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ABSTRAK 

 

Tujuan Penyusunan Laporan Akhir ini adalah untuk mengetahui bagaimana 

pengaruh bauran pemasaran terhadap keputusan pembelian konsumen pada 

produk Unilever di Mini Market Rie-Mart yang ada di Jalan Demang Lebar Daun, 

Palembang, Sumatera Selatan, dan menganalisis faktor yang paling dominan 

dalam mempengaruhi keputusan pembelian produk Unilever.  Untuk mengetahui 

jumlah sampel dalam penelitian ini menggunakan rumus Slovin maka didapat 

jumlah sampel sebanyak 100 orang.  Berdasarkan hasil penelitian, diperoleh 

persamaan regresi sebagai berikut: Y = 3,063 + 0,190 X1  + 0,343 X2 + 0,128 X3 + 

0,213 X4. Berdasarkan analisis data statistik indikator-indikator pada penelitian ini 

bersifat valid dan variabelnya bersifat reliabel. Pada analisis regresi berganda 

variabel bebas yang paling dominan terhadap keputusan pembelian konsumen 

pada produk Unilever di mini market Rie-Mart yaitu Produk (X2) dengan nilai 

koefisien regresi sebesar 0,343 dan pengaruh signifikannya 0.000 dengan arti 

bahwa variable tersebut sangat mempengaruhi. Untuk peneliti selanjutnya 

disarankan melakukan penelitian dengan memasukan variabel lain diluar variabel 

Harga, Produk, Promosi dan Tempat sehingga dapat memberikan pengetahuan 

dibidang pemasaran. 

 

 

Kata kunci:  Bauran Pemasaran, Keputusan Pembelian 
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Abstract 

 

The purposes of this final project were to find out how the influence of Marketing 

Mix towards customers’ purchasing decision on Unilever products in Mini Market 

Rie-Mart, which is located in Jalan Demang Lebar Daun, Palembang, Sumatra 

Selatan. It also to analyze the most significant factors in influencing customers’ 

purchasing decision of Unilever products. The sample of this final project was 

100 respondents which was selected by using Slovin formula. Based on the result 

of the final project showed that the regression equation as follows;  

4321 213,0128,0343,0190,0063,3 XXXXY  . Based on the data analysis 

statistics, the indicators of this final project were valid and the variables were 

reliable. In multiple regression analysis, the most dominant independent variable 

towards customers’ purchasing decision on Unilever products in Mini Market Rie-

Mart was Product  2X  with a regression coefficient of 0,343 and the significant 

influence of 0,000, which meant the independent variable had significant 

influence. Moreover, it is suggested for the future researchers to do the research 

by giving other variables, such as price, products, promotions, and places in order 

to provide more knowledge in marketing. 

 

Keyword: Marketing mix, consumer decision 

 

 
 

 

 

 

, 

 

 

 

 

 

 

 

 



xi 
 

 

 

 

DAFTAR ISI 

     

                 Halaman 

HALAMAN JUDUL ....................................................................................  i 

HALAMAN PESETUJUAN LAPORAN AKHIR ....................................  ii 

SURAT PERNYATAAN .............................................................................  iii 

HALAMAN LEMBAR PENGESAHAN ...................................................  iv 

MOTTO DAN PERSEMBAHAN ...............................................................  v 

KATA PENGANTAR ..................................................................................  vi 

UCAPAN TERIMA KASIH .......................................................................  vii 

ABSTRAK ....................................................................................................  ix 

ABSTRACT ..................................................................................................  x 

DAFTAR ISI .................................................................................................  xi 

DAFTAR GAMBAR ....................................................................................  xiii 

DAFTAR TABEL ........................................................................................  xiv 

DAFTAR LAMPIRAN ................................................................................  xv 

 

BAB I   PENDAHULUAN 

   1.1 Latar Belakang Pemilihan Judul ................................................  1 

   1.2 Rumusan Masalah ......................................................................  2 

1.3  Ruang Lingkup Pembahasan.....................................................  3 

1.4  Tujuan dan Manfaat Penelitian .................................................  3 

 1.4.1    Tujuan ...........................................................................  3 

 1.4.2    Manfaat .........................................................................  3 

1.5  Metodologi Penelitian ...............................................................  4 

 1.5.1    Ruang Lingkup Penelitian ............................................  4 

 1.5.2    Jenis dan Sumber Data ..................................................  4 

  1.6  Populasi dan Sampel .................................................................  4 

1.7  Analisis Data .............................................................................  6 

 

BAB II  TINJAUAN PUSTAKA 

 2.1  Pengertian Pemasaran ...............................................................  8 

 2.2  Strategi Bauran Pemasaran .......................................................      8   

 2.3  Konsep Bauran Pemasaran .......................................................  10 



xii 
 

  2.3.1 Pengertian Produk  ...........................................................  10 

  2.3.2 Manfaat dan Fungsi Produk .............................................  11 

  2.3.3 Pengertian Harga ..............................................................  11 

                     2.3.4 Konsep dan Peranan Harga……………………………..      12 

  2.3.5 Stratei Promosi dan Komponennya……………………..      12 

        2.3.6 Saluran Distribusi Pemasaran…………………………..      13 

 2.4 Pengertian Perilaku Konsumen .................................................  14 

  2.4.1 Model Perilaku Konsumen yang Sederhana ....................  14 

  2.4.2 Keputusan Pembelian Konsumen ....................................  15 

   

BAB III KEADAAN UMUM PERUSAHAAN 

 3.1  Sejarah Singkat Perusahaan ....................................................  17 

  3.2  Visi, Misi, Nilai, Tujuan dan Komitmen Perusahaan .............  18 

  3.3  Struktur Organisasi Perusahaan ..............................................  18 

  3.4  Uraian Tugas ..........................................................................  20 

  3.5  Macam-Macam Produk Unilever di Rie-Mart........................  22 

  3.6  Profil Responden ....................................................................  26 

 

BAB IV  PEMBAHASAN 

 4.1  Uji Validitas ............................................................................  28 

 4.2  Uji Reliabilitas ........................................................................  32 

 4.3  Uji Hipotesis ...........................................................................  33 

         4.3.1 Uji F ..............................................................................      33 

         4.3.2 Uji T ..............................................................................      34 

 4.4  Regresi Linear Berganda ........................................................      38 

 4.5  Koefisien Berganda ................................................................      42 

 4.6  Pembahasan ............................................................................      43 

        4.6.1 Bagaimana pengaruh strategi bauran pemasaran...........      43 

        4.6.2 Variabel yang paling berpengaruh  ................................      45 

 

 

BAB V    KESIMPULAN DAN SARAN   

 5.1  Kesimpulan .............................................................................  46 

 5.2  Saran .......................................................................................  47 

 

DAFTAR PUSTAKA  ..................................................................................  48 

   

LAMPIRAN 

 

 

 



xiii 
 

 

DAFTAR GAMBAR 
 

 

                 Halaman 

Gambar 1.1    Tahapan Dalam Keputusan Pembelian ...................................  16 

Gambar 3.1    Struktur Organisasi  .................................................................  20 

Gambar 3.2    Tampak depan Mini Market ....................................................      22 

Gambar 3.3    Display Produk Unilever .........................................................      23 

Gambar 3.4    Display Produk Unilever .........................................................  23 

Gambar 3.5    Display Produk Unilver ...........................................................  24 

     

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiv 
 

 

DAFTAR TABEL 
 

 

                 Halaman 

Tabel  3.1   Jenis Produk Unilever .................................................................     25 

Tabel  3.2   Data Responden Berdasarkan Jenis Kelamin ..............................  26 

Tabel  3.3   Data Responden Berdasarkan Pekerjaan .....................................  26 

Tabel  4.1    Hasil Uji Validitas Variabel X1 (Harga)  ...................................  29 

Tabel  4.2    Hasil Uji Validitas Variabel X2 (Produk) ..................................  30 

Tabel  4.3    Hasil Uji Validitas Variabel X3 (Promosi) ................................  30 

Tabel  4.4    Hasil Uji Validitas Variabel X4 (Tempat) .................................  31 

Tabel  4.5    Hasil Uji Validitas Variabel Y (Keputusan Pembelian) ............  32 

Tabel  4.6    Hasil Uji Reliabilitas yang Mempengaruhi Perilaku Konsumen     33 

Tabel  4.7    Data perhitungan SPSS  .............................................................      34 

Tabel  4.8    Hasil Uji T (Uji Parsial) .............................................................      34 

Tabel  4.9    Koefisien Regresi .......................................................................      39 

Tabel  4.10  Data Perhitungan SPSS ..............................................................      42 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 
 

 

DAFTAR LAMPIRAN 

 

 

Lampiran 1    Lembar Kesepakatan Laporan Akhir Pembimbing I 

Lampiran 2    Lembar Kesepakatan Laporan Akhir Pembimbing II 

Lampiran 3    Lembar Bimbingan Laporan Akhir Pembimbing I  

Lampiran 4    Lembar Bimbingan Laporan Akhir Pembimbing II 

Lampiran 5    Lembar Rekomendasi Ujian Laporan Akhir 

Lampiran 7    Lembar Kuisioner  

Lampiran 8    Lembar Kunjungan Mahasiswa 

Lampiran 9    Surat izin permintaan data 

Lampiran 10  Hasil Data Perhitungan SPSS 16.0 

Lampiran 11  Lembar Persetujuan Revisi Laporan Akhir 

 


