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ABSTRAK 

 

 

 

Metode yang di pakai dalam Penelitian ini adalah metode Explanatory Survey 

berdasarkan jenis Penelitian, yakni Penelitian Deskriptif dan Verifikatif. Melalui 

Penelitian Deskriptif maka dapat diperoleh gambaran mengenai pelaksanaan 

Marketing Public Relations terhadap keputusan pembelian konsumen di Dealer 

Suzuki Thamrin Kamboja. Sedangkan jenis Penelitian verifikatif pada dasarnya 

ingin menguji kebenaran dari suatu hipotesis yang di laksanakan melalui 

pengumpulan data di lapangan guna memprediksi dan menjelaskan hubungan 

sertapengaruh dari suatu variabel ke variabel lainnya. Hasil dari penelitian ini 

dapat disimpulkan bahwa komunikasi pemasaran Marketing Public Relations 

pada penjualan produk Suzuki Thamrin Palembang dapat menimbulkan daya 

beli masyarakat terhadap produk Suzuki. Melalui Marketing Public Relations 

Suzuki Thamrin melakukan promosi melalui media digital seperti website resmi 

dan juga media sosial seperti instagram dan Facebook untuk mengenalkan dan 

memasarkan Produk mobil Suzuki. Tak hanya itu Marketing Public Relations 

Thamrin juga sering mengikuti acara-acara Event oleh mitra Suzuki Thamrin 

yang sering diadakan di Mall dan tempat banyak pengunjung sehingga produk 

mobil Suzuki semakin dirilik oleh Masyarakat dalam membeli kendaraan 

beroda empat. 
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ABSTRACK 

 

 

 

The method used in this research in the Explanatory Survey method based on the 

type of research, namely Descriptive and Verification Research, an overview can 

be obtained regarding the implementations of Marketing Public Relations on 

consumer purchasing delicions at Suzuki Thamrin Dealers, Cambodia.While this 

type of verifications research basically wants to test the truth of a hypothesis 

which is carried out through collecting data in the field to predict and explain the 

relationship and influence of one varieble to another. The results of this study 

can be concluded that marketing public relation marketing communication on 

the sale of Suzuki Thamrin Palembang products can increase peoples 

purchasing powerfor Suzuki product. Through marketing public relation Suzuki 

Thamrin conducts Promotion through digital media such us the official website 

and also social media such us instagram and facebook to introduce and market 

suzuki car products. Not Only that, Thamrin marketing Public relation also often 

participates in even by Suzuki Thamrin patner which are often held in malls and 

places where there are many visitor so that suzuki car products are increasingly 

attracted by the public in buying four wheeled vehicles. 
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