadap Brand Switching dari
Smartphone Android ke iPhone pada Gen Z di Jawa Barat melalui Brand Trust
sebagai Mediasi dan Social Media Influence sebagai Moderasi. Tesis.
Universitas Kuningan. Pembimbing 1. Dr. Hj. Lili Karmela Fitriani, M.Si.
Pembimbing Il : Dr. Yanneri Elfa Kiswara, M.M.

Penelitian ini bertujuan untuk menganalisis pengaruh Perceived Quality,
Customer Dissatisfaction, dan Lifestyle terhadap Brand Switching dari HP Android
ke iPhone, dengan Brand Trust sebagai variabel mediasi dan Social Media
Influence sebagai variabel moderasi. Penelitian menggunakan metode survei
dengan pendekatan deskriptif kuantitatif. Populasi penelitian adalah Gen Z di Jawa
Barat yang telah beralih dari Android ke iPhone, dengan jumlah sampel sebanyak
200 responden, ditentukan menggunakan rumus Hair. Analisis data dilakukan
menggunakan SEM-PLS. Hasil penelitian menunjukkan bahwa Perceived Quality,
Customer Dissatisfaction, dan Lifestyle berpengaruh positif dan signifikan terhadap
Brand Switching. Brand Trust juga memiliki pengaruh positif dan signifikan
terhadap Brand Switching, serta terbukti mampu memediasi pengaruh dari ketiga
variabel independen tersebut. Artinya, kepercayaan terhadap merek memperkuat
hubungan antara kualitas yang dirasakan, ketidakpuasan konsumen, dan gaya hidup
dengan keputusan berpindah merek. Selain itu, Social Media Influence memoderasi
hubungan antara Brand Trust dan Brand Switching, yang menunjukkan bahwa
pengaruh media sosial dapat memperkuat efek kepercayaan terhadap merek dalam
mendorong perpindahan merek di kalangan Gen Z

Kata kunci : Percevied Quality, Customer Dissatisfaction, Lifestyle, Brand
Switching, Social Media Influence dan Brand Switching.
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