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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, promosi, dan 

harga terhadap keputusan pembelian produk shuttlecock Flash One dengan brand 

image sebagai variabel moderasi. Penelitian ini menggunakan metode kuantitatif 

dengan pendekatan survei. Sampel penelitian berjumlah 272 responden yang 

ditentukan melalui tabel Isaac dan Michael dengan teknik purposive sampling. 

Pengumpulan data dilakukan menggunakan kuesioner, sedangkan analisis data 

menggunakan regresi linier berganda dan Moderated Regression Analysis (MRA). 

Hasil penelitian menunjukkan bahwa kualitas produk dan harga berpengaruh positif 

dan signifikan terhadap keputusan pembelian, sedangkan promosi tidak 

berpengaruh signifikan. Uji moderasi melalui MRA membuktikan bahwa brand 

image hanya memoderasi pengaruh kualitas produk terhadap keputusan pembelian 

secara positif signifikan, namun tidak memoderasi pengaruh promosi maupun 

harga. Temuan ini menegaskan bahwa kualitas produk dan harga merupakan faktor 

dominan yang menentukan keputusan konsumen, serta brand image dapat 

memperkuat pengaruh kualitas produk dalam mendorong pembelian shuttlecock 

Flash One. 

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

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

on purchasing decisions of Flash One shuttlecock products with brand image as a 

moderating variable. The research applied a quantitative method with a survey 

approach. A total of 272 respondents were selected using the Isaac and Michael 

table through purposive sampling. Data were collected through questionnaires and 

analyzed using multiple linear regression and Moderated Regression Analysis 

(MRA). The findings revealed that product quality and price had a positive and 

significant effect on purchasing decisions, while promotion showed no significant 

effect. The MRA results demonstrated that brand image only positively and 

significantly moderated the relationship between product quality and purchasing 

decisions, but did not moderate the effects of promotion and price. These results 

highlight that product quality and price are the dominant factors influencing 

consumer decisions, while brand image strengthens the role of product quality in 

encouraging the purchase of Flash One shuttlecocks. 

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