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ABSTRACT 

This study investigates the effects of brand image on customer trust and 

perceived value and its influence on the purchase intention of Realme 

smartphones in Indonesia. The model for this study indicates the effects of 

brand image on customer trust and customer perceived value, and the effects 

of customer trust and customer perceived value to the purchase intention. The 

data sample was collected from 265 respondents using non-probability 

sampling techniques with the purposive sampling method through online 

surveys. The use of the PLS-SEM methodology by SmartPLS is intended to test 

the predictive relationship between constructs by seeing whether there is a 

relationship or influence between constructs. The results of using PLS-SEM 

show the significance of customer trust and customer perceived value on 

affecting purchase intention, whereby brand image has a significant and 

positive impact on customer trust and customer perceived value in Realme 

smartphones, from the high-cost smartphone brand users' perspectives. Based 

on prior research, we apply a theory from a new angle by examining brand 

image influence on consumer trust and customer perceived value and its 

impact on purchase intention in Realme smartphones as observed by users of 

well-known smartphone brands.  

 

Keywords: Brand Image, Customer Perceived Value, Customer Trust, 

Purchase Intention, Smartphone 
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1. Introduction 

In recent decades, smartphone has become 

an essential tool widely used by many 

people worldwide (Martins et al., 2019). It 

is proven with the data that stated the 

numbers of smartphone users globally had 

increased significantly by 74%, from 3.6 

billion in 2016 to 6 billion in 2021 (Statista, 

2021c). When buying a smartphone, 

customers usually consider many aspects, 

such as smartphone quality and technical 

features, since they will use it to support 

their activities (Martins et al., 2019). The 

smartphone industry is one of many 

industries with tough competition between 

many companies that do business in this 

industry. Smartphone Industry in Indonesia 

is no exception, due to the rise of internet 

network infrastructure in all corners of 

Indonesia and smartphone price is getting 

cheaper and better. As Indonesia's 

population keeps growing, Indonesia’s 

smartphone market is getting bigger since 

more people will need a smartphone as a 

multi-function tool in their lives. The 

enormous market of Indonesian smartphone 

users is reflected by the growth around 

111% from below 100 million users in 2016 

to around an estimated 210 million users in 

2021 (Statista, 2021a). Indonesia has also 

become the fourth-largest smartphone user 

globally (Statista, 2021d) and nowadays has 

the biggest smartphone market in Southeast 

Asia. This phenomenon impacting many 

companies trying to compete for their share 

in the Indonesian smartphone market.  

 

When purchasing a smartphone, customers 

in Indonesia are looking for features that 

smartphone offer, while brand image also 

helps influence customers' decisions 

(Macmud & Hidayat, 2020). Another 

research found that customers tend to prefer 

the smartphone brand they trust for 

smartphone selection and are even willing 

to spend more money from the smartphone 

brand they trust (Kim & Lee, 2018). In 

recent years, many flagships smartphones 

cost over a thousand dollars. Although they 

offer better qualities and features, the 

demand for flagship smartphones is 

declining. This is because people care about 

the price level of the smartphone and what 

they will get for that price (The Economist, 

2014). In the present market, the 

smartphone industry worldwide is 

dominated by two dominant companies: 

Samsung and Apple (Statista, 2021b). In 

this market where the demand for 

affordable smartphones is rising, many new 

smartphone companies offer many more 

affordable smartphones with the same 

quality to gain more market share. One of 

those smartphone companies is Realme, 

established on 28th August 2018 and 

competing in 27 countries (Realme, 2020). 

In the Indonesian market in November 

2020, Samsung is still dominated by a 26% 

market share, while the low-cost 

smartphone brand, Realme, owns 6% of 

Indonesia's smartphone market (Statista, 

2020).  

 

Previous studies on the smartphone have 

investigated the brand’s effect on 

smartphone customer purchase, with many 

concentrating on brand’s image direct effect 

on purchase intention without exploring 

other possible variables between a 

company's brand image and customer 

purchase intention (Alrwashdeh et al., 

2019). For instance, brand image can 

impact the consumer perceived value 

variable (Dhanabalan et al., 2018), an 

important variable that plays a role in the 

smartphone industry. Customer trust in 

Lien et (2015) study also found to be a 

critical variable since smartphone purchase 

is high-involvement demanding for the 

customers. Later, the customer perceived 

value variable and customer trust variable 

will influence the purchase intention (Ali et 

al., 2018; Peng et al., 2019).  

 

Realme is a relatively new smartphone 

brand that offers a low-cost brand image. 

Therefore, this study investigates the 

influence of the brand image in Realme as a 

low-cost smartphone brand from the 

perspective of high-cost smartphone brand 
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users. This study aims to explain the 

likelihood of high-cost smartphone brand 

users purchasing a smartphone from the 

low-cost smartphone brand and to know the 

role of brand image for Realme to compete 

for the smartphone market share in 

Indonesia. This study wants to get a deeper 

insight into how the high-cost smartphone 

brand users see the low-cost smartphone 

brand and how willing they are to purchase 

smartphones from the low-cost smartphone 

brand. Simultaneously, it gives a deeper 

understanding of the effects brand image 

has on purchase intention variables, with 

consumer trust and perceived value acting 

as variables between them. 

2. Literature Review 

Companies dedicated to enhancing brand 

image enable them to improve the buying 

behavior of their customers. The brand 

image itself has a positive effect on 

consumer buying behavior because it can 

influence the decision-making of customers 

involved in the exchange and 

simultaneously increase the likelihood of 

purchase intention at the time of the 

transaction (Chen et al., 2020). Also, 

perceived value is a subjective concept 

because it depends on various contexts that 

determine the distinctive nature of different 

products and has been recognized as a 

major determinant of consumer buying 

behavior (Woo & Kim, 2019). Thus, value 

can be an important component related to 

today's business market because it is based 

on the evaluation of the consumer received 

and paid for the purchase of the 

product/service. The internal state of 

individual consumers is driven by values 

such as open moral self-identity. The results 

show that the purchase behavior results 

from the conversion of the purchase 

intention as a behavioral response (Talwar 

et al., 2021). Purchases advertised due to 

intentions driven by internal consumer 

factors, such as openness and moral self-

identification. The customer's trust and 

openness towards the brand or smartphone 

will affect the customer's intention to buy a 

smartphone as a behavioral response. 

Brands must show in-depth knowledge of 

the various attributes of smartphones to 

make a good impression (Xu et al., 2016). 

  

2.1. Brand Image 

Brand image can be described as what 

customers feel spontaneous when they hear 

or see a brand (Gardner & Levy, 1955). 

Therefore, companies need to create a good 

brand image to influences the customer 

purchase intention. Trust is substantially 

influenced by brand image and a 

smartphone with a good image influences 

the customer on how they will think about 

it and why they need to purchase it. A study 

done by Lee & Lee (2018) stated that an 

excellent and positive brand image would 

be beneficial for companies. 

2.2. Customer Trust 

Trust is defined as the reliability of each 

associated party in a particular exchange 

relationship (Rotter, 1967). Customer trust 

is considered how willing the customer is to 

do purchase activity for a company (Ye et 

al., 2019). Customer trust in a company 

comes from a long process until both sides 

trust each other, and it will make the 

customer more retain to a company that 

they trust (Rita et al., 2019). Based on the 

studies above, customer trust is defined as 

how customers want to stick with company 

products and services. Thus, customer trust 

towards a company is not only because of 

their excellent image or branding but also 

how its product and services impact 

environmental sustainability as an example 

of good corporate. 

2.3. Customer Perceived Value 

Consumer perceived value refers to the 

trade-off of what consumers received and 

compromises to obtain and use the product 

(Zeithaml, 1988). In the context of 

smartphones, it can be related to the benefits 

that consumers get and is shown when it 

causes consumer satisfaction by using 

certain smartphones. Bringing more 

benefits to the customer will help increase 
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customer engagement that enhances the 

customer's perceived value, which will 

improve the customer's relationship and 

beneficial for the company (Loureiro et al., 

2019). Therefore, customer perceived value 

is defined as the customer's overall 

evaluation of the usefulness of a product or 

service based on their perception of what is 

obtained and provided and influences the 

customer's intention to buy a smartphone. 

2.4. Purchase Intention 

Purchase intention is described as 

consumers' willingness to buy a specific 

product, and travel companies can deliver 

risk-relieving information to increase 

customer purchase intention and benefit 

them (Mohseni et al., 2018). Purchase 

intention is how the customers are willing 

to make an effort to perform a behavior or 

complete a purchase (Ajzen, 1991). 

Purchase intention also shows the extent of 

customers’ planning or willingness to 

acquire specific product in the near future, 

which is influenced by a relatable 

advertisement of the smartphone brand, 

engaging smartphone brand web design 

quality, and attractive brand awareness 

campaign of the smartphone (Martins et al., 

2019). Thus, concluding from previous 

studies, purchase intention can be 

concluded as the customers' willingness to 

purchase a product or service.  

 
Theoretical Framework 

 
Figure 1. The Research Model 

 

2.5. Brand Image on Customer Trust 

Several studies found that a brand image 

consists of shop image, product image, 

brand’s quality, and other indicators that 

affected trust. Thus, ideals brand image 

could influence trust in the brand. Based on 

the empirical data on their research, (Yeh & 

Li, 2009) stated that vendors in mobile 

commerce with good brand Image and give 

a customer exceptional satisfaction directly 

affect customer trust. another data from 

Lien (2015) illustrates that brand image is 

an antecedent in determining trust. 

Customers trust a smartphone with a 

leading role in this industry. Thus, a good 

brand image could increase the customer 

trust in the product or services of the brand. 

Based on the prior studies, brand image is 

substantially impactful on customer’s trust. 

Hence, the proposed hypothesis is: 

H1: Brand Image positively influence 

Customer Trust 

2.6. Brand Image on Customer Perceived 

Value 

A company's perceived value could be 

increased by developing a powerful and 

positive brand image. According to 

research, brand image is positively 

associated with consumer perceived value; 

this research also interprets brand image by 

the price that brands offered, product or 

merchandise, the customer service of the 

brand, and the store’s architecture that 

brand has (Graciola et al., 2020). A study 

about fast-casual restaurant image shows 

that restaurant image has a strong 

connection to the perceived value. (Ryu et 

al., 2008). With a differentiated image and 

different personality compared to other 

smartphones, customers considered a 

smartphone image that brings a high value. 

Therefore, we need to investigate more 

about the influence in the context of a 

smartphone. The suggested hypothesis is 

stated as follows:  

H2: Brand Image positively influence 

Customer Perceived Value 

2.7. Customer Trust on Purchase Intention 

Trust is an essential variable that influences 

purchase intention. Customers are willing 

to waste their time and money to buy the 

brand’s products that they trust. According 

to Chen & Chang (2012), the results show 

that when customers already trust a 
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particular brand and know that the brand is 

honest, it will affect the purchase intention. 

(Ali et al., 2018) also stated that trust 

significantly influences purchase intention. 

By implant the notions of trust could 

improve customer purchase intention. The 

customer is willing to buy the smartphone 

when the customer trusts and is satisfied by 

the smartphone's operation standards. The 

above studies show that there is an impact 

of customer trust toward purchase intention. 

Thus, we are proposing the following 

hypothesis: 

H3: Customer Trust positively influence 

Purchase Intention 

2.8. Customer Perceived Value on 

Purchase Intention 

Previous research also mentioned the 

importance of perceived value towards 

customers' intent to purchase due to its 

portrayal of a good product value, causing 

customers to perceive a good purchase and 

be satisfied (Konuk, 2018). Customers will 

also seriously consider purchasing a 

smartphone if the smartphone provides a 

great value compared to other smartphones. 

Later, the price will have a beneficial 

impact on perceived value and a strong 

effect on purchase intention (Weisstein et 

al., 2017). However, the customer 

perceived value influence toward purchase 

intention in the context of smartphones has 

to be researched. Therefore, the proposed 

hypothesis is: 

H4: Customer Perceived Value positively 

influence Purchase Intention 

 

3. Methodology 
 

This research is a quantitative type with a 

non-probability sampling methodology. 

This research applied a purposive sample 

drawn of multiple kinds of non-probability 

sampling in determining the target 

respondents. The target respondents are 

Apple and Samsung smartphone users who 

have replaced their smartphone at least once 

and have used it for at least three years and 

consider brand factors and long-term use of 

buying a smartphone. This sampling is 

carried out limited to certain types of people 

who can provide the desired information 

because they are the only ones who have the 

criteria set by the researcher or they fit some 

predetermined criteria (Sekaran & Bougie, 

2014). In collecting the data, an online 

questionnaire was used for this study 

because online questionnaires are used to 

gain a deeper understanding of consumer 

opinions and preferences created with 

databases as web forms to store answers and 

statistical software to provide the statistical 

analysis (Sekaran & Bougie, 2014). This 

study obtained 265 respondents who live in 

Indonesia and meet the criteria through an 

online questionnaire. The reason behind 

gathering a sample from Apple and 

Samsung users is to gain a new perspective 

on whether the Apple and Samsung users 

ever think or intend to purchase a Realme 

smartphone based on the factors included in 

this research. To determine the sample size, 

the generally accepted ratio for minimizing 

problems with deviations from normality is 

ten respondents for each parameter 

evaluated in the model (Hair et al., 2018). 

Questionnaires were made with 23 item 

questions. Respondents were asked six 

questions about brand image, five customer 

trust questions, six questions about 

perceived values, and six questions about 

purchase intention.  

 

3.1. Measurement 

This research topic consists of four 

variables. There is brand image, customer 

perceived value, customer trust, and 

purchase intention. A questionnaire in 

previous literature studies using the 5-Point 

Likert Scale ranging from “Strongly 

disagree” to “Strongly agree” for all 

questions was utilized to ensure each 

variable's validity. For brand image 

measurements, there are six items from  

(Lee & Lee, 2018; Lin et al., 2020; Sasmita 

& Mohd Suki, 2015), and there are five 

items to measures customer trust (Cheshin 

et al., 2018; Paparoidamis et al., 2019; Rita 

et al., 2019; Ye et al., 2019). There are also 

six items to measure customer perceived 
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value adapted from (Konuk, 2018, 2019; 

Loureiro et al., 2019; Ryu et al., 2012; 

Weisstein et al., 2017) and six items for 

purchase intention were adapted from (Buil 

et al., 2013; Jeng & Lo, 2019; Konuk, 2018; 

Peng et al., 2019). 

 
Table 1. Variable and Indicators 

Construct Item 
 

Source 

Brand Image 

(BI)  

BI1 This smartphone brand has a differentiated image in 

comparison with the other product/brand  

(Sasmita & Suki, 2015)   

  BI2 The smartphone brand has a personality that 

distinguishes it from competitors  

(Lin et al., 2020) 

  BI3 It is a smartphone brand that does not disappoint its 

customers  

  

  BI4 It is one of the best brands in the smartphone sector    

  BI5 This smartphone brand play a leading role in the 

industry  

(Lee & Lee, 2018) 

  BI6 This smartphone brands’ image is differentiated from 

other brands  

  

Customer 

Trust (CT)  

CT1 I believe this smartphone brand revealed all of the 

relevant information to me  

(Cheshin et al., 2018) 

CT2 I trust this smartphone brand  (Ye et al., 2019) 

CT3 I believe what this smartphone company tells me    

CT4 This smartphone company is honest  (Paparoidamis et al., 

2019) 

CT5 I am happy with the standards by which this 

smartphone company is operating  

(Rita et al., 2019) 

Customer 

Perceived 

Value (CPV)  

CPV1 The smartphone of this brand provides me great value 

as compared to others  

(Ryu et al., 2012)   

CPV2 The overall value of using smartphones of this brand 

was high  

(Konuk, 2019) 

CPV3 I feel that I am getting a good deal when buying a 

smartphone at this smartphone company  

(Loureiro et al., 2019) 

CPV4 The smartphone of this brand is a good buy  (Konuk, 2018) 

CPV5 If I bought a smartphone of this brand, I feel I would be 

getting my money worth  

(Weisstein et al., 2017) 

CPV6 Buying a smartphone of this brand makes me feel good    

Purchase 

Intention (PI)  

PI1 My willingness to buy a smartphone of this brand is 

high  

(Peng et al., 2019)   

PI2 If I were to buy the smartphone, I would consider 

buying a smartphone of this brand  

  

PI3 I plan to purchase a smartphone of this brand  (Konuk, 2018) 

PI4 I am willing to buy a smartphone of this brand in the 

future  

  

PI5 I will likely purchase a smartphone on this brand  (Jeng & Lo, 2019) 

PI6 I would seriously consider buying a smartphone of this 

brand  

(Buil et al., 2013) 
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4. Results 

4.1. Profile of Respondents 

The respondents are classified into 

respondents' origin city, smartphone use, 

gender, and age in this research.  There are 

265 respondents in this research, and most 

of the respondents, 192, originated in the 

island of Java, where the most dominant 

city is DKI Jakarta, with 104 respondents. 

The smartphone that the respondents use is 

slightly dominated by Samsung, with 134 

respondents claimed to use Samsung while 

131 respondents use Apple. In the gender 

context, there are 146 female respondents 

and 119 male respondents. For the age 

classification, 220 respondents from 

between 18 to 24 years old, while 33 

respondents from between 25-32 years old, 

and 12 respondents are at the age of 33-40 

years old. 

 

In this research article, we are using PLS-

SEM was used to get the explanation of the 

influences  between  the variables  in hypo- 

 

 

theses (Hair et al., 2018), and the tool that 

we used was SmartPLS 3.0 for analyzing 

the data since SmartPLS is one of the most 

popular tools in the form of software 

application that can be used for PLS-SEM 

(Wong, 2013). The first measurement 

model is convergent validity which has two 

criteria. First, factor loadings should be 

greater than 0.7 to be categorized as valid 

(Hair et al., 2018). The second is that all 

indicators in this research should have at 

least 0.5 average variances extracted or 

AVE to be considered valid (Hair et al., 

2018). 

 

For the discriminant validity, all the square 

roots of the average variance extracted 

should be higher than the correlation with 

other latent  constructs  (Fornell & Larcker,  

1981).   For  the  reliability,   the composite 

reliability should be greater than 0.7 

(Nunnally, 1994), and Cronbach alpha must 

also exceed 0.7 (Hair et al., 2018) to know 

that the constructs are reliable. 

 

 
 

Table 2. Respondents’ characteristic 

Variable Category Frequency Percentage (%) 

Origin Java 192 72.4% 

 Sumatra 63 23.7% 

 Sulawesi 4 1.5% 

 Kalimantan 3 1.1% 

 Nusa Tenggara 2 0.7% 

 Papua 1 0.3% 

Smartphone Samsung 134 50.5% 

 Apple 131 49.4% 

Gender Female 146 55% 

 Male 119 44.9% 

Age (Years) 18 to 24 220 83% 

 25 to 32 33 12.4% 

 33 to 40 12 4.5% 
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4.2. Measurement Results 

Table 3 indicates the data about the factor 

loadings for every indicator. All indicators 

exceed the minimal factor loading of 0.7, as 

seen by factor loadings being above 0.7 on 

each hand for the average variance 

extracted (AVE); all constructs have AVE 

more than the cut-off value of 0.5. 

Therefore, all variables and indicators are 

proven to have good convergent validity 

since all the criteria are met. The right side 

of Table 3 shows discriminant validity, 

whereby all square root constructs are the 

greater square root of average variance 

extracted to the relation with other latent 

constructs. According to Fornell & Larcker 

(1981), all latent constructs should have a 

greater AVE square root than the 

correlation with the other latent constructs. 

Since  all  latent  constructs   have a  greater  

 

 

number of AVE square root than the corre- 

lation with the other latent constructs, all 

constructs are considered to have good 

discriminant validity. 

 

The reliability model has two criterias: the 

composite reliability being more than 0.7, 

and the Cronbach alpha should also be more 

than 0.7. In Table 2, all latent constructs 

have composite reliability of more than 0.7, 

therefore, all latent constructs meet the 

composite reliability requirement. All latent 

constructs also show a higher number than 

0.7 in Cronbach alpha, which shows that the 

survey instrument can consistently 

determine all constructs. Therefore, all 

measures that meet discriminant validity 

and reliability assessments have results 

indicating that the construct can be used to 

assess the conceptual model. 

 

 

Table 3. Constructs with Factor Loadings, Average Variance Extracted, Composite Reliability, 

Cronbach Alpha, and Discriminant Validity. 

Constructs 
Factor 

Loadings 
AVE CR CA 

Correlations Between Constructs 

BI CPV CT PI 

Brand Image  0.604 0.901 0.868 0.777    

BI1 0.725        

BI2 0.791        

BI3 0.76        

BI4 0.81        

BI5 0.767        

BI6 0.806         

Customer 

Perceived Value 
 0.649 0.917 0.891 0.608 0.805   

CPV1 0.811        

CPV2 0.77        

CPV3 0.847        

CPV4 0.856        

CPV5 0.741        

CPV6 0.8 
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Customer Trust  0.618 0.89 0.846 0.641 0.693 0.786  

CT1 0.773        

CT2 0.782        

CT3 0.78        

CT4 0.79        

CT5 0.804        

Purchase 

Intention 
 0.744 0.946 0.931 0.596 0.687 0.641 0.862 

PI1 0.85        

PI2 0.867        

PI3 0.863        

PI4 0.89        

PI5 0.895        

PI6 0.806               

 

4.3. Hypotheses Results 

As shown in Table 4, hypothesis 1 shows 

original sample of 0.641, T-statistics of 

16.285, and P-values of 0.0000. This 

demonstrates that brand image positively 

and significantly affects customer trust, 

implying the first hypothesis of a positive 

effect of brand image on consumer trust is 

validated and supports Lien (2015). 

Hypothesis 2 shows original sample of 

0.608, T-statistics of 12.975, and P-values 

of 0.000. This proves that brand image 

positively and significantly influences 

customer perceived value, supporting the 

second hypothesis and research results from 

Dhanabalan (2018). Next is hypothesis 3, 

which has an original sample of 0.317, T-

statistics of 4.887,   and  P-values  of  0.000.  

Therefore, customer trust has significant 

and positive on purchase intention. Thus, it 

supports hypothesis 3, which stated a 

positive influence from customer trust 

towards purchase intention and supports 

Ali's (2018) research result. The last is 

hypothesis 4 that has an original sample of 

0.467, T-statistics of 7.733, and P-values of 

0.000. Hence, hypothesis 4 describes a 

positive and significant influence from 

customer perceived value towards the 

purchase intention and supports hypothesis 

4 of a positive effect on purchase intention 

from customer perceived value. 

Concurrently, it also supports the research 

result from Weisstein (2017). With the 

results above, it is proven that all 

hypotheses are supported. 
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Table 4. Hypotheses Results 

Hypotheses Path Original Sample (β) T-Statistics P-values Results 

H1 BI -> CT 0.641 16.285 0.0000 Supported 

H2 BI -> CPV 0.608 12.975 0.0000 Supported 

H3 CT -> PI 0.317 4.887 0.0000 Supported 

H4 CPV -> PI 0.467 7.733 0.0000 Supported 

5. Discussion 
 

This study proves that brand image 

influences customer perceived value and 

trust and later both variables influence the 

purchase intention, towards customers' 

perception of high-cost smartphone brands 

and Realme as a low-cost smartphone brand 

in Indonesia.  

Table 5. R Square 

 R Square 

Customer Trust 0.410 

Customer Perceived Value 0.369 

Purchase Intention 0.524 

 

With a result of β being 0.641 and a T-

statistic of 16.285, the first hypothesis 

demonstrates a strong and positive effect of 

brand image on consumer trust. Thus, Lien 

(2015) stated that brand image is considered 

a major influence on consumer trust. Table 

6 shows that brand image can explain 41% 

of customer trust while other variables 

influence the rest. The second hypothesis 

also indicates a significant and positive 

influence from brand image to customer 

perceived value which is proved by the 

result of β of 0.608 and T-statistics of 

12.975. The second hypothesis is consistent 

with Dhanabalan's (2018) result, and this 

research shows that brand image can 

explain 36.9% of customer perceived value 

while other factors influence the rest. To 

establish a positive brand image, having a 

distinctive brand image from other 

businesses is helpful. Also, strive not to 

disappoint them. These variables are likely 

to have a moderate influence on consumers’ 

trust and perceived value. 

The third hypothesis shows a positively 

significant influence of customer trust to 

purchase intention with the result β of 0.317 

and T-statistics of 4.887, making this study 

consistent with the past research done by 

Ali (2018). The final hypothesis 

demonstrates how positively and 

significantly effective customer perceived 

value is toward purchase intention, as 

shown by to β of 0.467 and T-statistics of 

7.733. This is consistent with the research 

result from Weisstein (2017). Customer 

trust and perceived value can explain 52.4% 

of purchase intention while other variables 

influence the rest.  

5.1. Managerial Implications 

In the perspective of high-cost smartphone 

brands to purchase low-cost smartphone 

brands, this research could provide a better 

understanding to brands, such as Realme, 

on the influence of brand image to customer 

perceived value and customer trust and the 

influence of customer perceived value and 

customer trust to purchase intention. Since 

Realme's targeted market is for youth or 

low-income people, Realme can choose to 

focus its sales on regions with low gross 

regional domestic products such as Central 

Java, Nusa Tenggara, West Sulawesi, etc. 

Moluccas (BPS-Statistics Indonesia, 2021). 
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Other than that, Realme should focus on 

developing products with attractive 

specifications at a reasonable price to 

disrupt the low-end smartphone market. 

The disruption will enhance Realme brand 

image, and by offering a product with great 

value, the customer perceived value will 

also gain boosted. These will lead to more 

benefits for the company. Realme should 

also be honest with its advertisement to 

prevent reducing customer trust and 

influence customer’s intention to purchase. 

6. Conclusion 
 

In the present, the smartphone's price is 

getting cheaper, which benefits customers 

by allowing them to buy a smartphone that 

suits their needs and budget allocations. In 

purchasing a smartphone, customers 

generally look for smartphone features and 

a brand image that helps influence the 

customer's decisions. This study 

demonstrates that customer trust and 

customer perceived value may influence 

purchase intention. The brand image 

influences customer trust and customer 

perceived value in Realme smartphones 

from the perspective of high-cost 

smartphone brand users, which are Apple 

and Samsung users. A smartphone 

company with a brand image that different 

from other brands by becoming one of the 

best or play an influential role in the 

industry will make the customer trust the 

company and it will make the smartphones 

they offered to be worth the price. 

Smartphone companies that are honest and 

open about the smartphone's information 

and setting the smartphones at an ideal price 

will increase customers' willingness to 

purchase the smartphones and trust the 

brand. Therefore, this finding is expected to 

help the smartphone industry to start paying 

attention and build a good brand image to 

increase sales in the future, considering that 

more new competitors are no less good than 

existing smartphone brands. 

7. Limitation and Future Research 
 

In this research, only samples from 

Indonesia were used. Most of the 

respondents are still categorized as young 

adults and live on the island of Java, 

specifically DKI Jakarta, where people in 

Jakarta tend to spend more money to follow 

the trend to keep up with the prestige. The 

living cost in Jakarta is higher due to Jakarta 

being the capital city of the nation, therefore 

gathering data from people outside of 

Indonesia or the island of Java as the 

majority and people who age are above 25 

might have different results. Another 

limitation is that there is no clear definition 

regarding the low-cost and high-cost term. 

Considering other factors that influence the 

purchase intention variable, future research 

might use other variables such as brand 

awareness (Graciola et al., 2020) and E-

WOM (Kudeshia & Kumar, 2017). We also 

recommend gathering the respondents from 

the Realme targeted segment, such as 

middle to low-income people, and research 

other low-cost smartphone brands. 
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