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BAB II  

STUDI KEPUSTAKAAN 

 

A. Pembahasan Teori 

a. Pengertian Strategi 

Se$cara u$mu$m, strate$g$i~ bi~sa d~i ~arti~k$an se$bag$ai~ re$ncana atau$ cara y~ang$ 

d~i~su$su$n u$ntu$k$ me$ncapai~ tu$ju$an te$rte$ntu$. D~al ~am d~u$ni~a manaje$me$n, strate$g$i ~ 

me$njad~i~ pe$d ~oman pe$nti~ng$ ag$ar se$bu$ah org$ani~sasi~ atau$ u$saha bi~sa be$rjal~an d~e$ng$an 

arah y~ang$ je$l~as d ~an mampu$ be$rsai ~ng$ d ~i~ te$ng$ah pe$ru$bahan l~i ~ng$k$u$ng$an y~ang$ te$ru$s 

te$rjad~i~. 

Me$nu$ru$t D~avi ~d~ d~an D~avi~d ~ (2020), strate$g$i~ ad~al~ah l~ang$k$ah-l ~ang$k$ah 

te$re$ncana y~ang$ d~i~g$u$nak$an ol~e$h org$ani~sasi~ u $ntu$k$ me$ncapai~ tu$ju$an jang$k$a 

panjang$ny~a. Strate$g$i~ ti~d~ak$ hany~a be$rbi~cara te$ntang$ pe$re$ncanaan, te$tapi~ ju$g$a 

bag$ai~mana re$ncana te$rse$bu$t d~i~jal~ank$an d~an d~i~e$val~u$asi~ ag$ar hasi~l~ny~a se$su$ai~ 

d~e$ng$an tu$ju$an y~ang$ d~i~i ~ng$i~nk $an. 

K$otl~e$r d~an K$e$l ~l~e$r (2022), me$ny~e$bu$tk$an bahwa d ~al~am bi~d ~ang$ pe$masaran, 

strate$g$i~ me$ru$pak $an cara pe$ru$sahaan me$nci ~ptak$an ni~l~ai ~ bag$i ~ pe$l~ang$g$an d~an 

me$mbang$u$n hu$bu $ng$an jang$k$a panjang$ d~e$ng$an me$re$k$a. Strate$g$i~ pe$masaran y~ang$ 

bai~k$ haru$s d~i ~su$su$n be$rd~asark$an k$ond ~i~si~ pasar, pe$ri~l~ak $u$ k$onsu$me$n, se$rta 

k$e$u$ng$g$u$l ~an prod ~u$k$ y~ang$ d ~i~mi~l~i~k$i ~. 

Be$rd~asark$an pe$nje$l ~asan te$rse$bu$t, d ~apat d ~i~si~mpu$l~k$an bahwa strate$g$i~ 

me$ru$pak$an re$ncana d~an l~ang$k$ah te$rarah y~ang$ d~i~su$su$n se$rta d~i~jal~ank$an se$cara 

si~ste$mati~s u$ntu$k$ me$ncapai~ tu$ju$an jang$k$a panjang$. Strate$g$i~ be$rfu$ng$si ~ se$bag$ai ~ 

pe$d~oman bag$i~ org$ani~sasi~ atau$ pe$ru$sahaan ag$ar mampu$ be$rad~aptasi~ d~e$ng$an 

pe$ru$bahan l~i~ng$k$u $ng$an, me$nci~ptak$an ni~l~ai ~, d~an me$me$nang$k$an pe$rsai~ng$an. D~al~am 

k$onte$k$s pe$masaran, strate$g$i~ ti~d~ak $ hany~a be$rfok$u $s pad~a pe$re$ncanaan, te$tapi~ ju$g$a 

pad~a pe$l ~ak$sanaan d~an e$val~u$asi~ y~ang$ be$rori~e$ntasi~ pad~a k$e$pu$asan se$rta hu$bu$ng$an 

jang$k$a panjang$ d~e$ng$an pe$l~ang$g$an. 
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b. Pengertian Marketing mix 

Me$nu$ru$t K$otl~e$r d~an K$e$l~l ~e$r (2022), mark$e$ti~ng$ mi~x ad~al~ah se$k$u$mpu$l~an al~at 

atau$ vari~abe$l~ pe$masaran y~ang$ d ~i~g$u$nak$an pe$ru$sahaan u $ntu$k$ me$ncapai~ pasar 

sasaran. Al~at-al~at te$rse$bu$t te$rd~i~ri~ d~ari~ e$mpat k$ompone$n u$tama y~ang$ d~i~k$e$nal~ 

se$bag$ai ~ 4P, y~ai~tu$ prod~u$ct (prod~u$k$), pri~ce$ (harg$a), pl~ace$ (te$mpat/d~i~stri ~bu$si~), d~an 

promoti~on (promosi~). K$e$e$mpat u$nsu$r i~ni~ haru$s sal~i~ng$ me$nd ~u$k$u$ng$ ag$ar strate$g$i~ 

pe$masaran bi~sa be$rjal~an d~e$ng$an bai~k$ d ~an me$mbe$ri~k$an hasi ~l~ y~ang$ opti~mal~. 

Me$nu$ru$t L~amb, Hai~r, d~an McD ~ani~e$l~ (2021), bau$ran pe$masaran 

me$ru$pak$an k$ombi~nasi~ d ~ari~ fak $tor-fak$tor pe$masaran y~ang$ d~apat d~i ~k$e$nd ~al~i~k$an ol~e$h 

pe$ru$sahaan u$ntu$k$ me$me$ng$aru$hi ~ k$e$pu$tu$san pe$mbe$l~i~an k$onsu$me$n. D~e$ng$an 

me$ng$e$l~ol~a k$e$e$mpat u$nsu$r te$rse$bu$t se$cara te$pat, pe$ru$sahaan d~apat me$nci~ptak$an 

hu$bu$ng$an y~ang$ bai~k$ d~e$ng$an pe$l~ang$g$an, me$ni~ng$k$atk$an k$e$pu$asan k$onsu$me$n, d~an 

me$mbang$u$n k$e$u$ng$g$u$l~an be$rsai~ng$ d~i~ pasar. 

Be$rd~asark$an u$rai~an te$rse$bu$t, d~apat d~i ~si~mpu$l~k$an bahwa mark$e$ti~ng$ mi~x 

me$ru$pak$an k$ombi~nasi ~ strate$g$i~ pe$masaran y~ang$ te$rd~i~ri~ d ~ari ~ e$mpat u$nsu $r u$tama, 

y~ai~tu$ prod~u$k$, harg$a, te$mpat, d~an promosi~, y~ang$ d~i~g$u$nak$an pe$ru$sahaan u$ntu$k$ 

me$me$ng$aru$hi~ k$e$pu$tu$san pe$mbe$l~i ~an k $onsu$me$n. Pe$ng$e$l~ol ~aan k$e$e$mpat u$nsu$r 

te$rse$bu$t se$cara te$rpad~u $ d~an te$re$ncana me$mu$ng$k$i ~nk$an pe$ru $sahaan me$ncapai~ pasar 

sasaran se$cara e$fe$k$ti~f, me$ni~ng$k$atk$an k$e$pu$asan pe$l~ang$g$an, se$rta me$mbang$u$n 

k$e$u$ng$g$u$l ~an be$rsai~ng$ y~ang$ be$rk$e$l~anju$tan. 

 

c. Pengertian Strategi Marketing mix 

Strate$g$i~ mark$e$ti~ng$ mi~x atau$ bau$ran pe$masaran me$ru$pak$an sal~ah satu$ 

k$onse$p u$tama d~al~am d~u$ni~a manaje$me$n pe$masaran. K$onse$p i~ni~ be$ri~si ~ be$rbag$ai~ 

e$l~e$me$n pe$nti~ng$ y~ang$ d~i ~g$u$nak$an pe$ru$sahaan u$ntu$k$ me$ncapai~ tu$ju$an pe$masaran 

d~an me$me$nu$hi~ k$e$bu$tu$han k$onsu$me$n. Me$l~al~u$i ~ bau$ran pe$masaran, pe$ru$sahaan 

d~apat me$rancang$ l~ang$k$ah-l~ang$k$ah y~ang$ te$pat ag$ar prod ~u$k$ny~a d ~i~k$e$nal~, d~i~mi~nati~, 

d~an d~i~pi ~l~i~h ol~e$h k$onsu$me$n. 

Armstrong$, K$otl~e$r, Hark$e$r, d ~an Bre$nnan (2020) me$nje$l~ask $an bahwa 

strate$g$i~ mark$e$ti~ng$ mi~x me$ru$pak$an k$ombi~nasi~ d~ari~ fak$tor-fak$tor pe$masaran y~ang$ 
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d~apat d ~i~k$e$nd~al~i~k$an ol~e$h pe$ru$sahaan u$ntu$k$ me$me$ng$aru$hi~ k$onsu$me$n d~al ~am 

me$mbe$l~i~ prod ~u$k$ atau $ jasa. Strate$g$i~ i~ni~ haru$s d~i~se$su$ai~k$an d~e$ng$an k$arak$te$ri~sti~k$ 

pasar, pe$ri~l~ak $u$ k$onsu$me$n, se$rta tu$ju$an strate$g$i ~s pe$ru$sahaan ag$ar hasi~l~ny~a 

opti~mal~.  

Be$rd~asark$an pe$nje$l ~asan te$rse$bu$t, d ~apat d ~i~si~mpu$l~k$an bahwa strate$g$i~ 

mark$e$ti~ng$ mi~x me$ru$pak$an su$atu$ pe$nd~e$k$atan te$rpad~u$ y~ang$ me$l~i~batk$an 

pe$ng$e$l~ol ~aan be$rbag$ai~ e$l~e$me$n pe$masaran y~ang$ d~apat d~i~k$e$nd~al~i~k$an pe$ru$sahaan 

se$pe$rti~ prod~u$k$, harg$a, te$mpat, d~an promosi~ u$ntu$k$ me$ncapai~ tu$ju$an pe$masaran 

d~an me$me$nu $hi~ k$e$bu$tu$han k$onsu$me$n se$cara e$fe$k $ti~f. Strate$g$i ~ i~ni~ be$rfu$ng$si ~ 

se$bag$ai ~ pand~u$an d~al~am me$rancang$ k$e$g$i~atan pe$masaran ag$ar prod~u$k$ y~ang$ 

d~i~tawark$an d ~apat d~i~k$e$nal~, d~i~mi~nati~, d~an d~i~pi~l~i~h ol~e$h k$onsu$me$n. D~e$ng$an 

me$ny~e$su$ai~k$an se$ti~ap e$l ~e$me$n mark$e$ti~ng$ mi~x te$rhad~ap k$arak$te$ri~sti~k$ pasar d~an 

pe$ri~l~ak$u$ k$onsu$me$n, pe$ru$sahaan d~apat me$ni~ng$k$atk$an d ~ay~a sai~ng$ se$k$al~i~g$u$s 

me$ng$opti~mal~k$an k $i~ne$rja pe$masaranny~a 

 

d. Jenis-Jenis Srategi Marketing mix 

Me$nu$ru$t K$otl~e$r d~an K$e$l~l~e$r (2022), strate$g$i~ mark$e$ti~ng$ mi~x te$rd~i ~ri~ d ~ari~ 

e$mpat je$ni~s strate$g$i~ u$tama y~ang$ d~i~k$e$nal ~ d~e$ng$an k$onse$p 4P, y~ai~tu$ prod~u$ct 

(prod~u$k$), pri~ce$ (harg$a), pl~ace$ (te$mpat/d~i~stri~bu$si~), d~an promoti~on (promosi~). 

K$e$e$mpat strate$g$i~ i~ni~ d ~i~g$u$nak$an pe$ru$sahaan u$ntu$k$ me$me$ng$aru$hi~ pasar sasaran 

d~an me$nd ~orong$ k$e$pu$tu$san pe$mbe$l~i ~an k$onsu$me$n. 

1. Strategi Produk (Product) 

Strate$g$i~ prod ~u$k$ be$rk$ai ~tan d~e$ng$an u$pay~a pe$ru$sahaan d ~al~am me$rancang$ 

d~an me$ng$e$mbang$k$an prod~u$k$ ag$ar se$su$ai~ d ~e$ng$an k$e$bu$tu$han d~an k$e$i~ng$i ~nan 

k$onsu$me$n. Strate$g$i ~ i~ni~ me$ncak$u$p k$u$al ~i~tas prod ~u$k$, d~e$sai~n, fi~tu$r, me$re$k $, k$e$masan, 

se$rta l ~ay~anan pe$nd ~u$k$u$ng$. Prod~u$k$ y~ang$ me$mi~l~i~k $i~ ni~l~ai~ d ~an k$e$u$ni ~k$an ak$an l~e$bi~h 

mu$d~ah d~i~te$ri~ma pasar d ~an mampu$ me$nci~ptak$an k$e$pu$asan k $onsu$me$n. 

2. Strategi Harga (Price) 

Strate$g$i~ harg$a be$rhu$bu$ng$an d~e$ng$an pe$ne$tapan harg$a prod ~u$k$ y~ang$ se$su$ai~ 

d~e$ng$an ni~l~ai~ y~ang$ d~i~rasak$an k$onsu$me$n, bi~ay~a prod~u$k$si~, d ~an k$ond~i~si~ pe$rsai~ng$an. 
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Pe$ne$tapan harg$a y~ang$ te$pat d~apat me$me$ng$aru$hi~ pe$rse$psi~ k$onsu$me$n te$rhad~ap 

prod~u$k$ d~an me$njad ~i~ fak$tor pe$nti~ng$ d~al~am k$e$pu$tu$san pe$mbe$l~i ~an. 

3. Strategi Tempat/Distribusi (Place) 

Strate$g$i~ te$mpat atau$ d~i~stri~bu$si~ be$rfok$u$s pad~a bag$ai~mana prod ~u$k$ 

d~i~sal~u$rk$an ag$ar mu$d~ah d~i~pe$rol~e$h k$onsu$me$n. Strate$g$i~ i~ni~ me$l~i~pu$ti~ pe$mi~l~i~han 

sal~u$ran d~i ~stri~bu$si~, l~ok$asi~ pe$nju$al~an, se$rta pe$ng$e$l~ol~aan k$e$te$rse$d ~i~aan prod~u$k$. 

D~i~stri~bu$si~ y~ang$ e$fe$k$ti~f ak$an me$mu$d~ahk$an k$onsu$me$n d~al~am me$ng$ak $se$s prod~u$k$. 

4. Strategi Promosi (Promotion) 

Strate$g$i~ promosi~ me$ru$pak$an k$e$g$i~atan k$omu$ni~k$asi~ pe$masaran y~ang$ 

be$rtu$ju$an u$ntu$k$ me$ny~ampai~k$an i ~nformasi ~, me$mbu$ju$k$, d~an me$ng$i~ng$atk$an 

k$onsu$me$n me$ng$e$nai~ prod~u$k$. Strate$g$i~ i~ni~ me$l~i~pu $ti~ pe$ri ~k$l~anan, promosi~ pe$nju$al~an, 

hu$bu$ng$an masy~arak$at, pe$nju$al~an pe$rsonal~, d~an pe$masaran d~i~g$i~tal~. Promosi~ y~ang$ 

e$fe$k $ti~f d~apat me$ni~ng$k$atk$an k$e$sad ~aran me$re$k$ d~an me$nd~orong$ k$e$pu$tu$san 

pe$mbe$l~i~an. 

 

e. Faktor – Faktor yang Mempengaruhi Strategi Marketing mix 

Me$nu$ru$t Assau$ri ~ (2021) d~an Tji~ptono (2020), strate$g$i~ mark$e$ti~ng$ mi~x 

d~i~pe$ng$aru$hi~ ol ~e$h d ~u$a fak$tor u$tama, y~ai~tu$ fak $tor i~nte$rnal~ d ~an fak$tor e$k$ste$rnal~. 

1. Faktor Internal 

Fak$tor i~nte$rnal~ be$rasal ~ d~ari~ d~al~am pe$ru$sahaan d~an bi~sa d~i~k$e$nd~al~i~k$an 

l~ang$su$ng$. Fak $tor i~ni ~ me$ncak$u$p tu$ju$an u $saha, k$ond~i~si~ k$e$u$ang$an, k$e$mampu$an 

su$mbe$r d~ay~a manu$si~a, te$k$nol~og$i~ y~ang$ d ~i~mi~l~i~k $i~, se$rta k$apasi~tas prod~u$k$si~. Ji~k$a 

k$e$mampu$an i~nte$rnal~ pe$ru$sahaan te$rbatas, mak$a strate$g$i ~ prod~u$k$, harg$a, 

d~i~stri~bu$si~, d ~an promosi~ ju$g$a haru $s d~i~se$su$ai~k $an d~e$ng$an k$e$mampu$an te$rse$bu$t. 

Se$bal~i~k$ny~a, ji~k$a pe$ru$sahaan me$mi~l~i~k $i~ su$mbe$r d~ay~a y~ang$ k$u $at, mak$a strate$g$i~ 

mark$e$ti~ng$ mi~x d~apat d~i~rancang$ l ~e$bi~h ag$re$si~f d ~an l~u$as. 

2. Faktor Eksternal 

Fak$tor e$k$ste$rnal ~ be$rasal~ d~ari~ l~u$ar pe$ru$sahaan d ~an ti~d~ak $ d~apat 

d~i~k$e$nd ~al~i ~k$an se$cara l~ang$su$ng$. Fak$tor i~ni~ me$l~i~pu$ti~ k$ond~i~si~ pasar, pe$ri ~l~ak$u$ d~an 

se$l~e$ra k$onsu$me$n, ti~ng$k$at pe$rsai ~ng$an, k $ond~i~si~ e$k$onomi~, sosi~al ~ bu$d~ay~a, se$rta 
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pe$rk$e$mbang$an te$k$nol~og$i~. Pe$ru$bahan pad~a l~i~ng$k$u$ng$an e$k$ste$rnal~ me$nu$ntu$t 

pe$ru$sahaan u$ntu$k $ te$ru $s me$ny~e$su$ai~k$an strate$g$i~ mark$e$ti~ng$ mi~x ag$ar te$tap se$su$ai~ 

d~e$ng$an k$e$bu$tu$han k$onsu$me$n d~an mampu$ be$rsai ~ng$ d ~i~ pasar. 

 

f. Indikator Strategi Marketing mix 

Me$nu$ru$t K$otl~e$r d~an K$e$l~l~e$r (2022), I~nd ~i~k$ator-i~nd ~i~k$ator d~i~ bawah i ~ni~ be$rpe$ran 

pe$nti~ng$ d~al~am me$ng$arahk$an k$e$pu $tu$san strate$g$i~ ag$ar se$su$ai~ d ~e$ng$an k$e$bu$tu$han 

pasar d~an k$ond~i ~si~ pe$ru$sahaan. 

1. Produk (Product) 

I~nd~i~k $ator prod~u$k$ be$rk$ai~tan d~e$ng$an se$g$al ~a hal~ y~ang$ me$mbe$ntu$k$ ni~l~ai~ d ~an 

i~d~e$nti~tas prod~u$k$ d ~i~ mata k$onsu$me$n.  

I~nd~i~k $ator u$tama y~ang$ me$me$ng$aru$hi ~ strate$g$i~ prod ~u$k$ me$l~i~pu$ti~: 

1. Pe$rformance$, me$l~i~pu$ti~ k$arak$te$ri~sti~k$ ope$rasi~ d ~ari~ su$atu$ prod~u$k$ 

2. Fi~tu$r prod~u $k$ (fe$atu$re$) y~ai~tu$ k$arak$te$ri~sti~k$ atau$ ci~ri~-ci ~ri~ tambahan y~ang$ 

me$l~e$ng$k$api~ manfaat d~asar su$atu$ prod ~u$k$ 

3. Je$ni~s prod~u$k$ me$ru$pak$an su$atu$ barang$ y~ang$ me$njad~i~ k$e$bu$tu$han d~al~am 

se$hari~-hari ~ atau $ su$atu$ barang$ y~ang$ u$mu$mny~a se$ri~ng$ k $al~i~ d~i~ be$l~i~ ol~e$h 

k$onsu$me$n 

4. K$e$te$rse$d~i ~aan prod~u$k $ me$ru$pak $an k$u$mpu$l~an barang$ y~ang$ d~i~mi~l ~i~k$i~ ol~e$h 

pe$ny~e$d~i~a barang$ atau $ jasa. 

5. K$e$and ~al~an (re$l~i~abi ~l~i~ty~), pe$l~u$ang$ su$atu$ prod~u$k$ be$bas d~ari~ k$e$g$ag$al~an saat 

me$njal~ank$an fu$ng$si~ny~a. 

2. Harga (Price) 

I~nd~i~k $ator harg$a me$ne$ntu$k$an posi~si~ prod~u $k$ d~i~ pasar d~an pe$rse$psi~ k$onsu$me$n 

te$rhad~ap ni~l~ai~ny~a.  

Be$be$rapa i~nd ~i~k$ator y~ang$ me$me$ng$aru$hi~ strate$g$i~ harg$a antara l ~ai~n: 

1. K$e$te$rjang$k$au $n Harg$a 

K$onsu$me$n bi~sa me$njang$k$au$ harg$a y~ang$ te$l~ah d ~i~te$tapk $an ol~e$h 

pe$ru$sahaan. Prod~u$k$ bi~asany~a ad~a be$be$rapa je$ni~s d~al ~am satu$ me$re$k$ 
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harg$any~a ju$g$a be$rbe$d~a d~ari~ y~ang$ te$rmu$rah sampai~ te$rmahal~. D~e$ng$an 

harg$a y~ang$ d ~i~ te$tapk $an para k$onsu$me$n bany~ak$ y~ang$ me$mbe$l~i~ prod~u$k$. 

2. K$e$se$su$ai~an harg$a d~e$ng$an k$u$al~i~tas prod~u$k$. 

Harg$a se$ri~ng$ d~i~jad ~i~k$an se$bag$ai ~ i~nd ~i~k$ator k$u$al~i~tas bag$i~ k$onsu$me$n orang$ 

se$ri~ng$ me$mi~l~i~h harg$a y~ang$ l~e$bi~h ti~ng$g$i~ d~i ~antara d ~u$a barang$ k$are$na 

me$re$k$a me$l~i~hat ad~any~a pe$rbe$d ~aan k$u$al~i ~tas. Apabi~l~a harg$a l~e$bi~h ti~ng$g$i~ 

orang$ ce$nd~e$ru$ng$ be$rang$g$apan bahwa k$u$al~i~tasny~a ju$g$a l ~e$bi~h bai~k$. 

3. K$e$se$su$ai~an harg$a d~e$ng$an manfaat 

K$onsu$me$n me$mu$tu$sk$an me$mbe$l~i~ su$atu$ prod~u$k$ ji~k$a manfaat y~ang$ 

d~i~rasak$an l ~e$bi~h be$sar atau$ sama d ~e$ng$an y~ang$ te$l~ah d ~i~k$e$l~u$ark$an u $ntu$k$ 

me$nd~apatk$anny~a. Ji~k$a k$onsu$me$n me$rasak$an manfaat prod~u$k$ l~e$bi ~h k$e$ci~l~ 

d~ari~ u$ang$ y~ang$ d~i ~k$e$l ~u$ark$an mak$a k$onsu$me$n ak$an be$rang$g$apan bahwa 

prod~u$k$ te$rse$bu $t mahal~ d~an k$onsu$me$n ak $an be$rpi~k$i~r d ~u$a k$al ~i~ u$ntu$k$ 

me$l~ak$u$k$an pe$mbe$l~i~an u $l~ang$. 

4. Harg$a se$su$ai~ k$e$mampu$an atau$ d~ay~a sai ~ng$ harg$a 

K$onsu$me$n se$ri~ng$ me$mband~i~ng$k$an harg$a su$atu$ prod~u$k$ d ~e$ng$an prod ~u$k$ 

l~ai~nny~a. D ~al~am hal~ i~ni~ mahal~ mu$rahny~a su$atu$ prod~u $k$ sang$at 

d~i~pe$rti~mbang$k$an ol ~e$h k$onsu$me$n pad~a saat ak$an me$mbe$l ~i~ prod~u$k$ 

te$rse$bu$t 

3. Tempat/ Distribusi (Place) 

Me$nu$ru$t (Tji~ptono & Chand~ra, 2016) pe$mi~l~i~han l ~ok$asi~ fi ~si~k$ 

me$me$rl~u$k$an pe$rti~mbang$an d~al~am i~nd~i~k$ator pe$mi~l~i~han se$bag$ai ~ be$ri~k$u$t 

be$ri~k$u$t: 

1. Ak$se$s, y~ai~tu$ l~ok$asi~ y~ang$ d~i~l~al ~u$i~ mu$d~ah d~i~jang$k$au$ sarana 

transportasi~ U$mu$m. 

2. Vi~si~bi~l~i~tas, y~ai ~tu$ l~ok$asi~ atau$ te$mpat y~ang$ d~apat d~i~l~i~hat d~e$ng$an 

je$l~as d ~ari ~ jarak $ pand~ang$ normal~. 

3. L~al~u$ l~i~ntas (traffi ~c) d~i~mana ad~a d~u$a hal~ y~ang$ pe$rl~u$ d~i~pe$rti~mbang$k$an: 

a. K$e$pad ~atan d ~an k$e$mace$tan l~al~u $ l~i~ntas bi~sa ju$g$a me$njad~i ~ 

hambatan, mi~sal~ny~a te$rhad~ap pe$l~ay~anan k$e$pol ~i~si~an, pe$mad~am 
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k$e$bak$aran, atau$ ambu$l~ance$. 

b. Bany~ak$ orang$ y~ang$ be$rl~al~u$ l~al~ang$ bi~sa me$mbe$ri~k$an pe$l~u$ang$ 

be$sar te$rjad ~i~ny~a i ~mpu$l~se$ bu$y~i ~ng$, y~ai ~tu$ k$e$pu$tu$san pe$mbe$l~i~an 

y~ang$ se$ri~ng$ te$rjad~i ~ spontan atau$ tanpa pe$re$ncanaan 

4. Te$mpat park$i~r y~ang$ l~u$as, ny~aman d~an aman. 

4. Promosi (Promotion) 

Promosi~ be$rtu$ju$an u$ntu$k$ me$ng$omu$ni~k$asi~k$an ni~l~ai~ prod ~u$k$ d ~an 

me$mbang$u$n hu$bu$ng$an d~e$ng$an k$onsu$me$n. Me$nu$ru$t (Su$ny~oto, 2018) 

me$ng$e$mu$k$ak$an bahwa i~nd~i~k$ator promosi~ me$l~i~pu$t: 

1. Pe$ri~k$l~anan d~apat d~i~g$u$nak$an u$ntu$k$ me$mbang$u$n ci~tra panjang$ bag$i~ su$atu $ 

prod~u$k$, d ~an d~i ~si~si~ l~ai~n me$mpe$rce$pat pe$nju$al~an. Pe$ri~k$l~anan d~apat se$cara 

e$fi~si~e$n me$njang$k $au$ be$rbag$ai~ pe$mbe$l~i~ y~ang$ te$rse$bar se$cara g$e$og$rafi ~s. 

2. Pe$nju$al~an Pe$rse$orang$an ad~al~ah ad ~al~ah al ~at y~ang$ pal~i~ng$ e$fe$k $ti~f bi ~ay~a 

pad~a tahap prose$s pe$mbe$l~i~an l~e$bi~h l ~anju$t, te$ru$tama d~al ~am me$mbang$u$n 

pre$fe$re$nsi~, k$e$y~ank$i ~nan, d~an ti~nd~ak$an pe$mbe$l~i ~an. 

3. Promosi~ Pe$nju$al~an d~apat d~i~g$u$nak$an u$ntu$k$ me$nd~apatk$an ak$i~bat jang$k$a 

pe$nd~e$k$ se$pe$rti~ me$nd~ramati~si~r tawaran prod~u$k$ d~an me$nd~orong$ 

pe$nju$al~an y~ang$ l~e$ntu$r. Pe$ru$shaan me$ng$g$u$nak $an al~at- al~at promosi~ 

pe$nju$al~an i ~tu$ u$ntu$k$ me$nci~ptak$an tang$g$apan y~ang$ l~e$bi~h k$u$at d~an ce$pat. 

 

D~ari~ u$arai~an d~i~atas d~apat d~i~si~mpu$l~k$an bahwa i~nd~i~k$ator y~ang$ d~i~g$u$nak$an 

pe$ne$l~i~ti~ y~ai~tu$: 

 1. Produk (Product) 

1. Pe$rformance$,  

2. Fi~tu$r prod ~u$k$ (fe$atu$re$)  

3. Je$ni~s prod~u$k$  

4. K$e$and ~al~an (re$l~i~abi~l~i~ty~),  

       2. Harga (Price) 

 1.   K$e$te$rjang$k$au $n Harg$a 

2.   K$e$se$su$ai~an harg$a d~e$ng$an k$u$al~i~tas prod~u$k$. 
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3.   K$e$se$su$ai~an harg$a d~e$ng$an manfaat 

4.   Harg$a se$su$ai~ k$e$mampu$an atau$ d~ay~a sai~ng$ harg$a 

 3. Tempat/ Distribusi (Place) 

 1.   Ak$se$s,  

 2.   Vi~si~bi~l~i~tas,  

 3.   L~al~u$ l~i~ntas (traffi ~c) d ~i~mana ad~a d ~u$a hal~ y~ang$ pe$rl~u$  

 4.   Te$mpat park$i~r y~ang$ l ~u$as, ny~aman d ~an aman. 

4. Promosi (Promotion) 

 1.   Pe$ri~k$l~anan  

 2.   Pe$nju$al~an  

 3.   Promosi~  

 

g. Pengertian Keputusan Pembelian 

K$e$pu$tu$san pe$mbe$l~i ~an me$ru$pak $an prose$s y~ang$ d ~i~l ~ak$u$k$an se$se$orang$ k$e$ti~k$a 

me$ne$ntu$k$an pi~l~i ~han te$rhad~ap su$atu$ prod~u $k$ atau$ jasa u$ntu$k$ me$me$nu$hi~ k$e$bu$tu$han 

d~an k$e$i~ng$i ~nanny~a. Prose$s i~ni~ ti~d~ak$ te$rjad~i ~ be$g$i~tu$ saja, te$tapi~ me$l~al~u $i~ be$be$rapa 

tahapan mu$l~ai ~ d~ari ~ me$ng$e$nal~i~ k$e$bu$tu$han, me$ncari~ i~nformasi~, me$mpe$rti~mbang$k$an 

be$rbag$ai~ pi ~l~i~han, hi~ng$g$a ak $hi~rny~a me$mu$tu$sk$an u$ntu$k$ me$mbe$l ~i~ prod~u$k $ 

te$rte$ntu$.Me$nu $ru$t K$otl~e$r d~an K$e$l~l~e$r (2022), k$e$pu$tu$san pe$mbe$l ~i~an ad~al~ah prose$s 

k$e$ti~k$a k$onsu$me$n me$ny~ad~ari~ ad~any~a k$e$bu$tu$han, k$e$mu$d~i~an me$ncari~ i~nformasi~, 

me$mband~i~ng$k$an al~te$rnati~f y~ang$ ad ~a, d~an me$mi~l ~i~h prod~u$k$ y~ang$ d~i ~ang$g$ap pal~i~ng$ 

se$su$ai~ d ~e$ng$an k$e$i ~ng$i~nan se$rta me$mbe$ri~k$an ni~l~ai ~ te$rbai~k $. 

Me$nu$ru$t Schi~ffman d~an Wi~se$nbl~i~t (2022), k$e$pu$tu$san pe$mbe$l~i~an bu$k$an 

hany~a k$e$pu $tu$san rasi~onal~, te$tapi~ ju$g$a d~i~pe$ng$aru$hi~ ol~e$h e$mosi~ d~an ni ~l~ai~ sosi~al~ 

y~ang$ d ~i~rasak$an k$onsu$me$n. D ~e$ng$an k$ata l~ai~n, se$se$orang$ ti~d ~ak$ hany~a me$mbe$l~i~ 

k$are$na “bu $tu$h”, te$tapi~ ju$g$a k$are$na prod ~u$k$ te$rse$bu$t me$mbe$ri~ k$e$pu $asan e$mosi~onal~ 

atau$ ci~tra te$rte$ntu$. 

D~ari ~ u$rai ~an d ~i~atas d ~apat d~i~ si~mpu$l~k$an bahwa k$e$pu$tu$san pe$mbe$l ~i~an 

me$ru$pak$an prose$s be$rtahap y~ang$ d~i ~l~ak$u $k$an k$onsu$me$n d~al ~am me$mi~l~i~h d~an 

me$mbe$l~i~ su$atu$ prod~u$k$ atau$ jasa u$ntu$k$ me$me$nu$hi~ k$e$bu$tu$han d ~an k$e$i ~ng$i~nanny~a, 
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y~ang$ d ~i~awal~i~ d~ari~ pe$ng$e$nal~an k $e$bu$tu$han, pe$ncari~an i~nformasi~, e$val ~u$asi~ be$rbag$ai~ 

al~te$rnati~f, hi~ng$g$a pe$ne$ntu$an pi~l~i ~han ak$hi~r. Prose$s i~ni~ ti~d~ak$ hany~a d~i~d ~asark$an pad ~a 

pe$rti~mbang$an rasi~onal~ me$ng$e$nai~ manfaat d~an ni~l~ai ~ prod~u$k $, te$tapi~ ju$g$a 

d~i~pe$ng$aru$hi~ ol~e$h fak$tor e$mosi~onal~ se$rta ni~l~ai ~ sosi~al~ y~ang$ d~i~rasak $an k$onsu$me$n 

te$rhad~ap prod ~u$k$ te$rse$bu$t. 

 

h. Proses Keputusan Pembelian 

Prose$s k$e$pu$tu$san pe$mbe$l~i~an ad~al~ah tahapan y~ang$ d~i~l~al~u$i ~ k$onsu$me$n mu$l~ai~ 

d~ari~ mu$ncu$l~ny~a k$e$bu$tu$han hi~ng$g$a ak$hi~rny~a me$l~ak$u $k$an pe$mbe$l~i~an d~an 

me$ng$e$val ~u$asi~ hasi ~l~ny~a. Me$nu$ru$t K$otl~e$r d~an K$e$l~l~e$r (2022), ad ~a l~i~ma tahap u$tama 

d~al~am prose$s i~ni~, y~ai~tu$: pe$ng$e$nal ~an k$e$bu$tu$han, pe$ncari ~an i~nformasi~, e$val~u$asi~ 

al~te$rnati~f, k$e$pu$tu$san pe$mbe$l~i~an, d ~an pe$ri~l~ak$u$ pascape$mbe$l~i~an. 

1. Pe$ng$e$nal~an K$e$bu$tu$han (Ne$e$d~ Re$cog$ni ~ti~on) 

Tahap pe$rtama te$rjad ~i~ k$e$ti~k$a se$se$orang$ me$ny~ad ~ari~ ad~any~a pe$rbe$d~aan 

antara k$e$ad~aan y~ang$ se$d~ang$ d~i ~al~ami~ d~e$ng$an k$e$ad ~aan y~ang$ d ~i~i~ng$i~nk$an. 

Mi~sal~ny~a, se$se$orang$ me$rasa bu$tu$h pak$ai ~an baru$ u$ntu$k$ me$ng$had ~i~ri ~ acara 

te$rte$ntu$. 

2. Pe$ncari~an I~nformasi ~ (I~nformati~on Se$arch) 

Se$te$l~ah me$ny~ad~ari~ k$e$bu$tu$hanny~a, k$onsu$me$n bi~asany~a mu$l~ai~ me$ncari ~ 

i~nformasi~ te$ntang$ prod~u $k$ y~ang$ d~apat me$me$nu$hi~ k$e$i~ng$i~nanny~a. I~nformasi~ 

bi~sa d~i ~pe$rol ~e$h d~ari~ be$rbag$ai~ su$mbe$r, se$pe$rti~ pe$ng$al~aman pri~bad ~i~, saran 

k$e$l~u$arg$a, te$man, me$d ~i~a sosi~al~, hi~ng$g$a i~k$l~an y~ang$ d~i~bu$at ol~e$h prod ~u$se$n. 

3. E$val~u$asi ~ Al~te$rnati~f (E$val ~u$ati~on of Al~te$rnati~ve$s) 

Pad~a tahap i~ni~, k$onsu$me$n mu$l~ai~ me$mband~i ~ng$k$an be$rbag$ai~ pi ~l~i~han 

prod~u$k$ se$be$l ~u$m me$mu$tu$sk$an u$ntu$k$ me$mbe$l~i ~. K$onsu$me$n bi~asany~a me$ni~l~ai~ 

prod~u$k$ be$rd~asark$an fak$tor-fak$tor se$pe$rti~ k$u$al~i~tas, d~e$sai~n, harg$a, d~an 

manfaat. Me$re$k$a ju$g$a me$mpe$rti~mbang$k$an ni~l~ai~ e$mosi~onal~ se$pe$rti~ k$e$pu$asan 

pri~bad~i ~ atau$ k$e$bang$g$aan saat me$ng$g$u$nak$an prod~u$k$ te$rte$ntu$. 

4. K$e$pu$tu$san Pe$mbe$l~i~an (Pu$rchase$ D ~e$ci~si~on) 
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Tahap i~ni ~ me$ru$pak$an saat d~i~ mana k $onsu$me$n ak$hi~rny~a me$mi~l~i~h satu$ 

prod~u$k$ y~ang$ d~i ~ang$g$ap pal~i~ng$ se$su$ai~ d~e$ng$an k$e$bu$tu$hanny~a. K$e$pu$tu$san 

pe$mbe$l~i~an bi~sa d~i~pe$ng$aru$hi~ ol~e$h bany~ak$ hal~, se$pe$rti~ pe$l ~ay~anan pe$nju$al~, 

k$e$mu$d~ahan me$mpe$rol~e$h prod~u$k$, d~an pe$ng$aru$h l ~i~ng$k$u$ng$an sosi~al ~. 

5. Pe$ri~l~ak$u $ Pascape$mbe$l~i ~an (Post-Pu$rchase$ Be$havi ~or) 

Tahap i~ni ~ ad ~al~ah saat k$onsu$me$n me$ng$e$val~u$asi~ hasi~l~ d~ari~ 

pe$mbe$l~i~anny~a. Ji~k$a k$onsu$me$n me$rasa pu$as d ~e$ng$an prod ~u$k$ y~ang$ d~i ~be$l~i~, 

mak$a ak$an mu$ncu$l~ k $e$i~ng$i~nan u$ntu$k$ me$mbe$l~i~ k$e$mbal~i~ atau$ bahk$an 

me$re$k$ome$nd~asi ~k$anny~a k$e$pad ~a orang$ l~ai~n. Namu$n, ji~k$a ti~d~ak$ pu$as, bi~sa 

mu$ncu$l~ k$e$l ~u$han atau $ rasa k$e$ce$wa y~ang$ me$mbu$at me$re$k$a be$ral ~i~h k$e$ prod~u$k$ 

l~ai~n. Apabi~l~a pe$mbe$l ~i~ me$rasa pu$as d ~e$ng$an k$u$al~i~tas, moti~f, d~an k $e$ny~amanan 

k$ai~nny~a, mak$a be$sar k$e$mu$ng$k$i~nan me$re$k$a ak$an me$njad~i~ pe$l ~ang$g$an te$tap 

d~an tu$ru$t me$mpromosi~k $an prod~u$k$ i~ni ~ se$bag$ai~ k$e$bang$g$aan d ~ae$rah Be$ng$k$u$l~u$. 

i. Faktor-Faktor yang Memengaruhi Keputusan Pembelian 

K$e$pu$tu$san se$se$orang$ u$ntu$k$ me$mbe$l~i~ su$atu$ prod~u$k$ ti~d~ak $ te$rjad ~i~ be$g$i ~tu$ 

saja. Ad~a bany~ak$ hal~ y~ang$ me$me$ng$aru$hi ~ prose$s te$rse$bu$t mu$l~ai~ d~ari~ k$e$bi~asaan, 

l~i~ng$k$u$ng$an se$k$i~tar, hi~ng$g$a strate$g$i~ pe$masaran y~ang$ d~i~l~ak $u$k$an ol~e$h pe$nju$al~. 

Me$nu$ru$t K$otl~e$r d~an K$e$l ~l~e$r (2022), k$e$pu$tu$san pe$mbe$l~i~an d~i ~pe$ng$aru$hi~ ol ~e$h e$mpat 

fak$tor u$tama: bu$d ~ay~a, sosi~al~, pri~bad~i~, d ~an psi~k$ol ~og$i~s. 

K$u$rni~awan (2025) me$nu$nju$k$k$an bahwa d ~i~ e$ra d~i~g$i~tal ~ se$pe$rti~ se$k$arang$, 

fak$tor-fak$tor se$pe$rti~ harg$a, k$u$al~i~tas prod ~u$k$, d~an promosi~ ju$g$a sang$at me$ne$ntu$k$an 

k$e$pu$tu$san pe$mbe$l~i ~an, te$ru$tama d~i ~ k$al~ang$an g$e$ne$rasi~ mu$d~a y~ang$ ak$ti~f be$rbe$l~anja 

l~e$wat i~nte$rne$t 

1. Fak$tor Bu$d ~ay~a (Cu$l~tu$ral~ Factors), 

Me$mbe$ntu$k$ cara se$se$orang$ be$rpi ~k$i~r d ~an be$rti~nd~ak$, te$rmasu$k$ d ~al~am 

me$mi~l~i~h prod ~u$k$. K$are$na d~i~ang$g$ap me$nce$rmi~nk$an i~d~e$nti~tas d ~i~ri~.  

2. Fak$tor Sosi~al ~ (Soci ~al~ Factors),  

L~i ~ng$k$u$ng$an sosi~al~ se$pe$rti~ k$e$l~u$arg$a, te$man, atau$ k$omu$ni~tas ju$g$a 

pu$ny~a pe$ng$aru$h be$sar. Re$k$ome$nd~asi~ d~ari~ orang$ te$rd~e$k$at, atau$ se$k$ad~ar i~k$u$t 
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tre$n d~al~am k $e$l~ompok$ sosi~al~, se$ri~ng$ k$al~i~ me$nd~orong$ se$se$orang$ u$ntu$k$ 

me$mbe$l~i~ prod ~u$k$ te$rte$ntu$.  

3. Fak$tor Pri~bad~i~ (Pe$rsonal~ Factors),  

Se$ti~ap orang$ pu$ny~a l~atar be$l~ak$ang$ d ~an g$ay~a hi~d~u$p y~ang$ be$rbe$d~a, 

se$hi~ng$g$a cara me$re$k$a me$mbe$l~i~ ju$g$a be$rbe$d~a. Fak$tor se$pe$rti~ u$si~a, 

pe$k$e$rjaan, pe$nd~apatan, d~an g$ay~a hi~d~u $p sang$at be$rpe$ng$aru $h. 

4. Fak$tor Psi~k$ol~og$i~s  

K$e$pu$tu$san me$mbe$l~i~ ju$g$a d~i~pe$ng$aru$hi ~ ol~e$h hal~-hal~ se$pe$rti~ moti~vasi~, 

pe$rse$psi~, d~an si~k$ap. Ji~k$a se$se$orang$ me$rasa bati~k $ bi~sa me$mbu$atny~a te$rl ~i~hat 

e$l~e$g$an d ~an bang$g$a d ~e$ng$an bu$d ~ay~a se$nd ~i~ri ~, mak$a moti~vasi~ i~ni~ bi~sa 

me$mbu$atny~a te$rtari~k$ me$mbe$l~i~. Pe$rse$psi ~ posi~ti~f te$rhad ~ap me$re$k $ ju$g$a bi~sa 

me$mpe$rk$u$at k$e$pu$tu$san te$rse$bu$t. 

5. Fak$tor Pe$masaran 

Strate$g$i~ pe$masaran te$tap me$njad ~i~ fak$tor pe$nti~ng$, promosi~ y~ang$ 

me$nari~k$, harg$a y~ang$ se$su$ai~ d~e$ng$an ni ~l~ai~ prod~u$k $, se$rta k$u$al~i~tas y~ang$ bai~k$ 

bi~sa me$ni~ng$k$atk$an k$e$i~ng$i~nan k$onsu$me$n u$ntu$k $ me$mbe$l~i~.  

j. Indikator Keputusan Pembelian 

I~nd~i~k $ator k$e$pu$tu$san pe$mbe$l~i~an d ~i~g$u$nak$an u$ntu$k$ me$ng$g$ambark$an tahapan 

y~ang$ d ~i~l~al~u$i~ k$onsu$me$n d~al~am me$ne$ntu$k $an pi~l ~i~han te$rhad~ap su$atu$ prod~u$k$ atau $ 

jasa. 

Me$nu$ru$t K$otl~e$r d~an K$e$l~l~e$r (2022), k$e$pu$tu$san pe$mbe$l~i~an me$ru$pak$an prose$s 

be$rtahap y~ang$ d~i ~mu$l~ai~ d~ari~ mu$ncu $l~ny~a k$e$bu$tu$han hi~ng$g$a pe$ri~l~ak $u$ k$onsu$me$n 

se$te$l~ah me$l~ak $u$k$an pe$mbe$l~i~an. Se$ti~ap tahapan me$mi~l~i~k$i~ i ~nd~i~k$ator y~ang$ d ~apat 

d~i~amati~ d ~an d~i ~u$k$u$r d ~al ~am pe$ne$l~i~ti~an se$bag$ai~ be$ri~k$u$t: 

1. Tu$ju$an d~al ~am me$mbe$l~i ~ se$bu$ah prod ~u$k$ y~ai~tu$ pe$mbe$l~i~an y~ang$ 

d~i~l~ak$u $k$an ol~e$h k$onsu$me$n k$are$na su$d~ah me$njad ~i~ su$atu$ k$e$bu$tu$han 

2. Pe$mrose$san I~nformasi~ u$ntu$k$ sampai~ k$e$ pe$mi~l~i~k$ me$re$k $ y~ai ~tu$ 

pe$ncari~an i~nformasi~ y~ang$ d ~i~l~ak $u$k$an k$onsu $me$n se$cara y~ak$i~n tanpa 

ad~a k$e$rag$u$an 

3. K$e$mantapan pad~a se$bu $ah prod~u$k$ y~ai ~tu$ pe$mbe$l~i~ y~ak$i~n d~e$ng$an 
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prod~u$k$ y~ang$ d~i ~be$l~i ~ 

4. Me$mbe$ri~k$an re$k$ome$nd ~asi~ k$e$pad~a orang$ l~ai~n y~ai~tu$ pe$mbe$l~i~ 

me$mbe$ri~k$an i~nformasi~ me$ng$e$nai ~ prod~u $k$ y~ang$ d~i~be$l~i~ 

5. Me$l~ak$u$k $an pe$mbe$l ~i~an u$l~ang$ y~ai~tu$ pe$mbe$l~i~ me$l~ak$u$k$an 

pe$mbe$l~i~an k$e$mbal~i~ d ~e$ng$an prod~u$k $ y~ang$ sama 

D~ari ~ u$rai ~an d~i~atas d~apat d~i~si~mpu$l~k$an bahwa, k$e$pu$tu$san pe$mbe$l~i~an ad~al~ah 

prose$s y~ang$ d ~i~l~al~u$i~ k$onsu$me$n se$cara be$rtahap d~an ti~d~ak$ te$rjad~i ~ se$cara ti~ba-ti~ba. 

K$onsu$me$n te$rl ~e$bi~h d ~ahu$l~u$ me$ny~ad~ari~ k$e$bu$tu$hanny~a, k$e$mu$d~i ~an me$ncari ~ 

i~nformasi~, me$mband~i~ng$k$an be$rbag$ai ~ pi~l~i~han, hi~ng$g$a ak $hi~rny~a me$mu$tu$sk$an 

u$ntu$k$ me$mbe$l~i~ prod ~u$k$ te$rte$ntu$. Se$te$l~ah pe$mbe$l ~i~an d~i ~l~ak$u$k $an, k$onsu$me$n ak$an 

me$ni~l~ai~ apak $ah prod ~u$k$ te$rse$bu$t se$su$ai ~ d~e$ng$an harapan atau $ ti~d~ak$. Pe$ni~l~ai~an 

se$te$l~ah me$mbe$l~i ~ i~ni~ pe$nti~ng$ k$are$na ak$an me$me$ng$aru$hi ~ rasa pu$as, k$e$i~ng$i~nan 

u$ntu$k$ me$mbe$l~i~ k $e$mbal~i ~, se$rta k$e$se$d ~i~aan k$onsu$me$n u$ntu$k$ me$re$k$ome$nd~asi~k$an 

prod~u$k$ k$e$pad ~a orang$ l~ai~n. D ~e$ng$an me$mahami~ tahapan-tahapan i~ni~, d~apat 

d~i~k$e$tahu$i~ bag$ai ~mana d~an me$ng$apa k$onsu$me$n me$ng$ambi~l ~ k$e$pu$tu$san d~al ~am 

me$mbe$l~i~ su$atu$ prod~u$k $. 

 

k. Pengertian Batik Sungai Lemau 

Me$nu$ru$t Pe$me$ri~ntah K$abu$pate$n Be$ng$k$u$l~u $ Te$ng$ah (2023), Bati~k$ Su$ng$ai~ 

L~e$mau$ me$ru$pak$an bati~k$ k$has d~ari~ K$abu$pate$n Be$ng$k$u$l ~u$ Te$ng$ah y~ang$ 

be$rk$e$mbang$ se$bag$ai~ bag$i~an d~ari~ bu$d~ay~a d~an k$e$raji~nan masy~arak$at l~ok$al ~. Nama 

Su$ng$ai ~ L~e$mau $ se$nd~i~ri~ d~i~pi~l~i~h k$are$na be$rk$ai~tan d~e$ng$an se$jarah wi~l ~ay~ah y~ang$ 

me$njad~i~ i~d~e$nti~tas d~ae$rah d~an (se$bag$ai~ si~mbol~ bu$d~ay~a), se$hi~ng$g$a bati~k$ i~ni~ 

d~i~promosi~k$an se$bag$ai ~ prod~u$k$ bati~k$ k$has d~ae$rah Be$ng$k$u$l~u $ Te$ng$ah. Moti~f bati~k$ 

i~ni~ te$ri~nspi~rasi~ d~ari~ k$e$k $ay~aan al~am d~an bu$d~ay~a l~ok$al~, me$ncak$u$p be$rbag$ai~ moti~f 

k$has y~ang$ me$nce$rmi~nk$an k$e$hi~d ~u$pan masy~arak$at se$rta ni~l~ai ~ bu$d ~ay~a d ~ae$rah, y~ang$ 

me$mbe$d~ak $anny~a d~ari~ bati~k$ d~ae$rah l~ai~n d ~i~ I~nd~one$si~a. Se$l ~ai~n i ~tu$, bati~k$ i ~ni~ te$ng$ah 

d~i~d~orong$ u$ntu$k$ me$nd ~apatk$an pe$rl~i~nd ~u$ng$an I~nd~i~k$asi~ G$e$og$rafi ~s ag$ar d~apat 

me$mpe$rk$u$at posi~si~ prod~u$k$ d ~i~ pasar d~an me$nd~u$k$u$ng$ k $e$se$jahte$raan pe$ng$raji~n 

l~ok$al~. 
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B. Hasil Penelitian Yang Relevan  

 Pe$ne$l~i~ti~an Re$l~e$van ad ~al ~ah pe$ne$l~i~ti~an-pe$ne$l~i ~ti~an te$rd~ahu$l~u$ y~ang$ me$mi~l~i~k$i~ 

k$e$te$rk$ai~tan topi~k $, vari ~abe$l~, atau $ obje$k$ d ~e$ng$an pe$ne$l~i ~ti~an y~ang$ se$d~ang$ d~i~l~ak$u $k$an. 

Pe$ne$l~i~ti~an i~ni~ d~i~jad ~i~k$an ru$ju$k$an u$ntu$k$ me$nu$nju$k$k$an bahwa masal~ah y~ang$ d~i~te$l~i ~ti~ 

pe$rnah d~i~k$aji~ se$be$l~u$mny~a, te$tapi ~ masi~h me$mi~l~i~k$i~ ce$l ~ah, pe$rbe$d~aan, atau $ 

pe$ng$e$mbang$an y~ang$ l~ay~ak$ u$ntu$k$ d~i~te$l~i~ti~ k$e$mbal~i ~ 

a. Pe$ne$l~i~ti~an pe$rtama y~ang$ d~i~l~ak$u$k$an ol~e$h (Ri~zk$apu$tra e$t al~., 2024) be$rju$d~u$l~ 

“Pe$ng$aru$h Bau$ran Pe$masaran te$rhad~ap K$e$pu$tu$san Pe$mbe$l~i~an Bati~k$ Tu$l~i~s 

L~ase$m d~i ~ K$abu$pate$n Re$mbang$.” Pe$ne$l ~i~ti~an i ~ni~ me$ng$g$u$nak $an pe$nd~e$k$atan 

k$u$anti~tati~f d ~e$ng$an me$ng$anal~i~si ~s e$mpat e$l~e$me$n mark$e$ti~ng $ mi~x (prod ~u$k$, 

harg$a, te$mpat, promosi~) te$rhad~ap k$e$pu$tu$san pe$mbe$l~i~an. Hasi~l~ pe$ne$l~i~ti~an 

me$nu$nju$k$k$an bahwa k$u $al~i~tas moti~f, harg$a y~ang$ k$ompe$ti~ti~f, l~ok$asi~ g$al~e$ri~ 

y~ang$ strate$g$i~s, se$rta promosi~ me$l~al~u$i~ me$d ~i~a sosi~al~ be$rpe$ng$aru$h posi~ti~f d~an 

si~g$ni ~fi~k$an te$rhad~ap k$e$pu$tu$san pe$mbe$l~i~an k$onsu$me$n. Re$l~e$vansi~ pe$ne$l~i~ti~an 

i~ni~ te$rl~e$tak$ pad~a k $e$samaan vari~abe$l~ bau$ran pe$masaran (4P), me$sk$i~pu$n obje$k$ 

pe$ne$l~i ~ti~an be$rbe$d ~a. 

b. Pe$ne$l~i~ti~an k$e$d ~u$a ol ~e$h (Anabi~l~a & Su$si~l~a, 2024) be$rju$d ~u$l~ “Strate$g$i~ 

Mark$e$ti~ng$ Mi ~x d~al~am Me$ni~ng$k$atk$an D~ay~a Sai~ng$ Bati~k$ Tu$l~i~s Pe$k$al~ong$an.” 

Pe$ne$l~i~ti~an i~ni~ me$ne$k$ank$an pad~a pe$ne$rapan strate$g$i~ 4P d ~al~am me$ni~ng$k$atk$an 

d~ay~a sai~ng$ u$saha bati~k$. Hasi~l~ny~a me$nu $nju$k$k$an bahwa i ~novasi~ prod~u$k$, harg$a 

y~ang$ fl~e$k$si~be$l ~, k$e$mu$d~ahan ak$se$s l ~ok$asi~ showroom, se$rta promosi~ d ~i~g$i~tal~ 

me$l~al~u$i ~ I~nstag$ram d~an Face$book$ mampu$ me$ni ~ng$k$atk$an mi~nat d~an k$e$pu$tu$san 

pe$mbe$l~i~an k$onsu$me$n. Pe$rsamaanny~a te$rl~e$tak$ pad~a pe$mbahasan strate$g$i~ 

mark$e$ti~ng$ mi ~x, namu$n pe$ne$l~i~ti~an te$rse$bu$t l~e$bi~h fok$u$s pad~a d~ay~a sai ~ng$, 

bu$k$an se$cara l~ang$su$ng$ pad~a k$e$pu$tu$san pe$mbe$l~i ~an. 

c. Pe$ne$l~i~ti~an k$e$ti~g$a ol~e$h (Hary~ati~, 2023) be$rju$d~u$l~ “Anal~i~si~s Pe$ng$aru$h Prod~u$k$ 

d~an Harg$a te$rhad~ap K$e$pu$tu$san Pe$mbe$l~i~an Bati~k$ Jambi~ d~i ~ K$ota Jambi~.” 

Pe$ne$l~i~ti~an i~ni~ hany~a me$mfok$u$sk$an pad ~a d ~u$a vari~abe$l ~ mark$e$ti~ng$ mi ~x, y~ai~tu$ 

prod~u$k$ d ~an harg$a. Hasi~l~ pe$ne$l~i~ti~an me$nu$nju$k $k$an bahwa k$u$al~i~tas bahan, 

k$e$i~nd~ahan moti~f, se$rta k$e$se$su$ai~an harg$a d ~e$ng$an k$u$al~i ~tas be$rpe$ng$aru$h 
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si~g$ni ~fi~k$an te$rhad~ap k$e$pu$tu$san pe$mbe$l~i ~an. Re$l~e$vansi~ny~a ad ~al~ah pad ~a anal~i~si~s 

pe$ng$aru $h u$nsu$r mark$e$ti ~ng$ mi~x te$rhad~ap k$e$pu$tu$san pe$mbe$l~i~an, wal~au$pu$n 

be$l~u$m me$ncak$u$p 4P se$cara l~e$ng$k$ap. 

d. Pe$ne$l~i~ti~an k$e$e$mpat y~ang$ d~i~l~ak $u$k$an ol~e$h (Su$parni~ & I~sy~anto, 2022) be$rju$d~u$l~ 

“Pe$ng$aru$h Promosi~ d ~an L~ok$asi~ te$rhad ~ap K$e$pu$tu$san Pe$mbe$l~i ~an Bati~k$ 

Sol~o.” Pe$ne$l~i~ti~an i~ni~ me$ng$g$u$nak$an me$tod~e$ k$u$anti~tati~f d~an me$ne$mu$k$an 

bahwa promosi~ me$l~al ~u$i~ me$d~i~a sosi~al ~, pame$ran, d~an re$k$ome$nd~asi~ d~ari~ mu$l~u$t 

k$e$ mu$l~u$t se$rta l~ok$asi~ tok$o y~ang$ strate$g$i ~s be$rpe$ng$aru$h si~g$ni~fi~k$an te$rhad~ap 

k$e$pu$tu$san pe$mbe$l~i ~an. Pe$ne$l~i ~ti~an i~ni~ re$l ~e$van k$are$na me$ng$k$aji~ u$nsu$r promosi~ 

d~an te$mpat (pl ~ace$) d~al~am bau$ran pe$masaran te$rhad~ap k$e$pu$tu$san pe$mbe$l~i ~an. 

e. Pe$ne$l~i~ti~an k$e$l~i ~ma ol~e$h (Su$ry~ani~ e$t al~., 2024) be$rju$d~u$l~ “Pe$ng$aru$h Mark$e$ti~ng$ 

Mi~x te$rhad~ap K$e$pu$tu$san Pe$mbe$l~i ~an Prod~u$k$ U$MK$M Bati~k$ d~i ~ K$ota 

Y ~og$y~ak$arta.” Pe$ne$l~i~ti~an i~ni~ me$ng$anal~i~si~s pe$ng$aru$h vari~abe$l~ prod~u$k$, harg$a, 

te$mpat, d~an promosi~ se$cara si~mu$l ~tan te$rhad~ap k$e$pu$tu$san pe$mbe$l~i~an. Hasi~l~ 

pe$ne$l~i ~ti~an me$nu$nju$k$k$an bahwa se$cara be$rsama-sama mark$e$ti~ng$ mi~x 

be$rpe$ng$aru$h si ~g$ni~fi~k $an te$rhad ~ap k$e$pu$tu$san pe$mbe$l~i~an, d~e$ng$an vari~abe$l~ 

prod~u$k$ se$bag$ai~ fak$tor y~ang$ pal~i~ng$ d ~omi~nan. K$e$samaanny~a te$rl ~e$tak $ pad~a 

pe$ng$g$u$naan vari ~abe$l~ 4P se$cara l~e$ng$k$ap d ~an pe$nd~e$k$atan k$u $anti~tati~f. 

Be$rd~asark$an hasi~l~ pe$ne$l~i~ti~an te$rd~ahu$l~u$, d~apat d~i~si~mpu$l~k$an bahwa vari~abe$l~ 

mark$e$ti~ng$ mi ~x (prod ~u$k$, harg$a, te$mpat, d~an promosi~) te$rbu$k$ti~ be$rpe$ng$aru$h te$rhad~ap 

k$e$pu$tu$san pe$mbe$l~i~an k$onsu$me$n bati~k$. Namu$n, masi~h te$rd~apat k$e$se$njang$an 

pe$ne$l~i ~ti~an, k$hu$su$sny~a pad~a obje$k $ Bati~k$ Su$ng$ai~ L~e$mau$ d ~i~ Be$ng$k$u$l ~u$ Te$ng$ah y~ang$ 

be$l~u$m bany~ak$ d ~i~k$aji~. Se$l~ai~n i~tu$, be$l~u$m bany~ak$ pe$ne$l~i ~ti~an y~ang$ se$cara k$ompre$he$nsi~f 

d~an k$u$anti~tati~f me$ng$anal~i~si~s pe$ng$aru$h se$l~u$ru $h e$l~e$me$n 4P te$rhad ~ap k$e$pu$tu$san 

pe$mbe$l~i~an pad ~a bati~k$ l ~ok$al~ d~ae$rah be$rk$e$mbang$. Ol~e$h k$are$na i~tu$, pe$ne$l~i~ti~an i~ni~ 

pe$nti~ng$ d~i~l~ak$u$k$an u$ntu$k$ me$ng$i~si ~ k$e$se$njang$an te$rse$bu$t d~an me$mbe$ri~k$an k$ontri~bu$si~ 

e$mpi~ri~s te$rhad~ap pe$ng$e$mbang$an strate$g$i~ pe$masaran U$MK$M Bati~k$ Su$ng$ai~ L~e$mau$. 
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C. Kerangka Berpikir 

K$e$rang$k$a be$rpi~k$i~r me$ru$pak$an g$ambaran y~ang$ me$nje$l~ask$an pol~a hu$bu $ng$an 

antara vari~abe$l~ i~nd ~e$pe$nd~e$n (X) d~an vari~abe$l~ d~e$pe$nd ~e$n (Y ~). Vari~abe$l~ i~nd~e$pe$nd~e$n 

d~al~am pe$ne$l~i ~ti~an i~ni~ ad ~al~ah strate$g$i~ mark$e$ti~ng$ mi ~x, y~ang$ te$rd~i~ri~ d~ari~ (prod~u$ct, pri~ce$, 

pl~ace$, d ~an promoti~on). Vari~abe$l ~ i~ni~ d~i~asu$msi~k$an me$mi~l~i ~k$i~ pe$ng$aru$h te$rhad ~ap 

vari~abe$l~ d~e$pe$nd ~e$n y~ai~tu$ k$e$pu$tu$san pe$mbe$l~i~an (Y ~). Vari~abe$l~ i ~nd~e$pe$nd ~e$n me$ru$pak$an 

vari~abe$l~ y~ang$ me$me$ng$aru$hi~, se$d~ang$k$an vari~abe$l~ d ~e$pe$nd~e$n me$ru$pak $an vari~abe$l~ 

y~ang$ d ~i~pe$ng$aru$hi ~ ol~e$h k$e$be$rad~aan vari~abe$l~ i~nd~e$pe$nd~e$n. D~e$ng$an me$mahami~ 

vari~abe$l~-vari~abe$l~ te$rse$bu$t, pe$ne$l~i~ti~ d ~apat me$ng$u$mpu$l~k $an d~an me$ng$anal~i~si~s d~ata 

se$cara si~ste$mati~s, obje$k$ti~f, d~an te$rarah se$hi ~ng$g$a pe$ne$l ~i~ti~an d~apat me$ng$hasi~l~k$an 

te$mu$an y~ang$ val~i~d ~ se$cara i~l~mi~ah. 
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Gambar 2.1 

Kerangka Pemikiran 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Su$mbe$r :  

Je$rome$ E$. McCarthy~ (1964) 

Keputusan Pembelian 

(Y) 

1. Tujuan dalam membeli 

sebuah  

2. Pemprosesan Informasi 

untuk sampai ke pemilik 

merek  

3 . Kemantapan pada sebuah 

produk  

4. Memberikan rekomendasi 

kepada orang lain  

5. Melakukan pembelian 

ulang  

 

Sumber: Kotler dan Keller (2022), 

 

Strategi Marketing Mix 

(X) 

1. Produk (Product) 

1. Performance,  

2. Fitur produk (feature) 

3. Jenis produk  

4. Keandalan (reliability),  

 2. Harga (Price) 

1. Keterjangkaun Harga 

2. Kesesuaian harga dengan 

kualitas produk. 

3. Kesesuaian harga dengan 

manfaat 

4. Harga sesuai kemampuan 

atau daya saing harga 

3. Promosi (Promotion) 

 1.   Periklanan 

 2.   Penjualan  

      3.   Promosi  

4. Tempat/ Distribusi (Place) 

      1.   Akses,  

      2.   Visibilitas,  

      3.   Lalu lintas (traffic) 

      4.   Tempat parkir yang luas,   

nyaman dan aman. 

Sumber: Kotler dan Keller (2022), 
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D. Hipoteis Penelitian 

Me$nu$ru$t Se$k$aran d~an Bou$g$i~e$ (2020),  me$nje$l~ask$an bahwa hi~pote$si~s 

be$rfu$ng$si ~ se$bag$ai ~ pand~u$an pe$ne$l~i~ti~an k$are$na me$ng$arahk $an pe$ne$l~i~ti~ d~al ~am 

me$ne$ntu$k$an vari~abe$l ~ y~ang$ ak$an d ~i~u$ji~ se$rta me$tod~e$ anal~i~si~s y~ang$ d~i~g$u $nak$an. D~e$ng$an 

ad~any~a hi~pote$si~s, pe$ne$l~i ~ti~an me$njad ~i~ l~e$bi~h te$rstru$k$tu$r d~an fok$u$s pad~a tu$ju$an y~ang$ 

i~ng$i ~n d~i~capai ~. 

Be$rd~asark$an k$e$rang$k$a be$rpi~k$i~r d~i ~ atas, mak$a hi~pote$si~s pe$ne$l~i ~ti~an d ~apat 

d~i~aju$k$an se$bag$ai~ be$ri~k$u $t: 

1. Hi~pote$si~s Al~te$rnati~f (Ho)  

Strate$g$i~ Mare$ti~ng$ Mi ~x 4P Ti~d~ak$ Be$rpe$ng$aru$h Te$rhad ~ap K$e$pu$tu$san 

Pe$mbe$l~i~an Bati~k$ Su$ng$ai~ L~e$mau$ D~i ~ D~e$sa Pad~ang$ K$e$d ~e$pe$r K$abu$pate$n 

Be$ng$k $u$l~u$ Te$ng$ah 

 

2. Hi~pote$si~s Ni~hi ~l~ (Ha) 

Strate$g$i~ Mare$ti~ng$ Mi~x 4P Be$rpe$ng$aru$h Te$rhad ~ap K$e$pu$tu$san 

Pe$mbe$l~i~an Bati~k$ Su$ng$ai~ L~e$mau$ D~i ~ D~e$sa Pad~ang$ K$e$d ~e$pe$r K$abu$pate$n 

Be$ng$k $u$l~u$ Te$ng$ah 

 
 
 
 

 

 


