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ABSTRAK

Kebutuhan akan transportasi yang semakin meningkat membuka peluang bagi industri
otomotif khususnya sektor sepeda motor. Banyak sekali kendaraan roda dua yang
beredar di pasaran saat ini dengan beragam model, desain, dan promosi yang
menggiurkan, serta harganya yang setara dengan perusahaan lain dan mampu
memberikan produk berkualitas. Tujuan penelitian ini adalah untuk mengetahui
pengaruh antara variabel brand image, promosi, dan kualitas produk terhadap
keputusan pembelian motor Honda Capella Batam. Teknik penentuan besar sampel
menggunakan non probability sampling. Data diolah menggunakan SPSS versi 25.
Metode Analisis dapat dimulai setelah seluruh data dari responden dan sumber lain
telah dikumpulkan. Dengan hasil penelitian menunjukkan bahwa brand image,
promosi dan kualitas produk secara parsial berpengaruh positif dan signifikan terhadap
keputusan pembelian motor Honda Capella batam. Berdasarkan hasil uji anova dengan
nilai f hitung > f tabel dan sig < 0,05. Dapat disimpulkan bahwa variabel brand image,
promosi dan kualitas produk terhadap memiliki pengaruh positif dan signifikan
terhadap keputusan pembelian.

Kata kunci : Brand Image, Promosi, Kualitas Produk, Keputusan Pembelian



ABSTRACT

The increasing demand for transportation opens up opportunities for the automotive
industry, especially the motorcycle sector. There are numerous two-wheeled vehicles
available in the market today with various models, designs, and enticing promotions,
along with prices that are competitive with other companies and capable of delivering
quality products. The purpose of this research is to determine the influence of brand
image, promotion, and product quality variables on the purchasing decisions of Honda
Capella Batam motorcycles. The sample size was determined using non-probability
sampling. Data were processed using SPSS version 25. The analysis method could
commence after all data from respondents and other sources had been collected. The
research results indicate that brand image, promotion, and product quality have a
positive and significant partial influence on the purchasing decisions of Honda Capella
Batam motorcycles. Based on the ANOVA test results with the calculated F-value >
the tabulated F-value and a significance level < 0.05, it can be concluded that the
variables of brand image, promotion, and product quality have a positive and
significant influence on purchasing decisions..

Keywords :  Brand Image, Promotion, Product Quality, Purchasing Decision
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