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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh keputusan 

pembelian yang terdiri dari personal selling, direct marketing, dan 

brand image terhadap keputusan pembelian Starbucks Coffee Gubeng 

Surabaya. Pendekatan penelitian yang digunakan adalah penelitian 

kuantitatif. Populasi dalam penelitian ini adalah konsumen di 

Starbucks Coffee Gubeng Surabaya. Teknik pengambilan sampel 

menggunakan metode purpossive sampling dengan jumlah sampel 

sebanyak 96 orang. Teknik pengumpulan data menggunakan kuisioner 

yang telah diuji validitas dan reliabilitasnya. Teknik analisis data yang 

digunakan untuk menjawab hipotesis penelitian ini adalah uji regresi 

berganda. Hasil penelitian ini menunjukkan bahwa variabel personal 

selling, direct marketing, dan brand image berpengaruh signifikan 

secara simultan terhadap keputusan pembelian. Secara parsial, variabel 

personal selling, direct marketing, dan brand image berpengaruh 

signifikan terhadap keputusan pembelian. 

Kata Kunci : Personal Selling, Direct Marketing, Brand Image, dan 

Keputusan Pembelian 

 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

 

This study aims to determine the effect of purchasing decisions 

consisting of personal selling, direct marketing, and brand image on 

the purchasing decisions of Starbucks Coffee Gubeng Surabaya. The 

research approach used is quantitative research. The population in 

this study are consumers at Starbucks Coffee Gubeng Surabaya. The 

sampling technique used purposive sampling method with a total 

sample of 96 people. Data collection techniques using questionnaires 

that have been tested for validity and reliability. The data analysis 

technique used to answer the research hypothesis is multiple 

regression test. The results of this study indicate that the variables of 

personal selling, direct marketing, and brand image simultaneously 

have a significant effect on purchasing decisions. Partially, the 

variables of personal selling, direct marketing, and brand image have 

a significant effect on purchasing decisions. 

Keywords: Personal Selling, Direct Marketing, Brand Image, and 

Purchase Decision 
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