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ABSTRAK 

 

Rian Anriyana 201410325224 Pengaruh Bauran pemasaran (Produk, 

Price, Promotion, place) Terhadap Keputusan pembelian Pipa Power max 

PT.Tirtakencana Tatawarna di Bekasi Utara. 

 Penelitian ini bertujuan untuk mengetahui kebijakan pemasaran produk 

Pipa Power Max pada pada konsumen  di Bekasi Utara yang ditinjau dari sudut 

bauran pemasaran yang meliputi: produk, harga, saluran distribusi dan promosi. 

Metode penelitian yang digunakan adalah metode deskriptif dan pengumpulan 

data dilakukan dengan cara, kuesioner. Pengambilan sampel dengan 

menggunakan metode purposive sampling, jumlah sampel yang diambil adalah 

sebanyak 90 responden yang mewakili populasi dan data yang dianalisis dengan 

menggunakan analisis kuantitatif. 

Dari hasil penelitian menunjukan bahwa dari segi kebijakan produk rata-

rata responden menyatakan kualitas Pipa Power max baik, lebih baik 

dibandingkan pesaing, lengkap, pelayanan baik, lebih lengkap dibandingkan 

pesaing, tidak pernah rusak sewaktu pengiriman.. Dari segi kebijakan saluran 

distribusi rata-rata responden menyatakan mudah menghubungi perusahaan, 

lokasi strategis, membeli produk melalui telepon, perusahaan tidak pernah 

kehabisan persediaan, barang dikirim pada hari pemesanan. Dari segi kebijakan 

promosi rata-rata responden menyatakan promosi sedang, memperoleh informasi 

produk dari Media televisi, internet,karyawan/salesman, informasi yang diperoleh 

cukup lengkap dan jelas, jumlah kunjungan salesman dua kali setiap bulan. 

Beberapa saran yang penulis ajukan antara lain mempertahankan kebijakan yang 

telah diambil, menentukan jangka waktu pembayaran kredit tanpa adanya 

kesepakatan, mempertahankan kemudahan dalam menghubungi perusahaan, 

meningkatkan kegiatan promosi agar volume penjualan dapat meningkat. 

 

Kata  Kunci : Bauran pemasaran (Produk, Price, Promotion, place) Terhadap 

Keputusan pembelian 
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ABSTRACT 

 

Rian Anriyana 201410325224. Effect of marketing mix (Products, Price, 

Promotion, place) Towards the purchase decision of PT. Tirtakencana Tatawarna 

Power max Pipe in North Bekasi. 

This study aims to determine the marketing policy of Pipeline Power Max 

products on consumers in North Bekasi which is viewed from the point of view of 

the marketing mix which includes: products, prices, distribution channels and 

promotions. The research method used is descriptive method and data collection is 

done by means of a questionnaire. Sampling using purposive sampling method, 

the number of samples taken is as many as 90 respondents representing the 

population and the data analyzed using quantitative analysis. 

From the results of the study showed that in terms of product policy the 

average respondent stated that the quality of the pipeline is good power max, 

better than competitors, complete, good service, more complete than competitors, 

never damaged during delivery. In terms of average distribution channel policy 

The respondent stated that it was easy to contact the company, strategic location, 

buy the product by telephone, the company never ran out of inventory, the goods 

were sent on the day of ordering. In terms of promotion policy, the average 

respondent stated that promotion was, obtaining product information from 

television media, internet, employees / salesmen, the information obtained was 

quite complete and clear, the number of salesman visits twice each month. Some 

suggestions that the authors propose include maintaining the policies that have 

been taken, determining the credit repayment period without an agreement, 

maintaining the ease of contacting the company, increasing promotional activities 

so that sales volume can increase. 

 

Keywords: Marketing mix (Products, Price, Promotion, place) on purchasing 

decisions 
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