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ABSTRAK

PENGARUH BAURAN PROMOSI

TERHADAP KEPUTUSAN PEMBELIAN KONSUMEN

SEPEDA MOTOR HONDA

(Studi Kasus Pada Mahasiswa Fakultas Ekonomi Universitas Muria Kudus)

AHMAD BASIRI

NIM. 2012-11-066

Dosen Pembimbing I  Drs. H. M. MASRURI, MM

Dosen Pembimbing II RATIH HESTY UTAMI, P, SE, MM

Penelitian ini bertujuan untuk menganalisis Periklanan (Adverthising),
Promosi Penjualan (Sales Promotion), Publikasi (Publicity), Penjualan Personal
(Personal Selling), Pemasaran Langsung (Direct Marketing) berpengaruh terhadap
keputusan pembelian konsumen sepeda motor merek Honda pada Mahasiswa
Fakultas Ekonomi Universitas Muria Kudus baik secara parsial maupun secara
bersama-sama. Jenis penelitian ini adalah deskriptif kuantitatif.  Penelitian ini
mengambil sampel sebanyak 98 responden. Pengumpulan data menggunakan metode
kuesioner. Uji Validitas dan uji reliabilitas digunakan untuk uji instrumen. Analisis
data menggunakan uji regresi berganda, uji hipotesis, uji t, Uji F, dan koefisien
regresi berganda. Berdasarkan analisis yang telah dilakukan dalam penelitian ini
maka dapat disimpulkan bahwa baik secara parsial maupun berganda Periklanan
(Adverthising), Promosi Penjualan (Sales Promotion), Publikasi (Publicity),
Penjualan Personal (Personal Selling), Pemasaran Langsung (Direct Marketing)
berpengaruh signifikan terhadap keputusan pembelian konsumen sepeda motor merek
Honda pada Mahasiswa Fakultas Ekonomi Universitas Muria Kudus. Nilai kontribusi
Adjusted R Square sebesar 75,3%.

Kata kunci :  Periklanan (Adverthising), Promosi Penjualan (Sales Promotion),
Publikasi (Publicity), Penjualan Personal (Personal Selling),
Pemasaran Langsung (Direct Marketing), Keputusan Pembelian.
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ABSTRACT

THE INFLUENCE OF THE PROMOTIONAL MIX
AGAINST CONSUMER PURCHASING DECISIONS

HONDA MOTORCYCLE

(A Case Study On Students Of The Faculty
Of Economics University Of Muria Kudus)

AHMAD BASIRI
NIM. 2012-11-066

Advisor  I  Drs. H. M. MASRURI, MM
Advisor  II RATIH HESTY UTAMI, P, SE, MM

This research aims to analyze advertising, sales promotion, publication,
Personal Selling, direct marketing influence on purchasing decisions of consumers of
Honda brand motorcycles in students faculty of Economics University of Muria
Kudus well partially or altogether. Type of this research is quantitative descriptive.
This study sampled as much as 98 respondents. Using the method of data collection
the questionnaire. Test validity and reliability tests are used to test the instrument.
Data analysis using multiple regression test, test a hypothesis, test t, F Test, and
multiple regression coefficients. Based on the analysis that has been done in this
research it can be concluded that neither partially nor multiple advertising, sales
promotion, publication, Personal Selling, direct marketing effect significantly to
consumer purchasing decisions brand Honda motorcycle in students faculty of
Economics University of Muria. The value of  Adjusted R Square of 75.3%.

Keywords: advertising, sales promotion, publication, Personal Selling, direct
marketing, purchase decisions.
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