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ABSTRAK 

Penelitian ini memiliki tujuan untuk mengetahui (1) pengaruh kualitas produk terhadap 

keputusan pembelian, (2) pengaruh harga terhadap keputusan pembelian, (3) pengaruh kualitas 

produk terhadap citra produk, citra merek, (4) pengaruh harga terhadap citra merek, (5) 

pengaruh citra merek terhadap keputusan pembelian, (6) pengaruh kualitas produk terhadap 

keputusan pembelian yang dimediasi citra merek, (7) dan pengaruh harga terhadap keputusan 

pembelian yang dimediasi citra merek. Penelitian ini dilakukan pada konsumen Gerai Mixue 

dengan jumlah 108 responden. Teknik pengambilan sampel penelitian ini menggunakan non-

probability sampling dengan cara purposive sampling, dimana peneliti menetapkan kriteria 

pengambilan sampel yaitu antara usia 17 hingga 45 tahun. Teknik pengumpulan data pada 

penelitian ini menggunakan kuesioner. Teknik analisis data menggunakan metode Macro 

Hayes dengan alat analisis SPSS-25. Hasil penelitian ini menunjukkan bahwa (1) variabel 

kualitas produk mempunyai pengaruh positif signifikan terhadap keputusan pembelian. (2) 

variabel harga mempunyai pengaruh positif signifikan terhadap keputusan pembelian. (3) 

variabel kualitas produk mempunyai pengaruh positif signifikan terhadap citra merek. (4) 

variabel harga mempunyai pengaruh positif signifikan terhadap citra merek. (5) Variabel citra 

merek mempunyai pengaruh positif signifikan terhadap keputusan pembelian. (6) Citra merek 

berperan memediasi hubungan kualitas produk dengan keputusan pembelian. (7) Citra merek 

berperan memediasi hubungan harga dengan keputusan pembelian. 

Kata kunci : Kualitas Produk, Harga, Citra Merek, Keputusan Pembelian 
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ABSTRACT 

This research aims to determine (1) the influence of product quality on purchasing decisions, 

(2) the influence of price on purchasing decisions, (3) the influence of product quality on 

product image, brand image, (4) the influence of price on brand image, (5) the influence of 

brand image on purchasing decisions, (6) the influence of product quality on purchasing 

decisions which is mediated by brand image, (7) and the influence of price on purchasing 

decisions which is mediated by brand image. This research was conducted on Mixue Outlet 

consumers with a total of 108 respondents. The sampling technique for this research uses non-

probability sampling using purposive sampling, where the researcher determines the sampling 

criteria, namely between the ages of 17 and 45 years. The data collection technique in this 

research used a questionnaire. The data analysis technique uses the Macro Hayes method with 

the SPSS-25 analysis tool. The results of this research show that (1) the product quality variable 

has a significant positive influence on purchasing decisions. (2) the price variable has a 

significant positive influence on purchasing decisions. (3) the product quality variable has a 

significant positive influence on brand image. (4) the price variable has a significant positive 

influence on brand image. (5) The brand image variable has a significant positive influence on 

purchasing decisions. (6) Brand image plays a mediating role in the relationship between 

product quality and purchasing decisions. (7) Brand image plays a mediating role in the 

relationship between price and purchasing decisions. 

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