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ABSTRAK 
 

 

Fransiska Juliana Sipayung, 2008, Pengaruh Pelaksanaan Personal Selling 

Terhadap Keputusan Pembelian Konsumen di AUTO2000 Cabang Pasteur 

Bandung, dibawah bimbingan Dr. Ir. Surachman Surjaatmadja, MM.  
Dari penelitian diketahui besarnya pengaruh personal selling terhadap keputusan 

pembelian adalah 38,53%, yang artinya 38,53% dari keputusan pembelian di 

pengaruhi oleh personal selling, sisanya 61,47% di pengaruhi oleh variabel- 

 variabel lain.Personal Selling ditinjau dari 7 aspek yaitu : prospek & kualifikasi, 

pendekatan awal, pendekatan, presentasi & demonstrasi, mengatasi keberatan, 

penutupan, tindak lanjut & pemeliharaan. Keputusan pembelian dilihat dari 5 

aspek yaitu : pengenalan masalah, pencarian informasi, evaluasi alternatif, 

keputusan pembelian, perilaku pasca pembelian. metode penelitian yang 

digunakan penulis adalah tipe penelitian korelasional dan kausalitas. Unit analisis 

(Unit of Analysis) penelitian ini adalah individual yaitu para pelanggan atau 

pengguna jasa AUTO2000 Cabang Pasteur Bandung. Dilihat dari waktu 

pengumpulan datanya (time horizon) penelitian ini bersifat cross section. 
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ABSTRACT 

 

 
 

 

Fransiska Juliana Sipayung, 2008, The Influence of Personal Selling to the 

Consumer Buying Decision in Auto2000 Pasteur Branch Bandung, under 

supervision of Surachman Surjaatmadja,MM. 

The influence of Personal Selling towards decision making is 38,53% which 

means that 38,53% of buying decision are influenced by personal selling, the rest 

of 61,47 % are influenced by other variables.  Personal Selling is observed from 7 

aspects that is : Prospecting and Qualifying, Preapproach, Approach, Presentation 

and Demonstration, Overcoming objectives, Closing, Follow up and Maintenance. 

Buying decision is observed from 5 aspect, that are: Problem knowing, 

Information seeking, Alternative evaluation, buying decision, Pasca buying 

behavior.The research methods which the writer uses are description and 

verification methods, the research type are correlation and causal type. The 

Analysis Unit of this research is individual where each of the customers or the 

service users of AUTO2000 Pasteur Branch Bandung are viewed from the data 

collecting time (Time Horizon).This research is typically cross section. 
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