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ABSTRACT 

This research is motivated by a decrease in sales, market share and TOM Brand 

Blackberry for 2 (two) years in a row thatindicate the occurrence of the phenomenon of the 

shift of the Blackberry smartphone users to Samsung. Based on the data obtained, the current 

smartphone market dominated by products android, This could be one indication that the 

displacement of the BlackBerry brand to another brand. The purpose of this study was to 

determine the effect of product attributes, product quality, Needs Looking Variations, and 

the Popularity of the brand Transition Ex Smartphone users on the BlackBerry brand in the 

Faculty of Economics and Business, University of Diponegoro. 

The population in this study were students who had used the BlackBerry products and 

have switched to the Samsung brand. The sample in this study was 100 respondents 

using purposive sampling method. The analytical tool used is multiple linear regression 

analysis.Tests were conducted in this study is to test the validity and the reliability, the classic 

assumption test, test hypotheses, and the coefficient of determination. 

Based on the results obtained by the regression analysis equation: Y = 0.206 X 1 + 

0.208 X2 + 0.288 X3 + 0.278 X 4. From the results of the regression analysis can be seen that the 

variable product attributes (X1), product quality (X2), the Needs to find Variations ( X3) and 

popularity (X4) positive influence on brand switching (Y). The need to find variables that influence 

variation is most to switch brands by 0288. Analysis results using T test showed that the 

attributes of the product, product quality, variety and popularity needs looking individually 

have a significant influence on brand switching. Based on the coefficient of determination 

test is influenced by four variables 57.9% on brand switching behavior while the remaining 42.1% 

can be influenced by other variables. 
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