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ABSTRACT

The tourismsector is one of the businesses that relies onthe government to obtainforei gn exchange.
That is why this sector increasingly has ani nportant role inthe Indonesian economy, either as a source of
forei gn exchange earnings or as a busi ness opportunitiesint he utilization of s mall and nedi umsizedi ndustries.
Nowadays, becauset he conpetitioninthe hospitality industryis verytight, thereforeit needstrategiesto attract
newconsuners. Hotel Sedona Minado as one of the five star hotels is also doing various pronotional mix
strategies to attract consumer purchase. This research is to examne the influential factors on consumers’
purchase decisionat Hotel Sedona Manado. Discri ninant anal ysisisthe statistical nethod usedinthe analysis
of this research, wth sales pronotion personal selling, advertising and consumer purchase decision as the
variables. Theories supportingthis research are sales pronotion, personal selling, advertising and consuner
purchase decision The populationthat is mainy observedinthisresearchis people who have stayed at Hotel
Sedona Manado withthe sanplesize as many as 50 respondents. The result showsthat bat h purchaser and non-
purchaser of Hotel Sedona Manado have significant differences, which sales promotionisthe most dom nant
variable in discri ninating consuner purchase decision fdlowed by personal selling and advertising

Keywords: sales pronuotion, personal selling advertising, consuner purchase decision

I NTRODUCTI ON
Research Background

Thetouris msectoris one of the nost potential sectorto be devel opedinlndonesia Thisis becausethe
tourismsector directly touches and involves a la of people it is bring a variety of i mpacts on the w der
comnmunity. The potertia of thetourismsector has grown rapidy, especialyinthe devel oprent of the global
economy. Touris mhas becone one of the businesses that rely onthe governnent to obtainforei gn exchange.
That is why this sector increasingly has an i nportant role inthe Indonesian economy, both as a source of
foreign exchange earnings as Well as business opportunities in the utilization of small and nediumsized
industries, that are expectedto bethe strength of t he economc devel opent and gai ning nore serious treatme nt
as the pace of devel opnent of touris msector inIndonesia

Based on data fromthe Mnistry of Tourismand Creative Economy, Republic of Indonesia the
nunber of tourist arrivalsto I ndonesiain 2012 reached 8traveller 8 044, 462, up 5 2%conparedto 2011 For a
length of stay and expenditure of foreigntourists in 2012 an average of 7.7 days and $ 1,133 per foreign
tourists. The effect on the spending of foreigntourists i ncreased touris mforeign exchange earnings in 2012,
Rising tourist move ment becane an opportunity for the worlds nations destinationto boost tourismsector.
I ncreasi ng nu mber of visitsl ndonesiat ouris mhas brought 1 ndonesidsranki ngrose from74t h positionto 70thin
the world anmong 140 countries. Nowadays, for the beauty of natural resources and price conpetitiveness
Indonesia is a conpetitive enough, where it ranked 6 and 9. Accordingtothe analysis of the Orectorate
General of Tourism Marketing Mirket Devel opnent, M nistry of Touris mand Creative Econony, Indonesia’s
touris mgrowt h can nat be separated froma variety of events or series of events pronotedin 2012 Preparation
activities such as APEC Sumnit in 2013 and related to the Meting Incentives, Convention and Events
(MCB), throughout on February 2013 are a nunber of i nternational eventsthat contributetoanincreasingl ythe
nunber of foreigntouriststo Indonesia. Exanples of i nternational events held during on February, ie: music
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concert i nJakarta such as U- Kiss concert, Dennis Ferrer, Fiercethe \eil, The Sone Roses; I ndonesia Fashion
Week 2013 As for the convertion activities in Bali such as The 3rd Asian Congress on Schizopherenia
Research, 3rd Asian Society for Neuroanesthesiaand Qritical Care (ASNACQO), andthe 2nd Annual Indonesia
M ning 2013 Conference. The Depart ment of Culture and Tourismof Indonesia expects there wll be an
increasi ng nuber of foreigntourists visiting | ndonesiafromyear to year. Int helast fi ve years of t he nunber of
foreigntourist arrivalsthrough several entrances of some areas continuestorise Inthe year 2008t o0 2012, the
nunber of foreigntourists coningtolndonesiaincreased dramatically each year. This provesthe pronotion of
the beauty of Indonesiain theinternational eyesis very well, thus directlyincreasing revenues inthe for mof
forei gn exchange as well as the vel ocity of moneyinthe country.

The increase intourist arrivals to Indonesia did not only happenin general, but alsoinsone mgjor
cities, such as Bali, Yogyakarta Jakarta and other tourist areas. One of thetourist destinationsinlndonesiais
North Sulawesi. By raisingthe char mBunaken Island as North Sul awesi tourismi cons, it maki ngtourist visits
to North Sulawesi increasing every year. I naddition several international everts heldin North Sulawesi to be
one mgjor factor increase intourist arrivals, such as event Sail Bunaken and the World Ccean Conference
(WOC 2009, the ASEAN Regional Forum DOsaster Relief Exercises (ARF D REX 2011, Tonohon
Inernational Hower Festival 2012 and ot her i nternational events. I n addition, a national event in 2013 as the
National Press Day ( HPN heldin February and also bring domestict ourists who caneto North Sulawesi. This
occurs becausethe North Sulawesi continuesto develop attractions for tourist visits andi ncrease revenue from
touris msector. Theincreaseinthe numnber of tourists has ledt oincreased nunber of accommodationas well as
travel agents, hatels, restaurants and various busi nesses that deal i nsupportingtouris min North Sulawesi. From
al of this, one of the elementsthat are very supportive intourismisthe provision of hotel. Hotel is one of the
i nportant accommnodation for the tourists who cone to North Sulawesi tostay.

Hotel Sedona Minado is one of the few five-star hotels in North Sulawesi are engaged in a
conpetitive business inthe hospitalityindustry. Duetothe devel opnent of i ncreasingly keentoincreases hotel
revenue, it is necessary promotional strategiesto attract touriststo want tostay at this hotel. To generate sales
and profits, the benefits of products have to be communicatedto custoners. In marketing thisis commonly
known as pronotion Promotional mx consists of a blend of advertising personal selling sales pronotion,
publicrelaions and direct marketingtods ( Adebisi and Babat unde, 2011). Inthis case, Hotel Sedona Manado
use all existing pronotion mi X, but i nincreasing room occupancy variables most comnonly used arethe sales
pronotion personal selling and advertising For promotion through public relationis rarely used by Hotel
Sedona Manado, becausethis hotel already buil dt he relaiont hrough personal selling Besidethat, the maintool
of publicrelation are publications, events, news, speeches, public service activities, andidertity media, which
means Wl take nore costsin doingthis pronotion So, this hotel just usesthree kind of pronotional mxthat
more effective and efficient inincreasing roomoccupancy. The occupancy rate per year is still volatile or
unstableini nprove nent. In 2011t he occupancy rate may bethe highest, but decreasedagainin 2012 Soasto
increaset he occupancy rate of roons, Hotel Sedona Manadois supposedto know what isthe nost i nfl uencing
consuner purchase decisions tocone tostay or na tostay at their hotel.

Sales pronmotion personal selling and advertising by Hotel Sedona NMhinado was perfor med
continuously. Sales pronotion conducted by this hotel also are various, such as by organizing exhihitions,
providing discounts, coupons, specia packages (Christ mas, Hd, Easter, Valentine, New Year, etc), free stay
vouchers, etc. As for the personal selling by marketing of Hotel Sedona Minado, carried out fiveti nes a week
( Mbnday - Friday). Personal sellingis doinginthe for mof asales call, such as goingtothe conpaniesthat are
listedint he database of eachsales person Inaddition, toincreasetheless occupancy of this hotel, sal es person
also often do sales blitz out of town. Wsually, inthis case, it needs nore peopleto dothis kind of nethod of
personal selling When doingthe sales blitz, every depart nent will send a person as a representative i n such
activities. Whilefor advertising Hotel Sedona Manado promotesthe products or services through print media,
such as newspaper and brochure. Besidesthat, this hotel has a websitethat can easily be accessed by cust onmers
and help themto know more about Hotel Sedona Manado by providng infor nation about wththis hotel.
P acing a bi g banner or billboardinfront of t he entrance of t his hotel also hel ps attract attention of t he peopleto
come and stay at Hotel Sedona Minado. Seeingthe importance of the influence of sales pronotion personal
sellingand advertisingat Hotel Sedona Manadoindeter mning consuner purchasing decisions, especialyinthe
decisionto stay or nat to stay.
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Research Qbjective

There are several nain objectives that wil be examned, relaed with all the stated problens at the previous

section, which are;

1 To analyze the significant differences bet ween consumner decisionto stay and not stay at Hotel Sedona
Manado.

2 To analyze the influence of sales pronotion personal selling and advertising on differences i n consu ner
purchase decision

3. To anal yze which variabl es of sal es pronotion, personal sellingand advertisingt hat hasthe nost si gnificant
i nfluence on consuner purchase decisions a Hitel Sedona Mnado.

THEORETI CAL FRAME WORK

Sales Pronotion

Kotler and Keller (2009: 554) stated that sales pronotion a key ingredient in marketing canpaigns,
consists of a collection of incentivetods, nostlyshortter m designedtosti mulate quicker or greater purchase
of particuar products or services by consuners or thetrade. Accordingto Adebisi and Babatunde (2011), sales
pronotion activities are a for mof indirect advertiserent, designed to sti mulate sales mainly by the use of
incertives; Free sanple, Twi n-pack bargain Te nporary price reduction, Special discount bonus. Itistherefore
pertinent to conclude that the pri nary objectives of sales pronotionis the induce and sti nulate i mmediate
purchase of a product and increase the sales turnover of a firnis product or service (Banabo and Koroye, 2011).

Personal Selling

Bl yt he (2005: 231) defined personal sellingis probabl yt he nmost powerfu narketingt ool the fir mhas. A
salesperson sitting in front of a prospect, discussingthe custoner’s needs and explaining directly howthe
product wll benefit hi mor her, is nore likel yto get the business than any advertising PR or sales pronotion
techni que available. Berkowitz et al., (2000) i dertifiedt he objectives of personal selling divi dedi ntosixstages,
such as prospecting pre-approach approach presentation c ose and fdlow up.

Advertising

Kotler and Keller (2009 538) defined advertising as any paid for mof nonpersonal presentation and
pronotion of ideas, goods, or services by anidentified sponsor. d owand Baack (2010: 145), advertisingis a
maj or conponent of i ntegrated marketing communi cations. Adebisi and Babat unde (2011) defined advertising
asthe process of communi cation, persuasi veinfor nation about a product tothe markets by neans of the written
and spoken word

Consuner Purchase [ecision

Lovel ock and Wrtz (2011:67) statedthat many purchase decisions for frequently purchased servi ces
are quite sinple and can be nmade quickdy, wthout too much thought -the perceived risks are low the
alternatives are clear, and, becausethey have been used before, their characteristic are easily understood. After
the purchase, the consuner m ght experience dissonancet hat ste ns fromnotic ngcertain disqui eting feat ures or
hearing favourable things about other brands and will be alert toinfor nationthat supports his or her decision
(Kotler and Keller, 2009: 213).

Rel ationshi p Bet ween Sales Pronotion Personal Selling, Advertising and Gonsurmer Purchase Decisions

One of the purposes of a sales pronotionistoelicit a direct i npact onthe purchase behavior of the
fir nis consuners, sofirns have torethinkthe relationship bet ween attitude and behavi or of their consuners
(Chaharsoughi and Handard 2011). Sarfoet al. (2011) alsofound sales promotion i nfl uence creation of need
awareness, provide infor metion on and sales pronuotion deter mne consumner purchase decision Salespeople
were idertified as an essential source of infor mation inthe decision- making process for many consumers
(Harrison et al., 2011). Berkowtz et al. (2000) found that personal selling invaves a t wo-way flow of
comrruni cation bet ween a buyer and seller, ofteni na face-to-face encounter, designedt oi nfl uence a person’s or
group’s purchase decision. Advertisenent is a promotional tool that is available for marketers to create
awareness about the brand and moul dtheir custoners’ behavi or towards that brand for taking final purchase
decision (Naz e a, 2012).
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Previows Research

Modi and Jhulka (2012) found that pronotional schemnes have mgjor i nplication on purchasing
decision Mrketers can use the combination of relevant pronotional schenes as an effective toal for selling
their products. Chai pradernsak (2007) foundthat both de mographic factors and marketing mi x factors do not
have significant relationship withthe consuners’ purchasing decisions inthe Bangkok pet retailing business,
while the consuner behavior has a significant relationship with the consumers’ behavior in Bangkok pet
retailing busi ness. Alawadi and Neslin(1998) i ndicatedthe result of t his study specifyani nci dence, choice and
guantity model, where category consunption varies witht helevel of househd dinventory. Kailani (2012) found
that the research of integrated marketing communicationinfluence on consuner decision- making processis a
conplexactivityinva ving in-depthanal ysis of t he relationshi pandinstruments through whichthisinfluenceis
exercised Kurniawan (2010) found that pronotion service quality, custoner experiences and brand have
significant affected customer satisfactionin purchase decision onticket online.

SALES PROMOTI ON
) %
Discount, Bxhihition
Voucher/coupon, Special Package

PERSONAL SELLI NG CONSUMER PURCHASE DECI SION
(%) (@
Presentation Handling Chjection (ecisiontostay - Purchaser) and
Qosingthe Sales, Falowing Wb (Decision not tostay - Non Purchaser)
ADVERTI SI NG
(%)

Ne ws paper, Internet (vebsite),
Brochure, Banner / hillboard

FHgure 1L Gnceptual Frane work

Research Hypot hesis

Ho: group covariance natrices of each dependent group is relaively si nilar.
H1: group covariance natrices of each dependent group has significant dfferentiation

RESEARCH METHOD

Type of Research

This researchis a causal type of research where it is designed to deter nine whether one or nore
variables (e. g, a programortreat ment variable) causes or affects one or nore outcone variables. Thisresearch
investigates the influence of sales promnotion, personal selling and advertising on consumer purchase decision.

Place and Ti ne Research
The study is conductedinthe Minado area bet ween June to August 2013

Popu ation and Sanple

Ideally, atarget populationshould be represented as a finitelist of all its me mbers ( Kitchenhamand
Pfleeger, 2002). The populationthat is nainly observedinthis researchis people who have stayed at Hotel
Sedona Manado. The sanpleis describedthoroughlyinter ns of clinical and de nmographic characteristicsin
the et hods section of aresearchartidesothat ot herscan drawconcl usions, applyt he results, and co npare one
investigation with anather. Itis not thetarget popul ation, but rather a group of patients or i ndividuals who are
actually studied ( Kazerooni, 2001). The sanple size of this research consist of 50 respondents. The sanpling
met hodis purposive sanpling Purposivesanplingis appliedinthisresearchto obtaininfor mati on quickdy and
efficdently.
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Data ollection Mthod

For this current research, there aret wotypes of data that are usedto nmake a appropriate result, which
are: (1) pri mary datais dataoriginated byt he researcher specificallytoaddresstheresearch proble mt hrough the
result of questionnaires, and (2) secondary datais data collectedfor some purpose other thant he proble mat hand.
The secondary dataistaken frombooks, journals, and relevart literaure fromlibrary andinternet usedinthe
background, literature review research nethod, and discussions.

Operational Definitions and Masure nent of Research Variab es

The general explanations about variables inthis current researchthat wll be analyzed are stated as
fdlowvs:

1 Sales Pronotion ( X1) can be described as a comnmunication strategies used to add val ue to a product or
service.

2 Personal Selling(X2) isthe processthat used as a strategyt o persuade consuners’ to purchase products or
services through personal co mmuni cati on

3. Advertising (X3) is a pronotional strategy to describe product or service through nass mnedia
communi cation

4. Consuner Purchase Decision (1Y) is actions taken by consuners when decidingto stay or naot to stay at
Hotel Sedona Mnado.

Those research variabl es are neasured by using Li kertscalet oindicatet heindependent variables andt o
indicate the dependent variableis use Gutt manscale The Likert scale respondents are askedtoindicatetheir
level of agree ment witha givenstatenent by way of an ordinal scale( Bertram 1999). The Gutt nanscale model
isstraight for wvardand easyt ointerpret. Qutt manscaleisascalethat want concrete answers as ‘right’ - © wong’
or ‘yes’ - ‘no’ answers. By usingthe Likert Scale and Gutt man scale, respondents wll not have problens in
understandi ng and filling out the questionnaire, and it is easy for the researcher to neasure, irnterpreting and
anal yze the data

Data Analysis Mthod

Validty and Reliaklity Test

Toward questionnaire design conductedisto perfor mvalidityandreliabilitytest andto provethetruth
of hypothesis andto knowt he relationrate bet ween variable Y and variable X, >% and X fromthe result of
research’s anal ysis conducted that questionnaire design with Pearson Product Mo ment. Apha Qronbachis
reliabl e coefficients that canind cate howgood itens in asset have positive correlation one anat her.

D scri nmnant anal ysis

Discri mnant anal ysisis a met hodt o anal yze whichindependent variables discrimi nate a nong groups
andto classify observations into predeter nined groups based onthese variables. These predeter nined groups
can be either binary (eg, buy or no buy) or norethantwo. Inthis case the analysisister ned as multipe
discri minant anal ysis. The for mula of multiple discri mnant nodels inthis researchis shown as fdlows :

Y =a + blx1l + b2x2 + b3x3

Description:

Y = Consuner Purchase Decision

a = Intercept

bl, b2 b3 =the discri mnant coefficient of each variable

x1 = Sales pronotion

X2 = Personal Selling

x3 = Advertising
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RESULT AND DI SCUSSI ON

Resut

Thereliabilitytest of thisresearch wil betested systematically. Thereliabilitytestinthisresearch uses
A pha Gonbach If Aphaislessthan0.6thenitisunreliade. The A pha Gronbach of Xlis 0.775 X2is 0. 895,
X3is 0.875 and Yis 0.851 which are above the acceptance li nit of 0. 6; therefore the researchinstrumentis
reliable. This testing can be conducted by conparing correlation index in Pearson Product Monent with
significance level of 5% in order to see whether research instrunents are valid or not. If probability of
correlationislessthan 0.05(5% and val uefor eachrelationshi pis norethan 0. 3thentheresearchinstrunentis
stated as valid The validitytest of each variable measured per ite mof each questionin each variable. The
correlaionindex of each variables are greater than 0.3 and bel owt he significance level of 5% therefore, the
datais considered as valid

Resut of Dscri mnant Anal ysis

The result of analysisinthis chapter will attenpt to answer the problemcontainedinthis research
There arethree variables whichis usedto neasurethei npact on consuner purchasing decisions. The research
resuts in discri nnant analysis can be seen fromsone tables of SPSS data out put.

Table 1 Test of Equality of Group Mans

W | ks

La mbda F dfl df2 Sig
S Pronotion |.440 61121 |1 48 .000
P. Selling 472 53640 |1 48 .000
Advertising |.555 38541 |1 48 .000

Source: Dita Processed 2013

Table 1 examines whether there are significant differences bet ween groups for any independent
variables. The results test of WIKs Lanbda clearly explainthat there are significant differences. For Sales
Pronotion the val ue of WIKs Lanbdais 0.440 and significant at 0.000, next for Personal Selling the val ue of
W IKs Lanbdais 0.472 and significart at 0.000, and for Advertising the value of WIKs La nbdais 0. 555 that
significant also at 0.000. This suggest that the three variables of pronotional mix can be usedto for mthe
discri mnant variable.

Table 2 Sructure Mitrix

Function
1
S Pronotion .917
P. Selling .859
Advertising . 729

Pool ed within-groups correlations bet ween discri ninating variabl es
and standar di zed canoni cal discri ninant functions

\ériables ordered by absdlute size of correlaion wthin function
Source; Data Processed 2013

Table 2 describes structure natrix that shows |oading val ue of the coeffidient structure. This val ue
indi cates the contribution of each variable to for mthe discri minant function This is value of the correlation
bet weent he discri ninant scores and variable of discrim nator. Because a correlation val ug, thenthe magnitude
will range from-1to +L The closer to 1 (one) regardess of the absd ute (+/ -), the higher the comnmunality
bet ween discri minator variables and discri nnant function and vice versa Fromthe table of structure Matrix
shows the value of sales promotion is the nost distinguishing variable bet ween decision to purchase and
decisions nat to purchase, becauseit hast he greatest val ue of t he function andthenfollowed by personal selling
and advertising variabl es.
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Tabl e classificationresults bel owis usesto deter mne thelevel of accuracy and stahility of established
discri mnant nodel. To deter nine the level of accuracy fromeclassification of the cal culation (prediction) by
grouping the result of observation (actual) fromthe value of percerntage between the nunber of correct
classification and ataa sample sizeis calledthe hit ratia

Table 3 Q@assification Resuts

P. Decision Predicted Goup M nbership
0 1 Total
Criginal Cournt di mensi on2 0 14 0 14
1 4 32 36
% di mensi on2 0 100.0 .0 100.0
1 111 889 100.0
Oqss— Count di mensi on2 0 14 0 14
vali dated® 1 4 32 36
% di mensi on2 0 100.0 .0 100.0
1 111 88.9 100.0
a Qoss validationis done only for those cases inthe anal ysis. Incross validation each
case is dassified by the functions derived fromall cases aher thanthat case.
b. 92 0%of ariginal grouped cases correctly dlassified
¢. 92 0%of cross-validated grouped cases correctly dassified

Source: Data Processed 2013

Table 3 it can be seen-howthe value is incorrect classification of the discri ninant analysis nmodel.
Apparentlythere are 4 people who have wong classification of the respondent that infact (based on survey
resuts) intothe category purchaser but predictableturns enteredintothe category of non- Purchaser. Thus, t he
predi ctive accuracy of the model is: (14 +32) / 50 = 0.92 or 92% After proves that the discri minant function
has a high predictive accuracy, then the discri mnant function can be usedto predict custoner decisions,
whet her included inthe dassification of non-Purchaser or Purchaser.

D scussion

Thisresearchatte nptstoanswer the proble ns t hat has been described previously. This study uses t hree
independent variables, namely Sales Pronotion Personal Selling and Advertisingthat are connected, that will
be anal yzedtoseet he effect ont he dependent variable whichisthe consumner purchase decision Based on the
interpretation of the results of the discri minant analysis, a significant difference inthe consumer purchase
decision, bath non-purchaser and purchaser can be seen This neans a group of purchaser have a good postive
attitude or behavi or about Hotel Sedona Manado, whichis willingtocone backtostayat Hotel Sedona Minado
inthefuure wllingtoinviteotherstostayat Hotel Sedona Minado recomnend tot he ot hers who want tostay
at hotel about the existence of Hotel Sedona Minado, consider staying at Hotel Sedona Minado as a right and
pri mary option when they decides to stay at hotel and the quality of products or services of Hotel Sedona
Manadoisinconfor mty withthe needs and expectations of the consurer. \Wile the group of non-purchaser
have a bad/ negati ve attitude or behavi or about Hotel Sedona Manado, whichis not wilingtocome backto stay
a Hotel Sedona Minado inthe future, not willing to invite others to stay at Hotel Sedona Minado, not
recommendt ot he ot hers who want tostayat hotel about t he existence of Hotel Sedona Manado, do not consider
stayingat Hotel Sedona Minado as aright and pri mary option whenthey decidestostayat hotel andthe quality
of products or services of Hotel Sedona Minadois nat appropriate wththe needs and expectations of the
consu er.

Outcone data using discrim nant anal ysis can be seen fromt he three i ndependent variables, nanely
sales pronotion personal selling and advertising as neasured by the indicators that has been described
previously, all of these variabl es can be usedt o distingui s discri ninatet he purchase decision or t he decisiont o
stayat Hotel Sedona Manado. The predictive accuracy of the discri mnant function reaches 0.92 or 92 % which
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means it has a high prediction accuracy and this discri mnant functions can be used to predict consumer
decisions, whether included inthe dassification of non-purchaser and purchaser.

Fromthe three i ndependent variables usedinthis study, seen clearlyinthe results of the data are all
significart in differertiating the consuner's purchase decision (Purchaser and Non-Purchaser). However,
judging fromthe largest function value, sales promotion is the nost dominant variable in discri ninating
custoner purchasing decisions, folowed by personal selling and advertising This proves that consuners who
decidetostay at Hotel Sedona Manado, judges that the products are pronoted bythis hatel is gquiteinteresting
toattract peopletocomne and stay at Hotel Sedona Manado. Consuners who make a purchase or who cometo
stay at the Hotel Sedona Manado also consideres that personal selling fromthe sales personis quite good,
judgi ng fromt he appearance or perfor mance, andt he ability of t he sal es persont o expl ai nt he availabl e products
and services of this hotel as well as skillsinacting and resd ving conpl aints from consunersis good enough.
For the advertising variable has the | owest in discrim nating the consuners purchase decision It neans t hat
advertising has barely giveni npact t ot he consuner purchase decision The conpany still havetoi nprovetheir
promotional mx especiadly in the communication media through advertising packaged by Hotel Sedona
Manado, sothat it becones attractive and cani nfl uence consuner purchase decisions. Whereas, non-purchasers
judges the opposite of what is considered good by the purchaser, bathinter nms of sales pronotion personal
selling and advertisingis still consi deredt o have l owqualityin pronotingtheir product or service, perfor mance
of sales person and evenin comrmunicating the product or service through nass nedia andthose factors are
thought not able to make sure and i nfluence the purchasing decisions of consunmersto stay at Hotel Sedona
Manado. The general conclusion of thisresearchindicatesthat t he variabl es of sales pronotion personal selling
and advertising are quite capable i ninfl uencing the purchasi ng decisions of consumers.

CONCLUSI ON AND RECOMMENDATI ON

Concl wsion

There are several i nportant findings that can be concluded fromthe overall result inthis research
whi ch are listed as fdlows:

1 The results shows that there are differences bet ween groups are purchaser and non-purchaser at Hotel
Sedona Minado, thisis proveninthe VWM Ks Lanbda test.

2 The results based on data processed usingthe Dscrimi ninat Anal ysis Mbdel, shows that all i ndependent
variables can be used to distinguish/discri minate the purchase decision or the decisionto stay at Hotel
Sedona Mnado.

3 Sales pronotionisthe most dominant variablein discri nminating consuner purchase decisions, followed by
personal selling and advertising Thisis proveninthe Sructure Mtrixtest.

Reco mme ndati on

There are several constructiverecommendationsthat are drawn fromt he overall result inthisresearch,
which are listed as fdlow

1 Theresultsshows t hat variabl e of sal es pronotion has great i nfluence or doninantthan ot hers. Hence, Hotel
Sedona Manado should nairtain or i nprove their existing pronotion of all activities withinnovative and
creative strategies toincrease sales and atract consunmer to cone and stay inthis hotel.

2 The variables personal selling and advertising are al so consi dered havet oi nfl uence on pur chasi ng decisi ons
of consumers. So preferably Hotel Sedona Manado shoul d pay nore attertion on the waysto be co npetitive
inthe hospitalityindustry, to naintainand even further i nprove the perfor mance of a sales person and be
more activein pronotingthis hotel through comnunications nedia Thus, the consuner canfind out nore
i nfor mati on about the products and services that are available & Hotel Sedona Manado.

3. Custoner purchase decisions are generally consi deredt o be good, becausethe mgjority of theresults of this
study shows nore fromgroup of purchaser thant he group of non-purchaser. Companies shoul di nprovethe
quality of sales pronotion, personal selling and advertising so as to maintainthe purchaser to remain
stayingat Hotel Sedona Minado. Hotel Sedona Manado rrust findsol utionsto overcorre t he non- purchaser,
either by increasingthe quality or pay nore attertiont o consumner needs because it has potertialsto give
benefit to Hotel Sedona Minado itself.
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