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Penelitian ini bertujuan untuk mengetahui: (1) pengaruh secara simultan brand
image, promosi digital dan kualitas produk terhadap keputusan pembelian sepeda
motor Honda Beat di Kota Yogyakarta, (2) pengaruh secara parsial brand image
terhadap keputusan pembelian sepeda motor Honda Beat di Kota Yogyakarta, (3)
pengaruh secara parsial promosi digital terhadap keputusan pembelian sepeda
motor Honda Beat di Kota Yogyakarta. (4) pengaruh secara parsial kualitas produk
terhadap keputusan pembelian sepeda motor Honda Beat di Kota Yogyakarta.
Populasi dalam penelitian ini adalah masyarakat yang berdomisili di Kota
Yogyakarta yang membeli dan menggunakan sepeda motor Honda Beat dalam 8
bulan terakhir. Data diperoleh dengan membagikan kuesioner dan berhasil
mengumpulkan data dari 100 responden dari penelitian yang dilakukan pada Mei
2025. Analisis data yang digunakan pada penelitian ini yaitu analisis Regresi Linear
Berganda dengan bantuan aplikasi SPSS versi 25. Hasil penelitian menunjukkan
bahwa: (1) brand image, promosi digital dan kualitas produk secara simultan
berpengaruh signifikan terhadap keputusan pembelian sepeda motor Honda Beat di
Kota Yogyakarta, (2) brand image tidak berpengaruh secara parsial terhadap
keputusan pembelian sepeda motor Honda Beat di Kota Yogyakarta, (3) promosi
digital berpengaruh secara parsial terhadap keputusan pembelian sepeda motor
Honda Beat di Kota Yogyakarta, (4) kualitas produk secara parsial terhadap
keputusan pembelian sepeda motor Honda Beat di Kota Yogyakarta
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This study aims to determine: (1) the simultaneous influence of brand image, digital
promotion and product quality on purchasing decisions for Honda Beat motorcycles
in Yogyakarta City, (2) the partial influence of brand image on purchasing decisions
for Honda Beat motorcycles in Yogyakarta City, (3) the partial influence of digital
promotion on purchasing decisions for Honda Beat motorcycles in Yogyakarta
City. (4) the partial influence of product quality on purchasing decisions for Honda
Beat motorcycles in Yogyakarta City. The population in this study were people
domiciled in Yogyakarta City who purchased and used Honda Beat motorcycles in
the last 8 months. The data was obtained by distributing questionnaires and
successfully collecting data from 100 respondents from the study conducted in May
2025. The data analysis used in this study was multiple linear regression analysis
with the help of the SPSS version 25 application. The results of the study show that:
(1) brand image, digital promotion and product quality simultaneously have a
significant effect on the decision to purchase a Honda Beat motorbike in
Yogyakarta City, (2) brand image does not have a partial effect on the decision to
purchase a Honda Beat motorbike in Yogyakarta City, (3) digital promotion has a
partial effect on the decision to purchase a Honda Beat motorbike in Yogyakarta
City, (4) product quality partially on the decision to purchase a Honda Beat
motorbike in Yogyakarta City
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