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Effect of Perfectionistic and Brand Conscious on
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Abstract: Mobile phone business competition moves faster and
more complex. This situation forces mobile phone manufacturers
to be more creative and innovative in creating new products.
Perfectionistic difference is one of the reasons consumers are
willing to pay more for a brand of mobile phone products that are
considered quality product. Marketing activities play a role in
consumer purchasing decisions in addition to customer
confidence in a product so that confidence arises in the
purchasing actions taken. This research is quantitative research,
a type of research with the characteristics of the problem in the
form of influence relations. This study uses perfectionistic, and
brand conscious as an independent variable and consumer
decision-making style as a dependent variable. This study is aimed
to look at the regression relationship between perfectionistic and
brand conscious variable and the consumer decision making style
of the young adults in Batam in purchasing mobile phone
products. 393 private college students in Batam were taken as
respondents by using proporsive sampling technique. The results
of data analysis and hypothesis testing showed that Perfectionistic
significantly influenced Consumer Decision-making Style, Brand
Conscious had an influence on Consumer Decision-making Style
and Perfectionistic and Brand Conscious simultaneously
influenced Consumer Decision-making Style.
Keywords: Perfectionistic, Brand Conscious, Decision-Making
Style, Young Adult

I. INTRODUCTION

Increasingly fierce, diverse, and very volatile business
competition forces business owners to innovate and develop
creatively and intuitively so that they can create superior
products which will certainly be different from the products of
the competitor and become a characteristic of the products
produced by their company. Consumers expect the company
not only to be able to improve product quality but also to be
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able to offer very affordable product prices. The role of
marketing is also important. Companies require promotion
facilities that enable them to communicate very well with
consumers so that they are able to influence and force
consumers to make decisions to buy products or services
offered. In addition, in terms of distribution of products or
services companies should guarantee that their products can
be easily found and obtained by consumers.
Trust and confidence in a product or service are
determining factors that determine when consumers decide to
buy a product or service. This arises due to the success of the
company in influencing consumer purchasing decisions, so
that a sense of victory, satisfaction and justification of
attitudes towards the decision to buy the product will emerge.
In consumer behavior it has been stated that there are very
many factors that can contribute to consumer buying
decisions, such as product prices, product brands, promotions
and others. Factors that influence the decision of consumers to
buy a product can arise from the consumers themselves or
come from other parties who are able to influence prospective
customers [1].
Nowadays, information about products or services is much
easier and faster accessed by consumers so that it is not easy
to gain consumer trust without being accompanied by proof of
the promotion that has been done. In fact, some companies are
forced to follow the wishes of consumers to gain trust in the
brands of products they have. Consumer trust will only be
understood as a source of competitive advantage when the
belief is understood as behavior or real action [2] and
consumer trust will be one of the capital in competitive
advantage [3].
Batam in Kepulauan Riau province, is one of the large
cities with the third largest population in the western part of
Indonesia after Medan and Palembang. In the early period of
Batam in the 1970s, there were only around 6,000 people
living in the city. However, in 2017, the data published by the
Batam Central Bureau of Statistics (BPS) showed that there
was a significant increase in the number of population of the
city to 1,236,399 people. Batam’s strategic location, namely
in the position of shipping and international trade lines and
directly adjacent to Malaysia and Singapore, has caused the
industry to grow rapidly, including the education industry.
Based on information obtained from the Higher Education
Data Base of the Directorate General of Higher Education, the
Ministry
of
Research,
Technology
and
Higher
Education (PDPT Directorate
General of Kemenristekdikti)
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there are 21 higher education institutions in Batam. One of
these 21 institutions is state college namely Batam State
Polytechnic while 20 others are private college, namely:
1. 5 Academies, namely the Accounting Academy of
Permata Harapan Batam, Putra Jaya Batam Health
Analyst Academy, Permata Harapan Foreign Language
Academy, Putra Jaya Mandiri Midwifery Academy
Batam, Batam Tourism Polytechnic
2. 10 High Schools, namely STIE Bentara Persada Batam,
STIE Galileo, STIE Ibnu Sina, STIE Nagoya Indonesia,
STIKES Ibnu Sina Batam, STIKES Awal Bros Batam,
STIKES Mitra Bunda Persada, Muhammadiyah College
of Computer Science Batam, STMIK GICI, STT Ibn
Sina
3. Universities, namely Putera Batam University, Batam
International University, Riau Kepulauan University,
Batam University and Universal University.
Batam as a city with a very rapid rate of economic growth
both at the provincial level and at the national level has its
own uniqueness. This very rapid economic growth rate is one
of the triggers for high consumer attitudes and purchasing
power, especially among the youth. Cellular phones are one of
the products that are always in demand and become a social
icon of the Batam youth. Technological facilities offered by
cellular telephones have changed the lifestyle of Batam youth
both in the society and in their work environment. It even
creates its own communication identity for the owner.
Various brands of cellular telephones with all of their
outstanding specifications and facilities are offered. Brand
familiarity and the availability of feature facilities are the
determinants of cellular phones prices.
The mobility of the cellular telephone industry is
experiencing remarkable progress. The very diverse prices of
cellular telephones have caused almost all levels of society to
have cellphones. At present mobile phones are not only used
as a means of voice communication, but have become highly
reliable equipment both in terms of their usefulness and as a
means of indicating prestige and lifestyle. Rapid
technological advancements participated in improving its
function. Some supporting technological capabilities have
been integrated into cellular telephone products such as the
dual sim cards technology, radio, camera, internet access
capability and remote control device. Besides that
manufacturers also try to provide attractive appearance both
in terms of size and shape of the product.
Young people in Batam are divided into 3 categories,
namely those who are focusing on working for their lives,
those who are focusing on continuing their education at one of
the universities in Batam, and the last category is those who
are continuing their studies by studying at one of the
universities in Batam while working. This last category is the
most dominant category. Based on observations conducted in
the field, it was found that they tend to use cellular phones for
various purposes such as means of communication, seeking
information and literature, access at work and on campus, and
entertainment. Those above mentioned phenomena are the the
basis of the author in conducting this research which want to
measure whether Perfectionistic and Brand Conscious have a
positive contribution to Consumer Decision making Style for
students in buying cellular phones.
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II. LITERATURE REVIEW
In general, consumers have a certain orientation in the
shopping decision making style [4]. Consumer
decision-making style can be said as a description of
consumer behavior in the decision making process to obtain
products or services that are in accordance with the standards
of their needs [5]. The concept of Consumer Decision Making
Style is divided into 2 categories, namely (1) consumers buy
certain brand products because they only require a little effort
to get the products, but they will move to another brand when
they no longer get convenience and comfort, and (2)
Consumers which reflects the consciousness of always buying
particular brand products, and this is based on the high
commitment of consumers to these brands [6].
This commitment of consumer plays a very important role
in Decision making Style [7] and [8]. Consumer
decision-making styles can be used as a basis for grouping
consumers into different segments [9]. Consumer Decision
Making Style has a very positive impact on the company,
because it will ease the company to serve the desires of
consumers and consumers will be willing to pay a high price
to get the product [10]. Even without realizing it, consumers
indirectly will become embasador of the company's products.
Perfectionistic is a characteristic or behavior shown by
consumers when shopping, where they always pay attention to
and prioritize the best quality of a product [11]. This opinion
is strengthen by the opinion that Perfectionistic is a
characteristic of evaluating the attitudes of consumers who
carefully get the highest quality products [9].
Their confidence and trust in a product creates fanaticism
towards certain brands that they believe to be superior and
best products. Brand conscious become one of the measuring
instruments for consumers tendency in shopping. This is
created by a comparison of consumer expectations and
desires for product quality with the reality that the producers
offer [12] or in other words consumers' assessment of the
superiority of a product [13]. The company's ability to fulfill
consumer’s expectations determines the assessment of the
products they produce [14]. Although in the end consumers
will get expensive prices for well-known brands [9]. They are
willing to pay high to get the product. This is because of the
satisfaction that consumers feel when having a quality product
[15].
Consumers still believe that expensive prices are the
indicator of the best quality products. In India, students living
in urban areas are generally more brands conscious because
they buy products to show prestige and lifestyle [16].
III. METHODOLOGY
The population in this study were students of 20 private
colleges in Batam which totally of 23,815 students. The
distribution of this population for each college is: Batam
University 2,340 students, Batam International University
3,331 students, Riau Kepulauan University 5,467 students,
Putera Batam University 6,186 students, Universal University
478 students, STIE Ibn Sina 1,406 students, STIE Bentara
Persada Batam 216 students, STT Ibnu Sina 1,672 students,
STIKES Ibnu Sina Batam 45
students , STIKES Awal Bros
Batam 263 students, STIKES
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Mitra Bunda Persada 768 students, Muhammadiyah
Computer Science College Batam 198 students, STIE Nagoya
Indonesia 228 students, STMIK GICI 435 students, STIE
Galileo 149 students, Putra Jaya Batam Academy of Health
Analyst 92 students, Permata Harapan Academy of Foreign
Languages 42 students, Permata Harapan Batam Academy of
Accountancy 167 students, Putra Jaya Mandiri Midwifery
Academy Batam 37 students, and Batam Tourism Polytechnic
295 students.
Slovin's formula with a set precision level of 5% is applied
in determining the number of samples used in this study.
Samples were distributed using proportional sampling
techniques for active students. The data used in this study is
primary data which is a collection of questionnaire data filled
in by a number of respondents according to the number of
samples set [17].
IV. RESULT AND DISCUSSION
If we look at the results of the respondents' questionnaires,
the majority of private university students in Batam are not
fresh graduates and have worked. The dominant category of
income is of more than 4 million per month at 63.9%. In
general, they are private employees with 38.7% and
entrepreneurship of 29.8%.
The results of the data validity test for the Perfectionistic
(X1) variable are X11 of 0.738, X12 of 0.667, X13 of 0.672,
X14 of 0.629 and X15 of 0.621. While for Brand Conscious
(X2) variable, that is X21 at 0.635, X22 at 0.798, X23 at
0.769, X24 at 0.617, X25 at 0.784 and X26 at 0.780. Based on
the results of this test, all data are valid because all test results
proven to be greater than the r table value which is 0.099.
Based on the results of variable reliability testing, it is
known that the Perfectionistic variable has a value of
Cronbach's Alpha 0.852 while the Brand Conscious variable
has a Cronbach's Alpha value of 0.901. Because
Perfectionistic and Brand Conscious have a Cronbach's Alpha
Value higher than the threshold value of 0.6, this research
instrument is considered reliable.
The Kolmogorov-Smirnov test result (K-S) shows that the
data are normally distributed because of the level of
significance that the Asymp value has. Sig. (2-tailed) is 0.913
which means it is greater than the threshold value of 0.05.
The test results on multicollinearity variables indicate that
the tolerance value of the Perfectionistic variable and the
Brand Conscious variable is 0.613, which means that the
tolerance value of Perfectionistic and Brand Conscious is
higher than 0.10. And the value of the Variance Inflation
Factor (VIF) of Perfectionistic and Brand Conscious variable
is 1.631. This VIF value is still below 10 which is the VIF
value threshold. This means that between Perfectionistic
variables and Brand Conscious variables there is no
symptoms of multicollinearity.
The hypothesis testing in this study is done partially and
simultaneously.
Table- 1: Partial Hypothesis Testing Result
Model
t
Sig.
(Constant)
2.661
.014
1 X1
3.417
.002
X2
4.749
.000
Based on the test results in the table above, then:
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1. The significance value of the Perfectionistic variable is
0.002 and the Brand Conscious variable is 0,000. which
means less than the probability value of 0.005.
2. The value of the Perfectionistic t variable is 3.417 and
the Brand Conscious variable is 4.749 and this means
higher than the t table value which is 1.966.
So, it can be concluded that the hypothesis which states the
causality relationship in the research model is acceptable.
Table- 2: Simultaneous Hypothesis Testing
Model
F
Sig.
Regression
44.360 .000b
Residual
Total
The table shows the results of the F test, the regression
analysis shows the significance value of 0,000, which means
less than the probability coefficient of 0.05. This means that
the hypothesis which states the causality relationship in the
research model is acceptable.
Table- 3: Determination Coefficient
Model
R
R Square
Adjusted R
Square
1
.895a
.801
.783
The results of the coefficient of determination testing listed
in the above table shows that the value of R Square is 0.801 or
equal to 80.1%. This value reflects that the Consumer
Decision Making Style variable is influenced by the
Perfectionistic and Brand Conscious variables of 80.1%.
V. CONCLUSION
Perfectionistic has a significant effect on Consumer
Decision Making Style
Perfectionistic variables have a t value higher than t table and
a significance value lower than the probability value. This
indicates that Perfectionistic partially influence the Consumer
Decision Making Style of college students in Batam. Based
on observations made in the field, around 53% of respondents
stated that the quality of the products and the features offered
were still their priorities in buying cellular phones. The
findings of this study support the opinions which stated that
Perfectionistic also determines consumer Decision Making
Style in purchasing products [18]-[19].
Brand Conscious has a significant effect on Consumer
Decision Making Style
Brand Conscious variables have a t-value higher than t table
and a significance value lower than the probability value. This
shows that Brand Conscious has an influence on Consumer
Decision Making Style of Batam’s college students. This is
supported by government policies that establish Batam as one
of the free trade zones. This further resulting in the
proliferation of shops in Batam that sell cellular phones with
various well-known brands ranging from official distributors
to small counters that only sell certain types of cellphones.
This finding is different from the results of a previous study
which found that Jordanian college students were not brand
conscious, but they still believed price as a barometer in
making choices, if the price of the product was expensive then
it could be ascertained that the quality of the product was also
better [19]. On the other hand
the result of this study is in line
which stated that brand is one
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of the determining factors of consumers products purchase
decision [11]-[20].

[20] Cleaver, J. Y. (1985). Brand names rattle retail shelves. Advertising
Age, 14, 28-29.

Perfectionistic and Brand Conscious have a significant
effect on Consumer Decision Making Style
Based on the results of simultaneous hypothesis testing it is
known that the results of the F test with a value of F are higher
than the value of the F table and the significance value is
smaller than the probability value. This shows that
Perfectionistic and Brand Conscious simultaneously
influence the Consumer Decision Making Style of students in
Batam. The determination coefficient value shows that the
Consumer Decision Making Style variable is influenced by
the Perfectionistic and Brand Conscious variables of 80.1%.
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