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ABSTRAKSI

PENGARUH DIRECT MARKETING , PROMOSI SOSIAL MEDIA, STORE
ATMOSPHERE DAN BRAND IMAGE TERHADAP KEPUTUSAN
PEMBELIAN KONSUMEN PADA CAFE SUSU MOERIA KUDUS

BUDIMAN RAHARJO
NIM. 201511052

Dosen Pembimbing : 1. Dr. Drs. Ag. Sunarno H, SH. S.Pd. MM.
2. lwan Suroso SE., MM.

UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

Penelitian ini bertujuan untuk menganalisa pengaruh direct marketing ,
promosi sosial media, store atmosphere dan brand image terhadap keputusan
pembelian konsumen pada Cafe Susu Moeria Kudus. Dalam penelitian ini
diajukan empat variabel bebas dan satu variabel terikat, yaitu direct marketing ,
promosi sosial media, store atmosphere dan brand image sebagai variabel bebas
dan keputusan pembelian sebagai variabel terikat.

Penelitian ini dilakukan dengan metode kuesioner yang didapat dari
konsumen Cafe Susu Moeria Kudus dan dianalisis dengan regresi. Tahap pertama
menguji validitas dan reliabilitas pertanyaan setiap variabel. Tahap kedua,
meregresi pengaruh direct marketing , promaosi sosial media, store atmosphere
dan brand image terhadap keputusan pembelian konsumen pada Cafe Susu
Moeria Kudus.

Hasil penelitian menunjukkan bahwa variabel direct marketing , promosi
sosial media, store atmosphere dan brand image secara parsial dan berganda
terbukti memiliki pengaruh yang positif dan signifikan terhadap keputusan
pembelian konsumen pada Cafe Susu Moeria Kudus. Perusahaan perlu
mempertahankan brand image yang baik kepada konsumen dan lebih menjaga
integritas terhadap brand image sesuai dengan yang disampaikan.

Kata kunci: direct marketing, promosi sosial media, store atmosphere dan
brand image, keputusan pembelian.
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ABSTRACT

THE EFFECT OF DIRECT MARKETING, SOCIAL MEDIA PROMOTION,
ATMOSPHERE STORE AND BRAND IMAGE ON CONSUMER
PURCHASING DECISIONS ON CAFE SUSU MOERIA KUDUS

BUDIMAN RAHARJO
NIM. 201511052

Dosen Pembimbing : 1. Dr.Drs. Ag. Sunarno H, SH. S.Pd. MM.
2. lwan Suroso SE.; MM.

UNIVERSITAS MURIA KUDUS
FACULTY OF ECONOMIC AND BUSINESS MANAGEMENT STUDY
PROGRAM

This study aims to analyze the effect of direct marketing, social media
promotion, store atmosphere and brand image on consumer purchasing decisions
at the Holy Moeria Milk Cafe. In this study proposed four independent variables
and one dependent variable, namely direct marketing, social media promotion,
store atmosphere and brand image as independent variables and purchasing
decisions as dependent variables.

This research was conducted with a questionnaire method obtained from
consumers of the Cafe Moeria Kudus and analyzed by regression. The first stage
examines the validity and reliability of each variable's questions. The second
stage, regressing the influence of direct marketing, social media promotion, store
atmosphere and brand image on consumer purchasing decisions at the Cafe Kopi
Moeria Kudus.

The results showed that the variable direct marketing, social media
promotion, store atmosphere and brand image partially and multiplely proved to
have a positive and significant influence on consumer purchasing decisions at the
Holy Moeria Milk Cafe. The company needs to maintain a good brand image to
consumers and better maintain the integrity of the brand image as stated.

Keywords: direct marketing, social media promotion, store atmosphere and
brand image, purchasing decisions
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