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ABSTRAK 

Penelitian ini bertujuan untuk menguji bagaimana kondisi bauran promosi 

yang telah diimplementasikan pada acara Indonesia Fashion Week 2015 serta 

mencari tahu apakah terdapat pengaruh dari bauran promosi terhadap keputusan 

pembelian tiket Indonesia Fashion Week (IFW) 2015 tersebut. 

Penelitian ini ditujukan untuk menjadi evaluasi bagi pelaksanaan IFW 

selanjutnya juga sebagai awal bagi peneliti selanjutnya dalam topik bauran 

promosi, keputusan pembelian, dan IFW. 

Pengumpulan data utama pada penelitian ini dilakukan melalui kuesioner 

yang disebar pada 100 responden yang merupakan pengunjung IFW 2015. 

Metode penentuan sampel menngunakan teknik non probability sampling, lebih 

tepatnya purposive sampling. 

Kuesioner didistribusikan kepada responden melalui media sosial. Dan 

analisis yang diujikan pun meliputi uji validitas, uji reliabilitas, uji asumsi klasik, 

uji regresi sederhana, dan pengujian hipotesis. 

Hasil dari uji regresi sederhana yaitu, setiap peningkatan variabel bauran 

promosi (X) sebesar satu satuan, maka variabel keputusan pembelian (Y) akan 

meningkat sebesar 0,084 kali. Indikator bauran promosi yang paling kuat adalah 

public relation. Dan koefisien determinasi yang diperoleh sebesar 0,123%. Hal ini 

berarti 12,3% keputusan pembelian dipengaruhi oleh variabel bauran promosi 

sedangkan sisanya dipengaruhi oleh variabel lain yang tidak dijelaskan dalam 

penelitian ini. 

 

Kata kunci: promotion mix, bauran pemasaran, keputusan pembelian, purchasing 

decision, Indonesia Fashion Week.  
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ABSTRACT 

This research’s main objectives were to evaluate and examine 

scientifically how the promotion mix implementation had been for Indonesia 

Fashion Week (IFW) 2015 and also to identify if there was ever any effect of 

promotion mix to purchase decision on the selling of IFW 2015 tickets. 

This research was held in purpose to be a brief evaluation for the next 

IFW and a beginning contribution for every other research in fields of promotion 

mix, purchasing decision, or IFW. 

The main data required for this research was obtained through the 

questionnaires that were distributed to 100 respondents who were nothing but the 

visitors of the event. The sampling method used in this research was non 

probability sampling technique, or moreover, the purpsive sampling.  

Questionnaires were all distributed through social medias. Another test 

that were examined in this research would be the validity, reliability, normality, 

simple regression, and F-test test. 

From all the datas collected and examined, a set of results had been found, 

and can be summarized as the following; from the simple regression test it was 

found that every increase of promotion mix in certain measure would also 

increase the purchase decision by 0,084%,  the strongest degree would be public 

relation while the lowest would be personal selling, and 12,3%  of purchasing 

decision was affected by promotion mix while the rest would be explained by othe 

factors that were not examined in this research. 

 

Keyword: promotion mix, purchasing decision, Indonesia Fashion Week 
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