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ABSTRAK 

 

 

Novia Permatasari (223010302020), "Pengaruh Kualitas Produk, 

Persepsi Harga dan Brand Image Terhadap Keputusan Pembelian Mobil 

Toyota pada PT. Anzon Autoplaza Sampit". (Dibimbing oleh Dr. Lelo Sintani, 

MM sebagai Pembimbing I dan Drs. Aston Pakpahan, MM sebagai Pembimbing 

II). 

 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, 

persepsi harga, dan brand image terhadap keputusan pembelian mobil Toyota pada 

PT. Anzon Autoplaza Sampit, baik secara parsial maupun simultan. Jenis penelitian 

ini adalah penelitian kuantitatif dengan pendekatan deskriptif. Populasi dalam 

penelitian ini adalah konsumen mobil Toyota pada PT. Anzon Autoplaza Sampit 

dengan sampel sebanyak 97 responden yang diambil menggunakan teknik tertentu. 

Data dikumpulkan melalui kuesioner, observasi, dan wawancara, kemudian 

dianalisis menggunakan metode regresi linear berganda dengan bantuan perangkat 

lunak SPSS versi 31. 

 

Hasil penelitian menunjukkan bahwa: (1) Kualitas produk berpengaruh 

positif dan signifikan terhadap keputusan pembelian mobil Toyota pada PT. Anzon 

Autoplaza Sampit. (2) Persepsi harga berpengaruh positif dan signifikan terhadap 

keputusan pembelian mobil Toyota pada PT. Anzon Autoplaza Sampit. (3) Brand 

image tidak berpengaruh signifikan terhadap keputusan pembelian mobil Toyota 

pada PT. Anzon Autoplaza Sampit. (4) Secara simultan, kualitas produk, persepsi 

harga, dan brand image berpengaruh signifikan terhadap keputusan pembelian 

mobil Toyota pada PT. Anzon Autoplaza Sampit. 

 

Kata Kunci: Kualitas Produk, Persepsi Harga, Brand Image, Keputusan 

Pembelian. 
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ABSTRACT 

 

Novia Permatasari (223010302020), "The Influence of Product Quality, 

Price Perception, and Brand Image on Toyota Car Purchasing Decisions at PT. 

Anzon Autoplaza Sampit." (Supervised by Dr. Lelo Sintani, MM as Supervisor I and 

Drs. Aston Pakpahan, MM as Supervisor II). 

 

This study aims to analyze the influence of product quality, price perception, 

and brand image on Toyota car purchasing decisions at PT. Anzon Autoplaza 

Sampit, both partially and simultaneously. This research is quantitative with a 

descriptive approach. The population in this study were Toyota car consumers at 

PT. Anzon Autoplaza Sampit, with a sample of 97 respondents selected using 

specific techniques. Data were collected through questionnaires, observations, and 

interviews, then analyzed using multiple linear regression methods with the help of 

SPSS version 31 software. 

 

The results of the study indicate that: (1) Product quality has a positive and 

significant effect on Toyota car purchasing decisions at PT. Anzon Autoplaza 

Sampit. (2) Price perception has a positive and significant effect on Toyota car 

purchasing decisions at PT. Anzon Autoplaza Sampit. (3) Brand image does not 

significantly influence the decision to purchase a Toyota car at PT. Anzon 

Autoplaza Sampit. (4) Simultaneously, product quality, price perception, and brand 

image significantly influence the decision to purchase a Toyota car at PT. Anzon 

Autoplaza Sampit. 

 

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