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ABSTRAK 

 
Penelitian ini bertujuan untuk mengetahui pengaruh kualitas layanan, promosi 

penjualan dan citra merek terhadap keputusan pembelian pengguna Grabbike (studi 

kasus kepada pengguna Grabbike di Kecamatan Duren Sawit). 

 

Metode penelitian yang digunakan dalam penelitian ini adalah metode 

asosiatif dengan pendekatan kualitatif yang dikuantitatifkan. Pengolahan data diolah 

menggunakan software statistik berupa SmartPLS versi 3.0 dan menggunakan 

metode sampel purposive sampling. 

 

Hasil pada penelitian ini membuktikan bahwa secara parsial kualitas layanan 

tidak berpengaruh terhadap keputusan pembelian, promosi penjualan berpengaruh 

terhadap keputusan pembelian dan citra merek berpengaruh terhadap keputusan 

pembelian. Secara simultan kualitas layanan, promosi penjualan, dan citra merek 

berpengaruh terhadap keputusan pembelian. 

Kata Kunci : Kualitas Layanan, Promosi Penjualan, Citra Merek dan 

Keputusan Pembelian 
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THE EFFECT OF SERVICE QUALITY, SALES PROMOTION AND 

BRAND IMAGE TOWARD THE PURCHASE DECISION ON GRABBIKE 

USERS 
(Case Study for Grabbike Users at 

Kecamatan Duren Sawit) 

ABSTRACT 

 

The study is aims to find out the effect of service quality, sales promotion 

and brand image toward the purchase decision on Grabbike users (Case Study for 

Grabbike users at Kecamatan Duren Sawit). 

 

Associative method along with quantified qualitative approach were used by 

the writer as the method of this study. The data was collected with purposive 

sampling method and the writer used SmartPLS 3.0 version to process the 

collecteddata. 

 

The results of this study prove that partially service quality has no effect on 

purchasing decisions, sales promotion has effect on purchasing decisions and 

brand image has effect on purchasing decisions. Simultaneously, service quality, 

sales promotion and brand image have effect on purchasing decisions. 

Keywords: Service Quality, Sales Promotion, Brand Image and 

Purchase Decision 
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