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ABSTRAK 

 

Selama tahun 2025, industri otomotif Indonesia mengalami penurunan penjualan 

yang cukup signifikan dibandingkan dengan tahun sebelumnya. Kondisi ini terjadi 

karena perlambatan ekonomi, kenaikan biaya, serta pergeseran tren konsumen yang 

lebih memilih mobil merek Tiongkok yang memiliki fitur modern dan harga yang 

kompetitif. Fenomena tersebut turut berdampak pada penurunan penjualan mobil 

Honda di Indonesia, meskipun Honda dikenal sebagai salah satu merek otomotif 

dengan citra yang kuat dan portofolio produk yang beragam. Berdasarkan kondisi 

tersebut, penelitian ini bertujuan untuk menganalisis pengaruh product features, 

brand image, product price, dan social influences terhadap purchase intention 

mobil Honda di Jakarta. Metode penelitian yang digunakan adalah pendekatan 

kuantitatif melalui penyebaran kuesioner dan analisis regresi linear berganda. Hasil 

penelitian menunjukkan bahwa product feature dan brand image berpengaruh 

positif dan signifikan terhadap purchase intention, sehingga semakin baik persepsi 

konsumen terhadap product feature dan brand image Honda, semakin tinggi minat 

beli mereka. Sementara itu, product price berpengaruh negatif dan signifikan, yang 

berarti persepsi harga yang kurang sesuai dapat menurunkan minat pembelian. 

Social influences juga berpengaruh negatif namun tidak signifikan, sehingga opini 

sosial tidak secara langsung mendorong minat beli konsumen. Secara keseluruhan, 

penelitian ini menegaskan bahwa peningkatan product feature dan brand image 

menjadi aspek penting dalam meningkatkan purchase intention, sedangkan product 

price dan social influences perlu dikelola dengan lebih baik. 

Kata Kunci: Product Feature, Brand Image, Product Price, Social Influences, 

Purchase Intention, Honda. 
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ABSTRACT 

 

During 2025, the Indonesian automotive industry experienced a significant decline 

in sales compared to the previous year. This was due to an economic slowdown, 

rising costs, and a shift in consumer trends toward Chinese-made cars with modern 

features and competitive prices. This phenomenon also contributed to the decline 

in Honda car sales in Indonesia, despite Honda being known as an automotive 

brand with a strong image and a diverse product portfolio. Based on these 

conditions, this study aims to analyze the influence of product features, brand 

image, product price, and social influences on purchase intention for Honda cars 

in Jakarta. The research method used was a quantitative approach through 

questionnaire distribution and multiple linear regression analysis. The results 

showed that product features and brand image had a positive and significant effect 

on purchase intention. The better consumers perceived Honda's product features 

and brand image, the higher their purchase intention. Meanwhile, product price 

had a negative and significant effect, indicating that the perception of an 

inappropriate price could decrease purchase intention. Social influences also had 

a negative but insignificant effect, so social opinion did not directly drive consumer 

purchase intention. Overall, this study confirms that improving product features 

and brand image are important aspects in increasing purchase intention, while 

product price and social influences need to be better managed. 

Keywords: Product Features, Brand Image, Product Price, Social Influences, 

Purchase Intention, Honda. 
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