ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh Marketing Mix dan Creative
Innovation terhadap Buying Intention di PT. Mahirland Wastu Kencana
Sukabumi yang bergerak dibidang jasa properti .Unit analisisnya Konsumen
kota Sukabumi, sampel yang disebera 100 ke responden yang memerlukan
rumah atau properti lannya ,Berdasarkan hasil analisis regresi parsial (uji t),
Hasil penelitian Ini menunjukkan bahwa Marketing Mix berpengaruh secara
signifikan terhadap Buying Intention PT. Mahirland Wastu Kencana Sukabumi.
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ABSTRACT

This study aims to determine the effect of Marketing Mix and Creative Innovation
on Buying Intention at PT. Mahirland Wastu Kencana Sukabumi which is engaged
in property services. The unit of analysis is Sukabumi city consumers, a sample of
100 respondents who need a house or other property, Based on the results of
partial regression analysis (t test), The results of this study indicate that Marketing
Mix has a significant effect on Buying Intention at PT. Mahirland Wastu Kencana
Sukabumi. The unstandardized regression coefficient for the variable every one

unit increase in Marketing Mix Buying Intention, assuming other

variables are constant. E ermore, the Crea Innovation variable also shows a

Keywords: Marketing 10vation, Buying Intention

v



