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ABSTRAK

PENGARUH CITRA MEREK, PERSEPSI HARGA, DAN KUALITAS
PRODUK TERHADAP KEPUTUSAN PEMBELIAN MOBIL TOYOTA
KIJANG INNOVA DAN AVANZA DI JAKARTA SELATAN.

Oleh:
Surya Rahmat Apriansyah
NPM: 223402516309

Tugas akhir, dibawah bimbingan Dr.E. Hasanudin, S.E.,M.M.

Penelitian ini bertujuan untuk menganalisis pengaruh Citra Merek, Persepsi
Harga, dan Kualitas Produk terhadap Keputusan Pembelian mobil Toyota.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Data
diperoleh melalui penyebaran kuesioner kepada konsumen yang telah melakukan
pembelian mobil Toyota. Teknik pengambilan sampel menggunakan metode
purposive sampling dengan jumlah responden yang dianalisis sebanyak 100
orang. Analisis data dilakukan melalui uji instrumen penelitian (uji validitas dan
reliabilitas), uji asumsi klasik, serta analisis regresi linear berganda dengan
bantuan software SPSS, dengan metode analisis regresi linear berganda.Hasil
penelitian menunjukkan bahwa Citra Merek, Persepsi Harga, Dan Kualitas Produk
berpengaruh positif dan signifikan terhadap Keputusan Pembelian. Penelitian ini
diharapkan dapat memberikan kontribusi teoretis dalam pengembangan ilmu
manajemen pemasaran, khususnya terkait perilaku konsumen dan keputusan
pembelian. Selain itu, seeara praktis penelitian ini dapat menjadi bahan
pertimbangan bagi perusahaan dalam menyusun strategi pemasaran melalui
penguatan citra merek, penetapan harga yang tepat, dan peningkatan kualitas
produk.

Kata Kunci : Citra Merek, Persepsi Harga, Kualitas Produk, Keputusan
Pembelian



ABSTRACT

THE INFLUENCE OF BRAND IMAGE, PRICE PERCEPTION, AND
PRODUCT QUALITY ON TOYOTA KIJANG INNOVA AND AVANZA CAR
PURCHASE DECISIONS IN SOUTH JAKARTA.

By:
Surya Rahmat Apriansyah
NPM: 223402516309

Thesis, under the guidance Dr.E. Hasanudin, S.E., M.M.

This study aims to analyze the influence of Brand Image, Price Perception, and
Product Quality on Toyota Car Purchasing Decisions. This study uses a
quantitative approach with a survey method. Data were obtained through
distributing questionnaires to consumers who have purchased Toyota cars. The
sampling technique used a purposive sampling method with a total of 100
respondents analyzed. Data analysis was carried out through research instrument
testing (validity and reliability testing), classical assumption testing, and multiple
linear regression analysis with the help of SPSS software, with multiple linear
regression analysis methods. The results of the study indicate that Brand Image,
Price Perception, and Product Quality have a positive and significant effect on
Purchasing Decisions. This study is expected to provide theoretical contributions
in the development of marketing management science, especially related to
consumer behavior and purchasing decisions. In addition, practically this study
can be a consideration for companies in developing marketing strategies through

strengthening brand image, setting appropriate prices, and improving product

quality.

Keywords: Brand Image, Price Perception, Product Quality, Purchase Decision.
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