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ABSTRAKSI 

 

Tujuan penelitian ini adalah (1) untuk mengetahui pengaruh Integrated  

Marketing communications terhadap minat beli motor Honda di kecamatan Pati. 

(2) untuk mengetahui variabel yang paling berpengaruh terhadap minat beli 

konsumen pelanggan motor Honda di kecamatan Pati. 

Pada penelitian ini yang menjadi objek penelitiannya adalah Integrated  

marketing communications dan minat beli konsumen, khususnya adalah 

konsumen yang melakukan pembelian sepeda motor merek Honda di Kota 

Pati.Dalam penelitian ini, penentuan jumlah sampel menggunakan pendekatan 

Tabachic & Fidell sehingga diperoleh 125 sampel. Teknik pengumpulan data 

variable dengan menggunakan metode angket.Teknik analisis data menggunakan 

analisis regresi berganda, Uji t, uji F dan Koefisien determinasi. 

Terdapat pengaruh positif periklanan terhadap minat beli motor Honda di 

kecamatan Pati. Sehingga jalur komunikasi advertising seperti brosur yang 

dikeluarkan dealer tentang produk sepeda motor Honda sangat menarik terbukti 

berpengaruh terhadap minat beli. Terdapat  pengaruh positif promosi penjualan 

terhadap minat beli motor Honda di kecamatan Pati.  Sehingga bentuk persuasive 

secara langsung melalui penggunaan berbagai insentif yang bertujuan merangsang 

dan meningkatkan pembelian seperti pemberian merchandise yang menarik jika 

membeli sepeda motor di dealer di kecamatan Pati terbukti berpengaruh terhadap 

minat beli. Terdapat pengaruh positif hubungan masyarakat terhadap minat beli. 

Sehingga berbagai program yang dirancang untuk mempromosikan atau 

melindungi citra perusahaan atau produk seperti Dealer Honda di kecamatan Pati 

menjadi sponsor acara – acara kemasyarakatan, terbukti berpengaruh terhadap 

minat beli. Tidak terdapat pengaruh positif pemasaran digital terhadap minat beli. 

Sehingga bentuk  usaha memasarkan sebuah merek (brand) dengan menggunakan 
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media internet, misalnya promosi online melalui website resmi Honda tidak 

terbukti berpengaruh terhadap minat beli. Terdapat pengaruh positif periklanan, 

promosi penjualan, hubungan masyarakat, penjualan tatap muka dan pemasaran  

digital terhadap minat beli motor Honda di kecamatan Pati. Sehingga integrated 

marketing communication atau yang berisi perencanaan, pembuatan, penyatuan 

dan implementasi dari banyak bentuk komunikasi pemasaran (iklan, promosi 

penjualan, publisitas, event, dan lainnya) yang dilakukan terus menerus pada 

konsumen terbukti berpengaruh terhadap minat beli. 

 

Kata Kunci  : Periklanan, Promosi Penjualan, Hubungan Masyarakat, 

Penjualan Tatap Muka, Pemasaran Digital,Minat Beli. 

 

Daftar pustaka : 27 (tahun 2001-2014). 
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ABSTRACT 

 

The purpose of this study were (1) to determine the effect Integrated 

Marketing communications to the buying interest of Honda motorcycles in 

districts Pati. (2) to determine the variables that most influence on consumer 

buying interest of Honda customers in the district of Pati. 

In this study, the research object is Integrated marketing communications 

and consumer buying interest, in particular consumers who make purchases of 

Honda motorcycles in Pati. In this study, the determination of the number of 

samples using Tabachic&Fidell approach in order to obtain 125 samples. 

Variable data collection techniques by using questionnaires. Data were analyzed 

using multiple regression analysis, t test, F test and coefficient of determination. 

There is a positive effect of advertising on the buying interest of Honda 

motorcycles in districts Pati. So that the communication line advertising such as 

brochures issued dealer of Honda motorcycle products very attractive proved 

influential on buying interest. There is a positive effect of sales promotions on 

buying interest of Honda motorcycles in districts Pati. So persuasive forms 

directly through the use of various incentives intended to stimulate and increase 

purchases of merchandise such as providing interesting if you buy a motorcycle 

dealer in the district of Pati proven effect on buying interest. There is a positive 

influence on the buying interest of public relations. So that a variety of programs 

designed to promote or protect the company's image or produksepertiPati Honda 

Dealer in the district to sponsor the event - a social event, a proven effect on 

buying interest. There is no positive effect of digital marketing to the buying 

interest. So the marketing establishment of a brand (brand) by using the internet, 

such as online promotion through the official website of Honda no proven effect 

on buying interest. There is a positive effect of advertising, sales promotion, 

public relations, sales and marketing of digital face to face against the buying 
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interest of Honda motorcycles in districts Pati. So that integrated marketing 

communication, or which contains the planning, creation, unification and 

implementation of many forms of marketing communications (advertising, sales 

promotion, publicity, events, and others) are carried out continuously on a proven 

effect on consumer buying interest. 

Keywords: Advertising, Sales Promotion, Public Relations, Sales Face to Face, 

Digital Marketing, Interests Buy. 
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