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ABSTRAK 

Agrowisata merupakan salah satu pendorong pemasaran yang efektif dalam 

menarik minat pengunjung untuk membeli buah salak. Penelitian bertujuan untuk 

menganalisis pengaruh dari bauran pemasaran (7P) yaitu product, price, place, 

promotion, people, process dan physical evidence terhadap volume penjualan buah 

salak di Agrowisata Omah Salak. Lokasi penelitian di Agrowisata Omah Salak 

Kecamatan Turi Kabupaten Sleman Yogyakarta. Metode penelitian yang 

digunakan adalah survei dengan pengambilan sampel secara accidental sampling 

sejumlah 100 orang responden penelitian. Metode pengambilan data dilakukan 

menggunakan kuesioner dan observasi. Data dianalisis menggunakan analisis 

deskriptif, analisis regresi linear berganda, dan analisis tren. Hasil penelitian ini 

menunjukkan bahwa bauran pemasaran 7P (product, price, place, promotion, 

people, process dan physical evidence) secara simultan berpengaruh signifikan 

terhadap volume penjualan. Variabel product, place, promotion secara parsial 

berpengaruh signifikan terhadap volume penjualan buah salak. Sedangkan untuk 

variabel price, people, process, physical evidence secara individu tidak 

berpengaruh secara parsial terhadap volume penjualan buah salak di Agrowisata 

Omah Salak. Hasil peramalan menggunakan metode least square menunjukkan 

bahwa penjualan buah salak pada tahun 2024-2025 memiliki tren positif. 

 

Kata kunci: bauran pemasaran, buah salak, pembelian, volume penjualan. 

 

  



 

 
 

THE EFFECT OF MARKETING MIX ON THE VOLUME OF SNAKEFRUIT 

SALES IN OMAH SALAK AGROTOURISM TURI DISTRICT 

 SLEMAN REGENCY YOGYAKARTA 

 

ABSTRACT 

Agrotourism is one of the effective marketing drivers in attracting visitors to buy 

snakefruit. The research aims to analyze the influence of the marketing mix (7P), 

namely product, price, place, promotion, people, process, and physical evidence on 

the sales volume of snakefruit at Omah Salak Agrotourism. The research location 

was Omah Salak Agrotourism, Turi District, Sleman Regency, Yogyakarta. The 

research method used was a survey with random sampling and accidental sampling 

of a total of 100 research respondents. The data collection method used 

questionnaires and observation. Data were analyzed using descriptive analysis, 

multiple linear regression analysis, and trend analysis. The results of this research 

indicated that the 7P marketing mix (product, price, place, promotion, people, 

process, and physical evidence) simultaneously influenced the sales 

volume. Variable product, place, and promotion partially have a positive effect on 

increasing the sales volume of snakefruit. Meanwhile, for variables price, people, 

process, and physical evidence has no significant partial effect on the sales volume 

of snakefruit at Omah Salak Agrotourism. Forecasting results using the method of 

least square show that sales of snakefruit in 2024-2025 will have a positive trend. 

 

Keywords: marketing mix, snakefruit, purchasing, sales volume. 
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buah salak di Agrowisata Omah Salak. 
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