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ABSTRAKSI 

 

Penelitian ini adalah (studi kasus pada UMKM mebel di Desa Mulyoharjo) 

yang bermaksud untuk mengetahui pengaruh advertising, personal selling, sales 

promotion, dan publicity terhadap keputusan pembelian. Dalam penelitian ini, 

advertising, personal selling, sales promotion, dan publicity sebagai faktor 

independen, sedangkan keputusan pembelian sebagai variabel dependen. 

Purposive sampling digunakan dalam penelitian ini untuk memilih jumlah sampel 

105 responden dengan kriteria pembelian minimal 1 kali, yang kemudian 

dilakukan analisis regresi. Teknik purposive sampling digunakan untuk 

menyeleksi pelanggan UMKM industri mebel di Desa Mulyoharjo. Pengujian 

validitas dan reliabilitas sebagai pertanyaan untuk setiap variabel diperiksa pada 

tahap pertama. Untuk mengetahui dampak advertising, personal selling, sales 

promotion, dan publicity terhadap keputusan pembelian pada (Studi UKM Mebel 

di Desa Mulyoharjo) tahap pengujian tahap ke dua. Hasil penelitian menunjukkan 

bahwa keputusan pembelian produk mebel di Desa Mulyoharjo dipengaruhi 

secara positif dan signifikan oleh pengaruh advertising, personal selling, sales 

promotion dan publicity. UMKM mebel di Desa Mulyoharjo diharapkan dapat 

rajin update informasi di media sosial mengenai produk mebel dan meningkatkan 

komunikasi yang baik dengan calon pelanggan maupun pelanggan. Sehingga 

dapat meningkatkan keputusan pembelian sehingga terjadi kepuasan pelanggan 

dalam membeli produk mebel.  

  

Kata Kunci: Advertising,personal selling,sales promotion,publicity,keputusan 

pembelian 
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ABSTRACTION 

 

 

This research is (a case study on furniture SMEs in Mulyoharjo Village) 

which intends to determine the effect of advertising, personal selling, sales 

promotion, and publicity on purchasing decisions. In this study, advertising, 

personal selling, sales promotion, and publicity as independent factors, while the 

purchase decision as the dependent variable. Purposive sampling was used in this 

study to select a sample size of 105 respondents with the criteria of purchasing at 

least once, which was then subjected to regression analysis. The purposive 

sampling technique was used to select MSME customers for the furniture industry 

in Mulyoharjo Village. Testing the validity and reliability as a question for each 

variable is examined in the first stage. To find out the impact of advertising, 

personal selling, sales promotion, and publicity on purchasing decisions in (Study 

of Furniture UKM in Mulyoharjo Village) the second stage of testing. The results 

showed that the decision to purchase furniture products in Mulyoharjo Village 

was positively and significantly influenced by the influence of advertising, 

personal selling, sales promotion and publicity. Furniture MSMEs in Mulyoharjo 

Village are expected, diligently update information on social media regarding 

furniture products and improve good communication with prospective customers 

and customers. So that it can improve purchasing decisions so that customer 

satisfaction occurs in buying furniture products. 

 

Keywords: Advertising, personal selling, sales promotion, publicity, purchasing 

decisions 
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