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ABSTRAK 

SRI PUTRI WARUWU 210110150, PENGARUH STRATEGI PEMASARAN 

DALAM KEPUTUSAN PEMBELIAN PADA PT. MADU NUSANTARA 

MEDAN 

Pembimbing: Dr. Donalson Silalahi, MS 

Tujuan penelitian ini adalah untuk mengetahui dan menganalisis Pengaruh 

Strategi Pemasaran (Stategi Produk, Strategi Harga, Strategi Distribusi, Dan 

Strategi Promosi) Terhadap Keputusan Pembelian Pada PT. Madu Nusantara 

Medan. Data ini diperoleh melalui survey penyebaran kuesioner yang diberikan 

pada 91 (sembilan puluh satu) orang konsumen yang membeli produk PT. Madu 

Nusantara Medan. Teknik analisis data diuji dengan dengan uji validitas, uji 

reliabilitas, analisis regresi linier berganda, uji hipotesis (uji F dan uji t), dan 

koefisien determinasi. Analisis data pada penelitian ini menggunakan bantuan 

SPSS. Berdasarkan analisis regresi linier berganda diperoleh fungsi persamaan: Y 

= 9,658 - 0,121 (SP) + 0,210 (SH) + 0,071 (SD) + 0,446 (SPR) + e. Strategi 

Produk berpengaruh signifikan terhadap keputusan pembelian dengan tingkat 

signifikan sebesar 0,000 < 0,05 dan memiliki nilai t-hitung -6,898 < t-tabel 1,987. 

Strategi Harga berpengaruh signifikan terhadap keputusan pembelian dengan 

tingkat signifikan sebesar 0,000 < 0,05 dan memiliki nilai t-hitung 10,760 > t-

tabel 1,987. Strategi Distribusi berpengaruh signifikan terhadap keputusan 

pembelian dengan tingkat signifikan sebesar 0,000 < 0,05 dan memiliki nilai t-

hitung 4,083 > t-tabel 1,987. Strategi Promosi berpengaruh signifikan terhadap 

keputusan dengan tingkat signifikan sebesar 0,000 < 0,05 dan memiliki nilai 

thitung 24,337 > t-tabel 1,987. Nilai koefisien determinasi (R
2
) = 90,8% yang 

artinya Keputusan Pembelian dapat dijelaskan oleh strategi produk, strategi harga, 

strategi distribusi, dan strategi promosi. Sedangkan 9,2% dipengaruhi faktor lain 

yang tidak termasuk dalam penelitian ini. Dari hasil uji F diketahui bahwa Fhitung 

sebesar 212,205 > Ftabel sebesar 2,47 dan nilai signifikansinya sebesar 0,000 

lebih kecil dari α (0,05). Artinya secara simultan variabel independen yang terdiri 

dari strategi produk, strategi harga, strategi distribusi, dan strategi promosi 

berpengaruh signifikan terhadap variabel dependen yaitu keputusan pembelian. 

Kata Kunci: Strategi Pemasaran (strategi produk, strategi harga, strategi 

distribusi, dan strategi promosi), Keputusan Pembelian 
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ABSTRACT 

SRI PUTRI WARUWU 210110150, THE IMPACT OF MARKETING 

STRATEGIES ON PURCHASING DECISIONS AT PT. MADU NUSANTARA 

MEDAN  

Supervisor: Dr. Donalson Silalahi, MS  

The purpose of this research is to examine and analyze the Impact of 

Marketing Strategies (Product Strategy, Price Strategy, Distribution Strategy, and 

Promotion Strategy) on Purchasing Decisions at PT. Madu Nusantara Medan. 

The data was obtained through a survey using questionnaires distributed to 91 

(ninety-one) consumers who purchased products from PT. Madu Nusantara 

Medan. The data analysis techniques were tested with validity tests, reliability 

tests, multiple linear regression analysis, hypothesis testing (F-test and t-test), and 

the coefficient of determination. Data analysis in this study utilized SPSS version 

25. Based on multiple linear regression analysis, the equation function is 

obtained: Y = 9.658 - 0.121 (Product Strategy) + 0.210 (Price Strategy) + 0.071 

(Distribution Strategy) + 0.446 (Promotion Strategy) + e. The constant value of 

9.658 indicates that if the variables of Product Strategy (SP), Price Strategy (SH), 

Distribution Strategy (SD), and Promotion Strategy (SPR) are assumed to be 

constant (unchanged), the level of Purchase Decision remains at 9.658. Product 

Strategy has a significant effect on purchasing decisions with a significance level 

of 0.000 < 0.05 and a t-calculated value of -6.898 < t-table 1.987. Price Strategy 

has a significant effect on purchasing decisions with a significance level of 0.000 

< 0.05 and a t-calculated value of 10.760 > t-table 1.987. Distribution strategy 

has a significant effect on purchasing decisions with a significance level of 0.000 

< 0.05 and has a t-count value of 4.083 > t-table 1.987. Promotion strategy has a 

significant effect on decisions with a significance level of 0.000 < 0.05 and has a 

t-count value of 24.337 > t-table 1.987. The coefficient of determination (R2) 

value is 90.8%, which means that purchasing decisions can be explained by 

product strategy, pricing strategy, distribution strategy, and promotion strategy. 

Meanwhile, 9.2% is influenced by other factors not included in this study. From 

the F-test results, it was found that F-calculated is 212.205 > F-table of 2.47 and 

the significance value is 0.000 which is less than α (0.05), thus H0 is rejected and 

H1 is accepted. This means that simultaneously, the independent variables 

consisting of product strategy, pricing strategy, distribution strategy, and 

promotion strategy have a significant effect on the dependent variable, namely 

purchasing decisions. 

Keywords: Marketing Strategy (product strategy, pricing strategy, distribution 

strategy, and promotion strategy), Purchase Decision 
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