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ABSTRAK 

 
HERLINA NDURU 210110029, 2025” PENGARUH CITRA MEREK, 

KUALITAS PRODUK, PROMOSI TERHADAP KEPUTUSAN PEMBELIAN 

HANDPHONE OPPO (STUDI KASUS MAHASISWA FAKULTAS EKONOMI 

DAN BISNIS UNIVERSITAS KATOLIK SANTO THOMAS) 

 

Pembimbing : Peran Simanihuruk,SE,Msi 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh citra 

merek, kualitas produk dan promosi terhadap keputusan  pembelian. 

Pengumpulan data dilakukan melalui kuesioner dan dokumentasi. Populasi 

seluruh mahasiswa Fakultas Ekonomi dan Bisnis Universitas Katolik Santo 

Thomas Medan sebanyak 1.030 orang, dengan menggunakan sampel teknik 

slovin, maka penelitian ini sebanyak 91 orang. Teknik sampling yang digunakan 

dengan menggunakan Startified random sampling. Teknik analisis data diuji 

dengan uji validitas, uji reabilitas, analisis regresi linear berganda, uji hipotesis 

(uji t dan F) dan uji koefisien determinasi yang dilakukan dengan menggunakan 

software SPSS 25.  

 Hasil penelitian ini merumuskan bahwa persamaan regresi berganda adalah 

KP = 0,736+0,307C+0,292K+0,343P+e. artinya dalam uji t menunjukkan bahwa 

citra merek, kualitas produk dan promosi berpengaruh secara positif dan 

signifikan terhadap keputusan  pembelian. Uji F menunjukkan citra merek, 

kualitas produk dan promosi secara simultan berpengaruh signifikan terhadap 

keputusan pembelian. Koefisien determinasi (R
2
) adalah sebesar 0,756 atau 75,6% 

artinya keputusan pembelian dapat dijelaskan oleh citra merek, kualitas produk 

dan promosi sebesar 75,6%, sedangkan sisanya 42,8% dipengaruhi oleh variabel  

lainnya seperti faktor internal, yang tidak diteliti dalam penelitian ini.  
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ABSTRACT 

HERLINA NDURU 210110029, 2025”THE INFLUENCE OF BRAND 

IMAGE, PRODUCT QUALITY, AND PROMOTION ON OPPO MOBILE 

PHONE PURCHASING DECISIONS (A CASE STUDY OF STUDENTS AT 

THE FACULTY OF ECONOMICS AND BUSINESS, SANTO THOMAS 

CATHOLIC UNIVERSITY) 

Supervisor: Peran Simanihuruk,SE,Msi 

 This research aims to examine and analyze the influence of brand image, 

product quality, and promotion on purchasing decisions. Data collection was 

carried out through questionnaires and documentation. The population consisted 

of all 1,030 students from the Faculty of Economics and Business at Santo 

Thomas Catholic University Medan. Using the Slovin sampling technique, the 

resulting sample size for this study was 91 respondents. The sampling technique 

utilized was Stratified Random Sampling. The data analysis techniques tested 

included validity testing, reliability testing, multiple linear regression analysis, 

hypothesis testing (t-test and F-test), and the coefficient of determination test, all 

performed using the SPSS 25 software. 

 The results of this study formulated that the multiple regression equation is 

KP = 0.736 + 0.307C + 0.292K + 0.343P + e. This means that the t test shows that 

brand image, product quality and promotion have a positive and significant effect on 

purchasing decisions. The F test shows that brand image, product quality and 

promotion simultaneously have a significant effect on purchasing decisions. The 

coefficient of determination (R2) is 0.756 or 75.6%, meaning that purchasing 

decisions can be explained by brand image, product quality and promotion by 75.6%, 

while the remaining 42.8% is influenced by other variables such as internal factors, 

which are not examined in this study. 

 

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