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	ABSTRACT
	Article History

	Although HP is one of the world's leading laptop brands with a strong global reputation, a preliminary survey indicated that it is not yet the primary choice among university students due to their evaluation of product features and perceptions of brand image. This condition highlights the need to examine the factors that influence students' purchase intention toward HP laptops. This study aims to analyze the effects of product features and brand image on the purchase intention of HP laptops among students of the Faculty of Economics and Business, University of Mataram. This research employed a quantitative approach with an associative research design. A total of 100 students were selected using purposive sampling. Data were collected through a Likert-scale questionnaire and analyzed using multiple linear regression with IBM SPSS Statistics. The results revealed that product features had a positive and significant effect on purchase intention (B = 0.403; p < 0.001), while brand image also had a positive and significant effect on purchase intention (B = 0.366; p < 0.001). Simultaneously, both variables explained 63.9% of the variance in students' purchase intention (R² = 0.639). These findings provide empirical evidence that functional evaluation through product features and perceptual evaluation through brand image play important roles in shaping students' purchase intention toward HP laptops. The findings also offer practical insights for companies in developing product innovation and strengthening brand image strategies to better meet the needs of young consumers.
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INTRODUCTION
Competition in the laptop industry is intensifying as the public's demand for technological devices, particularly laptops, grows, supporting various educational, work, and business activities. Laptops have become a key device for data processing, communication, information access, and the effective and efficient execution of various academic and professional tasks. This situation encourages laptop manufacturers to continuously innovate to attract consumer interest amidst the multitude of alternative brands available on the market.
One laptop brand with a global reputation is Hewlett-Packard (HP). HP is known as a laptop manufacturer offering a wide range of products for education, work, and business needs. This brand has long been present in the technology market and has a reputation for innovative, high-quality products, supported by an extensive after-sales service network. However, a strong brand reputation does not always make HP a consumer's first choice. In a competitive market, consumers tend to consider the suitability of product features to their needs and their perception of the brand's image before forming a purchase intention.
Students at the Faculty of Economics and Business, University of Mataram, are a consumer group with a high demand for laptops. Laptops are used for attending lectures, completing assignments, processing statistical data, creating presentations, and completing research. As active users of technology, students generally have rational considerations when choosing a laptop, particularly regarding performance, storage capacity, design, durability, and brand reputation. Therefore, students at the Faculty of Economics and Business, University of Mataram, are relevant respondents for examining the factors influencing purchase interest in HP laptops.
A pre-survey was conducted in May 2026 as a preliminary study to obtain an initial overview of student perceptions of HP laptop product features and brand image and their relationship to purchase intention. The pre-survey involved 50 respondents who were active students of the Faculty of Economics and Business, University of Mataram , with respondents selected using a purposive sampling technique , namely students who were familiar with the HP laptop brand and had used or considered purchasing it. Pre-survey data collection was carried out through a short Google Form-based questionnaire distributed online. The pre-survey questions were structured in the form of closed-ended statements with a simple scale to measure respondents' initial assessments of product features, brand image, and purchase intention of HP laptops.
This phenomenon demonstrates a gap between HP's reputation as a global brand and the reality that students' purchasing interest in HP laptops is still suboptimal. The high demand for laptops among students does not automatically translate into a high interest in choosing an HP laptop as their primary device. Some students are still more interested in other brands that are perceived to offer features that better suit their academic needs and have a more convincing brand image. This condition indicates that brand strength alone is not enough to drive purchasing interest if the product is not fully able to meet consumer needs and expectations. Therefore, research is needed to examine how product features and brand image influence students' purchasing interest in HP laptops .
Various previous studies have shown that product features and brand image positively influence consumer purchase intention. Product features that meet consumer needs can increase interest in a product, while a strong brand image can build trust, thus encouraging purchase intention (Anwar & Wardani, 2021; Fauzi & Ramadhan, 2023; Latif & Hidayah, 2023). However, most of these studies still focus on smartphones, cosmetics, and marketplaces. Therefore, studies on the influence of product features and brand image on purchase intention of HP laptops , especially among students as the primary users of technological devices to support academic activities, are still relatively limited. Furthermore, the increasing use of digital technology in the learning process has changed student preferences in choosing laptops based on specifications, performance, and brand reputation. Therefore, this study is important to conduct to provide empirical evidence in a different context and enrich the study of consumer behavior in the technology sector (Kotler & Keller, 2023; Salsabila et al., 2024).
This study aims to analyze the influence of product features on HP laptop purchase interest, analyze the influence of brand image on HP laptop purchase interest, and test the influence of both variables simultaneously on students of the Faculty of Economics and Business, University of Mataram. Based on the background description, this study aims to analyze the influence of product features and brand image on HP laptop purchase intention among students of the Faculty of Economics and Business, University of Mataram, both partially and simultaneously. This study contributes by providing empirical evidence on how students' purchase intention towards HP laptops is formed through two complementary evaluation mechanisms, namely functional evaluation of product features and perceptual evaluation of brand image . The results of this study are expected to enrich the study of consumer behavior on technology products, especially laptops, as well as provide input for companies in designing product feature development strategies and strengthening brand image that are in accordance with the needs of students of the Faculty of Economics and Business, University of Mataram.
RESEARCH METHODS
Research Design
a cross-sectional survey design and associative research type. The cross-sectional design was used because data collection was conducted over a single time period to analyze the relationship between product features and brand image on purchase intention for HP laptops among students of the Faculty of Economics and Business, University of Mataram.
Sample and Data Collection
The research population was all students of the Faculty of Economics and Business, University of Mataram. The research sample consisted of 100 students selected using a purposive sampling technique . Respondent criteria included active students of the Faculty of Economics and Business, University of Mataram, who were familiar with the HP laptop brand and had used, were currently using, or were considering purchasing an HP laptop. Data collection was conducted in May 2026 through an online questionnaire distributed using Google Forms.
Measures
The research instrument consists of three variables, namely Product Features (X₁) , Brand Image (X₂) , and Purchase Intention (Y) . The Product Features variable is measured using 10 statement items that describe respondents' perceptions of the characteristics, completeness, and benefits of HP laptop features. The Brand Image variable is measured using 10 statement items that reflect respondents' perceptions of HP's reputation, trustworthiness, and brand image. The Purchase Intention variable is measured using 10 statement items that describe respondents' tendency to purchase an HP laptop. All items are measured using a five-point Likert scale , ranging from 1 = strongly disagree to 5 = strongly agree . The preparation of indicators refers to the concept of product features from Kotler and Armstrong (2023), the concept of brand image from Keller (2020), and the concept of purchase intention from Kotler and Keller (2023), which are then adapted to the research context.
Data Analysis
Data analysis was performed using IBM SPSS Statistics . The analysis stages include validity testing using Pearson Product Moment correlation and reliability testing using Cronbach's Alpha to ensure the quality of the research instrument. Next, classical assumption tests were conducted , consisting of normality tests, multicollinearity tests, and heteroscedasticity tests, before the regression analysis was conducted. Hypothesis testing used multiple linear regression analysis , supplemented by a t-test to determine partial effects, an F-test to determine simultaneous effects, and a coefficient of determination (R²) test to measure the ability of independent variables to explain variations in purchasing interest.
. Data analysis was conducted using IBM SPSS Statistics . The analysis stages included validity testing using Pearson Product Moment correlation and reliability testing using Cronbach's Alpha to ensure the quality of the research instrument. Furthermore, classical assumption tests were conducted consisting of normality tests, multicollinearity tests, and heteroscedasticity tests before regression analysis was conducted. Hypothesis testing used multiple linear regression analysis , supplemented by a t-test to determine partial effects, an F-test to determine simultaneous effects, and a coefficient of determination (R²) test to measure the ability of independent variables to explain variations in purchase intention. Thus, this research model was used to test the predictive relationship between product features, brand image , and purchase interest , so that the results of the analysis provide evidence regarding the statistical association between the variables studied .
RESULTS AND DISCUSSION
Validity Test
Validity tests are conducted to determine the ability of each statement item to measure the variables being studied. The test was conducted by comparing the calculated r value to the r table. The number of research respondents was 100 people, so the degree of freedom was obtained from df = n - 2 = 98. At a significance level of 5%, the r table value was 0.197. The statement item is declared valid if the calculated r value is greater than the r table and the significance value is less than 0.05 .
Table 1. Results of the Validity Test of the Product Feature Variable (X1)
	Item
	r Count
	Sig.
	Information

	PF1
	0.801
	<0.001
	Valid

	PF2
	0.779
	<0.001
	Valid

	PF3
	0.717
	<0.001
	Valid

	PF4
	0.779
	<0.001
	Valid

	PF5
	0.793
	<0.001
	Valid

	PF6
	0.755
	<0.001
	Valid

	PF7
	0.791
	<0.001
	Valid

	PF8
	0.709
	<0.001
	Valid

	PF9
	0.811
	<0.001
	Valid

	PF10
	0.758
	<0.001
	Valid



Based on Table 1, all items in the product feature variable have calculated r values between 0.709 and 0.811. This value is greater than the table r of 0.197. Furthermore, all items have a significance value <0.001, which is smaller than 0.05 . Thus , the ten statement items in the product feature variable are declared valid and suitable for use in subsequent analyses.
Table 2 Results of the Validity Test of the Brand Image Variable (X2)
	Item
	r Count
	Sig.
	Information

	BI1
	0.810
	<0.001
	Valid

	BI2
	0.841
	<0.001
	Valid

	BI3
	0.785
	<0.001
	Valid

	BI4
	0.783
	<0.001
	Valid

	BI5
	0.792
	<0.001
	Valid

	BI6
	0.826
	<0.001
	Valid

	BI7
	0.825
	<0.001
	Valid

	BI8
	0.876
	<0.001
	Valid

	BI9
	0.742
	<0.001
	Valid

	BI10
	0.771
	<0.001
	Valid



Based on Table 2, all items in the Brand Image variable have calculated r values between 0.742 and 0.876. All calculated r values are above the table r of 0.197. The significance value of each item also shows a figure <0.001 which is smaller than 0.05 . These results prove that the ten statement items in the Brand Image variable are declared valid.
Table 3 Results of the Validity Test of the Purchase Interest Variable (Y)
	Item
	r Count
	Sig.
	Information

	MB1
	0.728
	<0.001
	Valid

	MB2
	0.667
	<0.001
	Valid

	MB3
	0.671
	<0.001
	Valid

	MB4
	0.780
	<0.001
	Valid

	MB5
	0.743
	<0.001
	Valid

	MB6
	0.732
	<0.001
	Valid

	MB7
	0.690
	<0.001
	Valid

	MB8
	0.653
	<0.001
	Valid

	MB9
	0.692
	<0.001
	Valid

	MB10
	0.769
	<0.001
	Valid



Based on Table 3, all items in the purchase intention variable have calculated r values between 0.653 and 0.780. This value is greater than the table r of 0.197. All items also have a significance value of <0.001, which is smaller than 0.05 . This means that the ten statement items in the purchase intention variable are declared valid and can be used to measure respondents' tendency to purchase an HP laptop.
Reliability Test
Reliability testing is used to determine the level of consistency of respondents' answers to the statement items in each variable. An instrument is considered reliable if the Cronbach's Alpha value is greater than 0.60 . The results of the reliability test are presented in the following table.
Table 4 Reliability Test Results
	Variables
	Cronbach's Alpha
	Number of Items
	Information

	Product Features (X1)
	0.923
	10
	Reliable

	Brand Image (X2)
	0.940
	10
	Reliable

	Purchase Interest (Y)
	0.892
	10
	Reliable



Based on Table 4, the product feature variable obtained a Cronbach's Alpha value of 0.923, the Brand Image variable of 0.940, and the purchase intention variable of 0.892. All three values are greater than 0.60 . Thus , all research instruments are declared reliable. This means that the statement items in each variable have good consistency in measuring the research construct.
Normality Test
A normality test was conducted to determine whether the residual values in the regression model were normally distributed. The normality test used the One-Sample Kolmogorov-Smirnov Test. Residual data is considered normal if the significance value is greater than 0.05 .
Table 5 Results of the One-Sample Kolmogorov-Smirnov Normality Test
	Information
	Mark

	N
	100

	Mean
	0.0000000

	Standard Deviation
	3.18752483

	Most Extreme Differences Absolute
	0.072

	Most Extreme Differences Positive
	0.062

	Most Extreme Differences Negative
	-0.072

	Test Statistics
	0.072

	Asymp. Sig. (2-tailed)
	0.200

	Monte Carlo Sig. (2-tailed)
	0.228

	Lower Bound
	0.218

	Upper Bound
	0.239



Based on Table 5, the Asymp. Sig. (2-tailed) value is 0.200 and the Monte Carlo Sig. (2-tailed) value is 0.228. Both values are greater than 0.05 . Thus, the residuals in the regression model are declared normally distributed. The regression model used in this study meets the assumption of normality.
Multicollinearity Test
A multicollinearity test is performed to determine whether there is an excessively strong relationship between independent variables. A regression model is declared free of multicollinearity if the tolerance value is greater than 0.10 and the VIF value is less than 10.
Table 6 Multicollinearity Test Results
	Variables
	Tolerance
	VIF
	Information

	Product Features (X1)
	0.928
	1,078
	There is no multicollinearity

	Brand Image (X2)
	0.928
	1,078
	There is no multicollinearity



Based on Table 6, the product feature variable has a tolerance value of 0.928 and a VIF of 1.078. The Brand Image variable also has a tolerance value of 0.928 and a VIF of 1.078. The tolerance values of both variables are greater than 0.10 , and the VIF value is less than 10. Thus, the regression model in this study does not experience symptoms of multicollinearity.
Heteroscedasticity Test
A heteroscedasticity test is performed to determine whether the regression model has unequal residual variances. A regression model is declared free of heteroscedasticity if the significance value of each independent variable is greater than 0.05 .
Table 7 Heteroscedasticity Test Results
	Variables
	B
	Std. Error
	Beta
	t
	Sig.

	Constant
	-2,779
	69,685
	
	-0.040
	0.968

	Product Features (X1)
	0.178
	1,883
	0.010
	0.094
	0.925

	Brand Image (X2)
	0.220
	1,645
	0.014
	0.134
	0.894



Based on Table 7, the product feature variable obtained a significance value of 0.925, while the Brand Image variable obtained a significance value of 0.894. Both values are greater than 0.05 . Thus , the regression model is declared to not experience symptoms of heteroscedasticity, making the model suitable for use in multiple linear regression analysis.
Multiple Linear Regression Test
Multiple linear regression analysis was used to determine the effect of product features and brand image on consumer purchase intention for HP laptops. The results of the multiple linear regression analysis are presented in the following table.
Table 8. Multiple Linear Regression Test Results
	Model
	B
	Std. Error

	Constant
	9,817
	1,920

	Product Features (X1)
	0.403
	0.052

	Brand Image (X2)
	0.366
	0.045



Based on Table 8, the multiple linear regression equation in this study is as follows:
Y = 9.817 + 0.403X1 + 0.366X2 + e
The constant value of 9.817 indicates that if the product feature and Brand Image variables are zero or considered unchanged, then the value of HP Laptop consumer purchase interest is at 9.817. A positive constant value indicates that purchase interest remains at its baseline value before being influenced by product features and Brand Image .
T-test
The t-test is used to determine the effect of each independent variable partially on the dependent variable. This study used 100 respondents and two independent variables, so the degrees of freedom are calculated using the formula df = n - k - 1 = 100 - 2 - 1 = 97. At a significance level of 5% with a two-tailed test, the t-table value is 1.985. A variable is declared to have a significant effect if the calculated t-value is greater than the t-table and the significance value is less than 0.05 .
Table 9. t-Test Results
	Variables
	t Count
	t Table
	Sig.
	Information

	Constant
	5,112
	1,985
	<0.001
	Significant

	Product Features (X1)
	7,768
	1,985
	<0.001
	Significant

	Brand Image (X2)
	8,075
	1,985
	<0.001
	Significant



Based on Table 9, the product feature variable has a calculated t value of 7.768, greater than the t table of 1.985. The significance value of the product feature variable is <0.001, smaller than 0.05 . Thus , product features have a positive and significant effect on consumer purchasing interest in HP Laptops among students of the Faculty of Economics and Business, University of Mataram.
F test
The F test is used to determine the effect of product feature and Brand Image variables simultaneously on purchase intention. The F table value is calculated with df1 = k = 2 and df2 = n - k - 1 = 97. At a significance level of 5%, the F table value is 3.090. The model is declared to have a simultaneous significant effect if the calculated F value is greater than the F table and the significance value is less than 0.05 .
Table 10 F Test Results
	Model
	Sum of Squares
	Df
	Mean Square
	F Count
	F Table
	Sig.

	Regression
	1780,769
	2
	890,384
	85,863
	3,090
	<0.001

	Residual
	1005,871
	97
	10,370
	
	
	

	Total
	2786,640
	99
	
	
	
	



Based on Table 10, the calculated F value is 85.863, greater than the F table of 3.090. The significance value is <0.001, smaller than 0.05. These results indicate that product features and Brand Image simultaneously have a positive and significant effect on consumer purchasing interest in HP Laptops among students of the Faculty of Economics and Business, University of Mataram.
Coefficient of Determination Test
The coefficient of determination is used to determine the ability of the independent variable to explain the variation in the dependent variable. The coefficient of determination value is seen through the R Square and Adjusted R Square values.
Table 11. Results of the Determination Coefficient Test
	R
	R Square
	Adjusted R Square
	Standard Error of the Estimate

	0.799
	0.639
	0.632
	3,22022



Based on Table 11, the R value of 0.799 indicates that the relationship between product features and brand image with purchase intention is in the strong category. The R Square value of 0.639 indicates that product features and brand image are able to explain the variation in purchase intention by 63.9 % . Meanwhile, the remaining 36.1% is explained by other variables outside this research model, such as price, promotion, service quality, user experience, social recommendations, and personal consumer needs factors.
Discussion
The discussion is conducted by linking the results of the statistical analysis to the research context. The discussion focuses on the influence of product features on purchase intention, the influence of brand image on purchase intention, and the simultaneous influence of product features and brand image on consumer purchase intention for HP laptops.
The Influence of Product Features on Consumer Purchase Interest of HP Laptops
The t-test results show that product features have a positive and significant effect on consumer purchase intention for HP laptops. The regression coefficient value of 0.403 and the calculated t-value of 7.768 indicate that product features are a significant factor in driving respondents' purchase intention. The better students' perceptions of HP laptop features, the greater their likelihood of purchasing the product.
The results of the hypothesis testing show that product features have a positive and significant effect on the interest in purchasing HP laptops among students at the Faculty of Economics and Business, University of Mataram . These findings indicate that the better students' perceptions of the features of HP laptops, the higher their interest in making a purchase.
The significant influence of product features on purchasing interest occurs because students as consumers have very specific needs for laptop devices. Laptops are not only used as a tool to support academic activities such as writing assignments, data processing, and presentations, but also as a means of supporting non-academic activities such as entertainment and communication. Therefore, features such as processor performance, storage capacity, battery life, design, and ease of use are the main rational considerations in shaping purchasing interest.
The Influence of Brand Image on Consumer Purchase Interest of HP Laptops
The t-test results show that brand image has a positive and significant effect on consumer purchasing interest in HP laptops. The regression coefficient value of 0.366 and the calculated t-value of 8.075 indicate that brand image has a significant contribution in shaping respondents' purchasing interest. The better the HP brand image in students' perceptions, the higher their interest in purchasing HP laptops.
Brand image is a crucial factor because consumers often evaluate products based on brand reputation before making a purchase. In this study, respondents' level of knowledge of HP laptops was very high, at 99.0 % . This indicates that the HP brand is widely recognized by respondents. When a brand is perceived as having a good reputation, trusted quality, and positive user experiences, consumers tend to feel more confident in choosing that product.
The results of the study also show that brand image has a positive and significant influence on the interest in purchasing HP laptops among students at the Faculty of Economics and Business, University of Mataram . These findings indicate that students' positive perceptions of HP's brand image can increase their interest and desire to purchase the product. The influence of brand image on purchase intention can be explained through a brand association approach, namely the strength, superiority, and uniqueness of brand associations. HP laptops are known as a global brand with a strong reputation, trusted quality, and continuous product innovation. Strong brand associations make HP easily recognized and remembered by students, while the superiority of brand associations fosters confidence that HP laptops have reliable quality for long-term academic needs.
The Influence of Product Features and Brand Image on Consumer Purchase Interest of HP Laptops
The F-test results show that product features and brand image simultaneously have a positive and significant effect on consumer purchasing interest in HP laptops. The calculated F-value of 85.863 is greater than the F-table of 3.090, with a significance value of <0.001. These results indicate that both independent variables together are able to explain changes in respondents' purchasing interest.
The R-square value of 0.639 indicates that product features and brand image can explain 63.9% of the variation in purchase intention . This figure indicates that the research model has quite strong explanatory power. In other words , consumer purchase intention of HP laptops among students of the Faculty of Economics and Business, University of Mataram, is largely influenced by assessments of product features and brand image.
The results of simultaneous testing show that product features and brand image together have a positive and significant influence on the interest in purchasing HP laptops among students at the Faculty of Economics and Business, University of Mataram . This finding shows that students' purchasing interest is not only influenced by one factor, but is the result of a combination of rational and emotional considerations. Product features act as a rational factor related to the laptop's ability to meet students' academic needs, while brand image acts as a psychological factor related to brand perception, trust, and reputation. When these two factors support each other, consumer purchasing interest will be strengthened.
CONCLUSION AND SUGGESTIONS
Conclusion
It can be concluded that this research shows that students' purchasing interest in HP laptops is formed by a combination of functional evaluation of product features and perceptual evaluation of brand image . Product features that are able to meet students' academic needs as well as a positive brand image have proven to be important factors in increasing purchasing interest. These findings indicate that students' decisions to purchase HP laptops are not only based on the product's technical specifications, but also on their perceptions of brand reputation and trust. This study makes an empirical contribution to the study of consumer behavior on technology products by showing that functional evaluation and perceptual evaluation are two complementary mechanisms in forming purchase intention. These findings broaden understanding of the factors influencing laptop purchasing interest in the student segment and can serve as a basis for developing marketing strategies in the technology device industry.
Suggestion
1. HP needs to adjust the product configuration ( configuration fit ) to the academic needs of students.
2. Marketing strategies should not only rely on global brand reputation, but should also highlight the superior features of the product.
3. Marketing campaigns need to connect HP laptop features with real-world uses ( use cases ) in academic activities.
4. HP could consider a student pricing or student bundle program to increase student purchasing interest.
5. Product feature innovation and brand image strengthening need to be carried out continuously to remain in line with consumer needs .
.
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