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choice setting. The research focuses on six attributes that are
highly relevant in the premium smartphone market based on
expert judgement justification. The study identifies the most
preferred product configuration based on estimated utility
value, the relative importance of each attribute, and market
preference simulation using Lighthouse Studio by Sawtooth
Software. The findings indicate that respondents tend to prefer
an Apple brand smartphone offered at a lower price range,
with larger internal memory, a higher-resolution main
camera, a larger battery, and cashback promotion. The results
also show that brand and price are the dominant determinants
of preference. In addition, the market simulation suggests that
a more balanced product concept can outperform the newer or
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INTRODUCTION

Smartphones are no longer used solely as communication devices. Today, they serve as
essential tools for work, entertainment, social networking, digital payments, photography, and
access to a wide range of online services. As smartphone adoption continues to grow,
consumers face increasingly complex purchasing decisions because they are evaluating not
only the device's technical specifications but also the functional benefits, user experience, and
symbolic value associated with the product. This complexity is particularly evident in the
flagship smartphone market, where premium prices, rapid technological advancements, and
intense competition require consumers to carefully consider their choices to avoid making a
costly purchasing mistake. (Kotler & Keller, 2016; Schiffman & Wisenblit, 2019; Bali et al.,
2023).

In Indonesia, the digital environment reinforces the strategic importance of the
smartphone category. DataReportal reported that Indonesia had 212 million internet users at
the beginning of 2025, with internet penetration reaching 74.6% of the population, indicating

doi.org/10.55681/economina.v5i6.2739 2560


https://ejournal.45mataram.ac.id/index.php/economina

JURNAL ECONOMINA 5 (6) 2026 doi.org/10.55681/economina.v5i6.2739

that smartphones operate within a broad and increasingly mature digital ecosystem
(DataReportal, 2025). Market competition is also intense. Statcounter's data for March 2026
show that Samsung accounted for 16.00% of Indonesia's mobile vendor market share, while
Apple reached 14.97%, placing both brands among the most visible competitors in the
national smartphone landscape (Statcounter, 2026). These figures confirm that Apple and
Samsung are commercially important reference brands in Indonesia, including in the premium
segment.

Purchasing a smartphone is rarely an impulsive decision. Consumers generally spend
time gathering information, comparing alternatives, and evaluating various product attributes
before making a final choice. According to the Android Path to Purchase report by Google
Indonesia (2019), Indonesian consumers typically take around 14 days to decide on a
smartphone purchase, and many of them report feeling overwhelmed by the large number of
options available in the market. This condition supports the view of Bettman et al. (1998),
who argue that when faced with complex purchasing situations, consumers tend to simplify
their decision-making process by making trade-offs among product attributes rather than
evaluating every feature in a fully rational and comprehensive manner. Such behavior is
particularly relevant in the flagship smartphone segment, where consumers must weigh
multiple factors, including brand reputation, ecosystem compatibility, price, camera quality,
memory capacity, battery performance, and promotional incentives. As a result,
understanding how consumers balance these competing attributes becomes increasingly
important.

Surabaya represents an appropriate context for this study due to its position as one of
Indonesia's largest metropolitan cities and economic centers. According to the local statistics
office, Surabaya had a population of approximately 3.02 million people in 2024, while its
economy grew by 5.76% during the same year (BPS Kota Surabaya, 2024a, 2025). These
figures indicate a large urban market with strong economic activity and purchasing power.
Furthermore, consumers in Surabaya generally have greater exposure to modern retail
environments, digital technologies, and premium consumer products, making the city
particularly relevant for research on flagship smartphone preferences. Focusing on a specific
metropolitan area also allows the study to generate insights that are more contextually
relevant and actionable, while reducing the risk of overgeneralizing consumer behavior based
solely on national-level data.

Previous research has shown that consumers consider a variety of factors when
choosing a smartphone. Price value, compatibility with user needs, expected performance,
product visibility, and the desire to adopt newer technology have all been identified as
important determinants of smartphone adoption (Mehra et al., 2022). In addition, technical
specifications such as storage capacity, camera quality, and overall device performance often
play a significant role in shaping consumer evaluations (Ahmad et al., 2019; Bali et al., 2023).
Studies conducted in Indonesia further suggest that smartphone preferences are influenced by
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a combination of product features, price, brand image, and marketing activities (Tulipa et al.,
2024). While these studies have provided valuable insights into the factors affecting
smartphone purchase decisions, most have examined these variables individually through
methods such as regression analysis, factor analysis, or descriptive rankings. In practice,
however, consumers typically evaluate several attributes simultaneously and make trade-offs
between competing alternatives. For example, they may accept a higher price for a preferred
brand, sacrifice storage capacity for a better camera, or choose a product with fewer features
because it offers greater perceived value. As a result, approaches that can capture these trade-
offs are needed to better reflect how consumers actually make smartphone purchase decisions.

This limitation highlights an important research gap. When purchasing a smartphone,
consumers do not evaluate attributes such as brand, camera quality, battery capacity, or price
in isolation. Instead, they assess a complete product that combines multiple attributes and
make decisions based on the overall package offered by each alternative. Therefore,
understanding consumer preferences requires an approach that can capture the trade-offs
consumers make when comparing different smartphone configurations. Choice-Based
Conjoint (CBC) Analysis is well suited for this purpose because it derives preferences from
repeated choices among competing product profiles, allowing researchers to observe decision-
making patterns that more closely resemble actual market behavior than traditional rating-
based methods (Green & Srinivasan, 1990; Louviere et al., 2000; Orme, 2019). By estimating
the utility associated with each attribute level and its relative importance, CBC provides
insights into the factors that drive consumer choice and offers practical guidance for product
positioning, pricing strategies, and promotional planning.

Another research gap lies in the focus of previous studies. Most smartphone-related
research in Indonesia has examined the market as a whole or concentrated on general
consumer segments, with limited attention given to the flagship category. This study
specifically focuses on flagship smartphones from Apple and Samsung because consumer
decision-making in the premium segment tends to differ from that in the broader smartphone
market. Consumers purchasing flagship devices are often willing to invest a substantial
amount of money and therefore consider a wider range of factors beyond basic functionality.
In addition to performance and price, they may evaluate ecosystem integration, brand
prestige, long-term software support, storage capacity, camera capabilities, and the overall
value received for a premium price. As a result, the way consumers make trade-offs in this
segment is likely to be more complex, making it important to examine flagship smartphone
preferences as a distinct area of investigation rather than treating them as part of the general
smartphone market.

Based on the development of this study, flagship smartphone preferences are examined
through six attributes: brand, price, internal memory, main camera, battery, and promotion.
These attributes were selected because they represent the key factors consumers typically
consider when evaluating premium smartphones. Brand reflects reputation and ecosystem
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value, price represents the financial sacrifice involved, internal memory and main camera
capture functional performance, battery indicates everyday usability, and promotion
represents marketing incentives. Examining these attributes simultaneously allows this study
to better understand how consumers make trade-offs when choosing among competing
flagship smartphone alternatives.

This study offers three main contributions. First, it applies Choice-Based Conjoint
(CBC) Analysis to the flagship smartphone market in Surabaya, a context that has received
limited attention in Indonesian marketing research. Second, it examines consumer preferences
through trade-offs among six key smartphone attributes, providing a more realistic
representation of the purchase decision process. Third, it generates practical insights that can
support product development, pricing, and promotional strategies in the premium smartphone
market. Therefore, this study aims to analyze consumer preferences for Apple and Samsung
flagship smartphones in Surabaya, identify the relative importance of each attribute, and
determine the most preferred combination of attributes within the simulated choice scenarios.

METHOD

This study employed a quantitative research design using Choice-Based Conjoint
(CBC) Analysis to examine consumer preferences for flagship smartphones. CBC was
selected because it allows respondents to choose among competing product profiles, thereby
reflecting actual purchase decisions more realistically than evaluating individual attributes
separately (Louviere et al., 2000; Orme, 2019; Rao, 2014). The study focused on consumers
residing in Surabaya, with respondents screened to ensure they had previously purchased or
intended to purchase a smartphone priced above IDR 10 million and were current residents of
the city. Data were collected through an online questionnaire presenting simulated purchase
scenarios involving flagship smartphones from Apple and Samsung.

The conjoint design was developed through a literature review and expert judgment
process. Six attributes were included in the final model: brand, price, internal memory, main
camera, battery, and promotion. Each attribute was represented by market-relevant levels that
reflected conditions commonly found in the flagship smartphone segment. To improve design
efficiency while maintaining respondent engagement, the questionnaire was generated into 12
versions, each containing a series of choice tasks in which respondents selected one preferred
smartphone profile from three alternatives.

Data were analyzed using Hierarchical Bayes estimation in Sawtooth Software to
calculate part-worth utilities and attribute importance scores at the individual level (Orme,
2019). The analysis produced utility values for each attribute level, relative importance
scores, and preference simulations for alternative smartphone configurations. Positive utility
values indicate stronger consumer preference, whereas negative values indicate lower
preference relative to other levels within the same attribute. Together, these results provide
insights into the trade-offs consumers make when choosing flagship smartphones and help
identify the most preferred product configuration among the alternatives evaluated.
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Table 1. Attributes and Levels Used in The Choice-based Conjoint Design

Attribute

Level

Rationale

Brand

Price

Internal memory

Main camera
Battery

Promotion

Apple; Samsung

IDR 12-15 mio; >15-20
mio; >20 mio

256 GB; 512 GB; >1 TB

48 MP; >48-50 MP; 200
MP

<4500 mAh; 4500-5000
mAh; >5000 mAh

No promotion;
Cashback; Gift

Represents ecosystem, brand
reputation, and symbolic value in
flagship competition.

Captures monetary sacrifice and
willingness to pay in the premium
segment.

Represents storage adequacy, long-
term utility, and perceived technical
value.

Reflects image quality expectations
and content-creation relevance.
Represents endurance, convenience,
and perceived daily reliability.
Captures short-term marketing
incentives that may shift preference.

RESULTS AND DISCUSSION

The analysis was based on 188 valid respondents who met all screening criteria, namely
willingness to participate, residence in Surabaya, and prior experience of purchasing or
intention to purchase a smartphone priced above Rp10 million. The questionnaires were
distributed in 12 CBC versions and then combined into a single analytical dataset.
Demographically, the sample was dominated by respondents aged 20-30 years (72.87%),
followed by those aged 31-40 years (19.68%). Female respondents accounted for 62.77% of
the sample, while males accounted for 37.23%. Most respondents held a bachelor's degree or
equivalent (68.08%), worked primarily as private employees (43.03%), and reported monthly
income of Rp5-10 million (47.87%). This profile indicates that the study largely captured
young adult, educated, and economically active urban consumers who are highly relevant to
the target market for flagship smartphones.
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Table 2. Demographic Respondent Result

Category Frequency Percentage (%)
<20 2 1,06
20-30 137 72,87
Age (y) 31-40 37 19,68
41-50 12 6,38
>50 0 0
Male 70 37,23
Gender  Lomate 118 62,77
Elementary School 0 0
Junior High School 0 0
Senior High School 32 17,02
Education Diploma 3 4 2,13
Bachelor 128 68,09
Master 24 12,77
Doctor 0 0
Student 33 17,55
Private’s Employee 81 43,09
Profesion  State’s Employee 37 19,68
Entrepreneur 15 7,98
Others 22 11,7
<5 49 26,06
Monthly 5 1 90 47,87
Income95.15 24 12,77
(mio 15-20 13 6,01
IDR) ’
>20 12 6,38

Part-worth utility estimation showed a clear preference structure across the six product
attributes. For brand, Apple generated a positive average utility of 74.27, whereas Samsung
produced a negative utility of -74,27, indicating a stronger aggregate preference for Apple.
For price, the range of Rp12-15 million yielded the highest utility (50.31), followed by
>Rp15-20 million (15.33), while prices above Rp20 million produced the lowest utility (-
65.63). For internal memory, the most preferred level was at least 1 TB (36,18), followed by
512 GB (-2,52) and 256 GB (-33,66). For main camera, 200 MP recorded the highest utility
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(20.13), whereas >48-50 MP (-5.77) and 48 MP (-14.36) were less preferred. For battery
capacity, >5000 mAh provided the highest utility (16.49), followed by 4500-5000 mAh (-
0.66), while <4500 mAh was least preferred (-15.83). For promotion, cashback showed the
strongest utility (19.79), compared with gifts (-2.09) and no promotion (-17.70). Taken
together, these utilities indicate that the most preferred product bundle is an Apple flagship
smartphone priced at Rp12-15 million, equipped with at least 1 TB internal memory, a 200
MP main camera, battery capacity above 5000 mAh, and cashback promotion.

2,09 1 Gift
I 19,79 Cashback
-17,70 — Without Promotion
16,49 >5000mAH
-0,66 | 4500-5000mAH
-15,83 n—— <4500mAH
20,13 200MP
5,77 >48-50MP
-14,36 m— 48MP
I 36,18 >1TB
-2,52 1 512GB
-33,66 I 256GB
-65,63 I >20 mio IDR
I (5,33 >15-20 mio IDR
I 50,31 12-15 mio IDR
-74,27 I Samsung
I 74 2] Apple
-100 -80 -60 -40 -20 0 20 40 60 80 100

Figure 1. Estimated Average Utility
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Promotion
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Battery
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Main Camera
7,48%
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Memory 0

13,39% 2%

Figure 2. Attribute Importance Value

Attribute importance analysis further clarifies how consumers prioritize trade-offs.
Brand was the most influential attribute with an average importance value of 39.25%,
followed by price at 24.41%, internal memory at 13.39%, battery at 7.82%, promotion at
7.66%, and main camera at 7.48%. These findings imply that the flagship smartphone
decision is driven first by symbolic-market considerations and economic sacrifice, and only
afterward by functional specifications. In other words, respondents do not evaluate premium
smartphones solely on the basis of technical superiority; they also interpret brand as a signal
of prestige, ecosystem trust, and overall product assurance. The relatively high standard
deviations for brand and price, as reported in the thesis, also suggest heterogeneity in the
sample, meaning that not all consumers weight these attributes in exactly the same way.
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Table 4. Product Concepts Included in the Market Simulator

Product Brand Price (mio Internal Main Battery Promotion

IDR) memory camera (mAh)

(GB) (MP)

iPhone 17 Apple >20 256 48 MP 4500-5000 No
Pro Max Promotion
Samsung  Samsung  >20 256 200 MP >5000 Gift
Galaxy
S26 Ultra
Samsung  Samsung  12-15mio 256 48-50 MP <4500 Cashback
Galaxy
S25
iPhone 16  Apple >15-20 256 48 MP <4500 Cashback
Pro
iPhone 16  Apple >20 512 48 MP 4500-5000 Cashback
Pro Max
512GB

The latest thesis version also includes a market preference simulation using the
Randomized First Choice market simulator. Across five flagship products, iPhone 16 Pro
256GB obtained the highest simulated share of preference at 43.5%, followed by Samsung
Galaxy S25 256GB at 23.0%, Samsung Galaxy S26 Ultra 256GB at 14.9%, iPhone 16 Pro
Max 512GB at 13.2%, and iPhone 17 Pro Max 256GB at 5.3%. This result is important
because it shows that the market winner is not necessarily the newest or most premium
concept, but the concept that offers the most acceptable overall trade-off between brand
strength, price positioning, and functional adequacy.
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1iPhone 17 Pro Max

256GB

Samsung Galaxy
S26 Ulta 256GB

» Samsung Galaxy
S25 256GB

m iPhone 16 Pro
256GB

iPhone 16 Pro Max
512GB

24,82%
22,62%

39,62%

Figure 1. Market Preference Simulation for Five Flagship Smartphone Concepts

The findings indicate that brand is the most influential factor in consumers’ preferences
for flagship smartphones, accounting for 39.25% of total attribute importance. This result
suggests that consumers in the premium smartphone segment place substantial value on
brand-related benefits beyond technical specifications. The strong positive utility associated
with Apple indicates that respondents perceive greater value in the Apple ecosystem, brand
reputation, and overall user experience. This finding supports previous studies showing that
brand image and perceived value play a significant role in shaping smartphone purchase
decisions, particularly in higher-priced market segments where symbolic and experiential
benefits become increasingly important (Tulipa et al., 2024; Mehra et al., 2022). The result
also reinforces the argument that flagship smartphone purchases are not driven solely by
functional performance but are closely associated with prestige, trust, and long-term
ecosystem considerations.

Price emerged as the second most important attribute, indicating that although
respondents were screened as consumers who had purchased or intended to purchase
smartphones priced above Rp10 million, economic considerations remained highly relevant.
The highest utility was observed for the Rp12-15 million price range, while smartphones
priced above Rp20 million generated substantial negative utility. This finding suggests that
consumers seek a balance between premium quality and perceived value rather than simply
preferring the most expensive option. Such behavior is consistent with consumer decision-
making theory, which argues that individuals evaluate products through trade-offs between
expected benefits and monetary sacrifice (Bettman et al., 1998). In the flagship smartphone
market, consumers appear willing to pay a premium, but only when the additional benefits are
perceived as justifying the higher price.
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Among the functional attributes, internal memory was the most influential, followed by
battery capacity, promotion, and camera quality. The strong preference for storage capacity of
at least 1 TB indicates that respondents increasingly view smartphones as multifunctional
devices used for content creation, entertainment, productivity, and long-term data storage.
This finding aligns with previous studies highlighting the importance of technical
specifications in smartphone evaluation (Ahmad et al., 2019; Bali et al., 2023). Interestingly,
although camera performance is frequently emphasized in smartphone marketing, its relative
importance was lower than that of internal memory. This suggests that for potential flagship
buyers in Surabaya, storage capacity may provide greater practical value than incremental
improvements in camera specifications.

The preference for battery capacity above 5,000 mAh further reflects consumers’
concern for device reliability and uninterrupted daily use. As smartphones increasingly serve
as primary tools for communication, work, entertainment, navigation, and digital transactions,
battery performance becomes a critical component of user experience. Likewise, the positive
utility associated with cashback promotions indicates that financial incentives remain
effective even in the premium segment. Consumers may perceive cashback as a direct
economic benefit that reduces the overall purchase burden, making it more attractive than
non-monetary promotional incentives such as gifts.

The market simulation results provide additional insight into how consumers evaluate
complete product bundles rather than isolated attributes. Although the most preferred attribute
combination theoretically consisted of an Apple smartphone priced at Rp12—15 million with 1
TB storage, a 200 MP camera, battery capacity above 5,000 mAh, and cashback promotion,
the highest simulated market preference was obtained by the iPhone 16 Pro rather than the
most premium or technologically advanced concept. This finding highlights a key
contribution of conjoint analysis: consumer preferences are shaped by the overall balance of
attributes rather than by maximizing individual features. The superior performance of the
iPhone 16 Pro suggests that respondents perceived it as offering the most attractive
combination of brand value, price acceptability, and functional adequacy. Conversely,
concepts such as the iPhone 17 Pro Max and Samsung Galaxy S26 Ultra were penalized by
their higher price positioning despite possessing stronger technical specifications.

These findings support the central premise of conjoint theory that consumers evaluate
products as bundles of attributes and make decisions through a process of trade-offs among
competing benefits and costs (Green & Srinivasan, 1990; Louviere et al., 2000; Orme, 2019).
The results also address the research gap identified in previous smartphone studies, which
have often examined product attributes individually through regression or descriptive
approaches. By using Choice-Based Conjoint Analysis, this study demonstrates that consumer
preferences in the flagship smartphone market cannot be fully understood by analyzing single
attributes in isolation. Instead, purchase decisions emerge from the interaction between
symbolic factors such as brand, economic considerations such as price, and functional
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attributes such as storage, battery, camera, and promotion. This perspective provides a more
realistic representation of how consumers evaluate flagship smartphones in actual market
settings.

CONCLUSION

This study demonstrates that consumer preferences for flagship smartphones in
Surabaya are shaped by a combination of symbolic, economic, and functional considerations.
By applying Choice-Based Conjoint Analysis, the study provides a more realistic
understanding of how consumers evaluate smartphone alternatives, as respondents were
required to make trade-offs among multiple attributes rather than assess each attribute
separately.

The findings reveal that brand plays the most important role in influencing consumer
preferences, followed by price and internal memory. Apple was generally preferred over
Samsung, while lower price levels, larger storage capacity, higher battery capacity, and
cashback promotions generated more favorable evaluations. These results suggest that
consumers in the flagship segment do not focus solely on technical specifications but also
consider brand reputation, ecosystem value, and the overall benefits received relative to the
price paid.

The study also shows that the most preferred product configuration does not
automatically translate into the strongest market preference when evaluated as a complete
product concept. The market simulation indicates that consumers tend to favor smartphone
offerings that provide the most balanced combination of brand strength, price, and functional
performance. This finding highlights the importance of understanding consumer decision-
making as a trade-off process rather than assuming that superior specifications alone will
drive market preference.

Overall, this research contributes to the growing literature on smartphone consumer
behavior by providing evidence from the flagship smartphone market in Surabaya and
demonstrating the usefulness of Choice-Based Conjoint Analysis in capturing consumer
preferences. The findings offer practical insights for smartphone manufacturers and retailers
in designing product, pricing, and promotional strategies that better align with consumer
expectations in the premium smartphone segment.
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