ABSTRACT

This study aims to analyze and empirically test the hypotheses of the effect
of marketing mix (product, price, place, promotion, process, people, and physical
evidence) on buying decision and re-charge of PT. Telkomsel data services
package. Sample of respondents in this study are customer of Telkomsel was
selected ramdomly in Makassar area that consist of 39 Kartu Halo users, 52
Kartu As users, and 109 Kartu Simpati users.

Structural Equations Madeling (SEM) used to analyze and test the hypotheses.
The study found that model were proposed is fit based on Goodness of Fit Indices.
Hypotheses testing concludes that product, price, promotion, and process have
significants and positive effect on buying decision of PT. Telkomsel data service
package while place, people, and physical evidence have no sifgificant effect.
Significant effect was found too in buying decision on re-charge of PT. Telkomsel
data services package.
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ABSTRAK

Penelitian ini bertujuan menganalisis dan menguji hipotesis secara empiris
pengaruh bauran pemasaran (product, price, place, promotion, process, people,
physical evidence) terhadap keputusan pembelian dan re-charge paket layanan
data PT. Telkomsel. Sampel responden dalam penelitian ini adalah pelanggan
Telkomsel di Makassar yang diambil secara acak terdiri dari 39 pengguna Kartu
Halo, 52 pengguna Kartu As, dan 109 pengguna Kartu Simpati.

Structural Equations Modeling (SEM) digunakan untuk menganalisis dan menguji
hipotesis. Penelitian ini menemukan bahwa model yang dibangun oleh penelit fit
dan memenuhi Goodness of Fit indeks. Hasil uji hipotesis menyimpulkan bahwa
product, price, promotion, dan process berpengaruh positif dan signifikan
terhadap keputusan pembelian paket layanan data PT. Telkomsel sedangkan
place, people, dan physical evidence tidak berpengaruh signifikan. Pengaruh
signifikan juga ditemukan pada keputusan pembelian terhadap re-charge paket
layanan data PT. Telkomsel.

Kata Kunci : Product, Price, Place, Promotion, Process, People, Physical
Evidence, Keputusan Pembelian, Re-Charge.
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