
 

 

 

 The Analysis of Hard-Selling and Soft-Selling 

Marketing Strategies Toward Buying Interest for 

Sustainable Business Development 

Irham Khairul Muttaqin1,  Lanina Astrid Chrysant Vrij2, Azizah Ghina Aulia3, Angellina 

Asyivadibrata4, Adi Prehanto5, Btari Mariska Purwaamijaya6          

 {irham@upi.edu1; laninastrid@upi.edu2; azizahghina@upi.edu3; angelinaasyiva@upi.edu4; 

adiprehanto2020@upi.edu5; btarimariska@upi.edu6} 

Universitas Pendidikan Indonesia, Bandung, Jawa Barat, Indonesia 

Abstract. The increasing growth of companies has led to the increasingly fiercer 

business competition, in which company must design the right marketing strategy to 

increase its sales. Marketing strategy is a marketing communication including hard 

selling and soft selling. This study aims to measure the differences in the effectiveness of 

hard-selling and soft-selling marketing communication methods in attracting buying 

interest. The research adopts a survey approach with a descriptive quantitative method 

and a comparative research type. Data collection used a questionnaire distributed online 

to individuals from Generation Z (18-23 years old) in West Java. The sample was 

determined using the purposive sampling method, resulting in 80 respondents. The soft 

sell indicator shows a minimum score of 9 and an average of 15.23 as well as the hard-

selling indicator that shows a minimum score of 6, with an average of 14.93. This means 

that the soft-selling marketing techniques are more effective to attract people's attention. 

Then, 46.3% of respondents start interested in buying products after seeing the ad with a 

soft-selling marketing technique and 73.8% or 59 respondents were interested in buying 

the advertised product with hard-selling marketing techniques. The findings indicate that 

factors with hard-selling marketing techniques have a more significant influence on 

purchasing effectiveness or consumer buying interest compared to soft-selling marketing 

techniques. 

Keywords: Hard-selling, Soft-selling, Marketing Communication, Sustainable 

Development. 

1 Introduction 

TikTok Shop was officially closed starting from October 4, 2023, as a result of protests from 

traders at Tanah Abang Market in Central Jakarta [7]. These traders felt that the increasing 

public interest in online shopping through e-commerce, especially TikTok Shop, had a 

negative impact on them, leading to a decline in visitors at markets and other shopping 

centers. The implementation of marketing communication strategies through various e-

commerce channels has indeed proven effective in attracting public interest, making people 

prefer online shopping over visiting traditional markets or shopping centers. This situation 

undoubtedly disadvantages traders who have not been able to adopt these marketing 
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communication strategies. The rapid developments in marketing strategies demand continuous 

innovation to keep up with the times and survive.  

Moreover, the growth of marketing innovations are also supported by the economic growth in 

Indonesia. According to a press release held by the Coordinating Ministry for Economic 

Affairs of the Republic of Indonesia on August 5, 2022, Indonesia's economic growth 

increased by 5.44% (YoY) in the second quarter of 2022 [17]. This economic growth is further 

bolstered by the rising number of companies listed on the Indonesia Stock Exchange (IDX), 

reaching 787 companies by May 2022 [13]. The growth of these companies has intensified 

business competition, prompting each company to design the right marketing strategy to boost 

its sales. One widely used marketing strategy in various e-commerce platforms, whether 

through live channels or video reviews, is marketing communication with hard selling and soft 

selling methods.  

According to Firmansyah, marketing communication is a means to inform and persuade 

consumers about the products and services offered [10]. Marketing communication is one of 

the most important marketing strategies today because many similar products are sold in the 

market, and one of the factors affecting consumers' buying interest is how a salesperson 

promotes their products. The way a product or service is marketed can leave a lasting 

impression on the customer, affecting their perception of the product, service, or company. 

Therefore, companies must find the best marketing communication method. One of the 

currently rampant things is the marketing communication method using influencer services or 

Hard Selling through social media. This method is considered very effective, considering that 

internet users in Indonesia have reached 210 million people, as revealed by the Chairman of 

the Indonesian Internet Service Providers Association (APJII), Dewi [6]. With so many social 

media users in Indonesia, social media is considered an adequate platform for increasing brand 

visibility. Many companies have realized this potential and begun to take advantage of social 

media opportunities to increase their brand visibility [26]. Additionally, utilizing influencers to 

market products is also considered effective because influencers usually have strong bonds of 

trust with thousands or millions of followers.  

Another marketing communication method that is often used is soft selling. This method of 

marketing communication does not directly promote a product or service; instead, its 

promotional activities are carried out implicitly [18]. Usually, the soft selling method uses 

different approaches than influencer services, such as Hard Selling, and more often utilizes 

other media, such as YouTube and Television. This method is usually packaged in the form of 

storytelling or an exciting concept, which makes the public interested in listening to it, 

ultimately generating interest in buying goods or using these services.  

This study aims to measure the difference in the effectiveness of the hard selling and soft 

selling marketing communication methods in attracting people's buying interest, especially 

Generation Z (shortened as Gen Z), who are significant internet users and comprise the largest 

population in Indonesia. The total population of Gen Z in Indonesia is approximately 74.93 

million, accounting for 27.94% of the entire Indonesian population [4]. It can be assumed that 

Gen Z makes up a significant portion of consumers for all companies in Indonesia. Therefore, 

it is crucial to observe Gen Z to understand their characteristics and needs. This will assist 

companies in devising effective marketing strategies tailored to this demographic, enabling 

them to create well-suited and proficient marketing strategies. These two marketing 



 

 

 

 

 

communication methods are highly developed because they are considered effective in 

increasing buying interest. However, the packaging and approaches of these two marketing 

communication methods differ significantly, thus likely having different influences on 

attracting people's buying interest.  

There has been limited prior research on the differences in the impact of two marketing 

communication methods: hard selling and soft selling, from a societal perspective. Most 

previous studies have focused on marketing communication as a whole or only examined 

specific methods. For instance, a research conducted by Asrul et al. (2022) about “Utilization 

Instagram as a Communication Marketing Media”, utilizing qualitative methods and data 

obtained through observations conducted online and offline. The research found that 

leveraging social media platforms, particularly Instagram, for business marketing is highly 

effective, allowing businesses to reach a broader, potentially global, audience [3]. 

Additionally, Al-Zoubi's study (2022) about “The growth of influencer marketing: A 

comparison of TikTok and Instagram”. This qualitative research involved interviews with 

businesses, influencers, and social media experts. The findings revealed that many businesses 

lack a comprehensive understanding of constructing an efficient influencer marketing strategy, 

despite their presence on social platforms with influencers. Instagram remains their preferred 

choice, particularly for influencer marketing initiatives [2]. 

Another study by Krchova et al. (2021) about “The Impact of Modern Communication 

Marketing Tools to Increase the Innovativeness of Business”. This research employed a 

combination of quantitative and qualitative methods, surveying 825 respondents from small, 

medium, and large enterprises in the Slovak Republic. The results indicated that innovative 

companies outperform non-innovative ones by 14.7% when utilizing modern marketing 

communication tools. The study emphasized the potential for improvement, highlighting 

opportunities such as integrating artificial intelligence in mobile apps, enhancing analytics, 

and optimizing chatbot functionalities [13]. 

2 Literature Review 

2.1  Marketing Communications 

Marketing communication comes from two words, namely communication and marketing. 

According to the Big Dictionary, Indonesian communication is receiving and sending 

messages by two or more people. At the same time, marketing is a process of offering an item 

to the broader community. Marketing communication is a company's effort to provide 

information and offer products, services, or brands that are sold to consumers directly or 

indirectly [10]. Therefore, marketing communication is vital for companies. In today's era, 

marketing communication is also known as integrated marketing communication or known as  

Integrated Marketing Communication, and Philip Kotler introduced this term. Integrated 

Marketing Communication is the concept of how to convey a company's message about a 

product or organization through various existing communication channels [25]. The integrated 

marketing communication concept aims to create brand awareness to gain trust and increase 

buying interest in a product. Running Integrated Marketing Communication requires the use of 



 

 

 

 

 

all promotional media in order to increase the number of product offerings or the organization 

itself [20].   

2.2  Soft-Selling 

Soft-Selling is one of the marketing techniques to attract purchases. Syarifah stated that the 

definition of Soft Selling is a way to market products by utilizing interesting and valuable 

content and tips for the community [24]. Soft-Selling marketing technique focuses on 

interpersonal communication [8]. Interpersonal communication demands openness, empathy, 

and a sense of positivity so that the recipient can feel the message that the person wants to 

convey in the story he or she creates. This is also why the Soft-Selling marketing strategy 

significantly affects consumers' purchasing decisions [8]. Pasharibu also reveals that 

marketing activities that can make others enter the story have an excellent opportunity to 

influence consumers to buy these products or services [27]. 

2.3  Hard-Selling 

Hard-Selling is a marketing technique to introduce products directly to consumers by focusing 

on price, benefits, and promotions [18]. The Hard-Selling strategy aims to introduce products 

directly to get a significant turnover from consumers. A technique that can be used in Hard-

Selling is to apply endorsements by celebrities who are famous, have specific skills, and also 

already have public trust [7]. Brands that will be endorsed by celebrities must pay attention to 

the background of the celebrity who will promote the product following the background of the 

brand so that the celebrity endorsement strategy can run and the message that the brand wants 

to convey as a promotional medium [21]. Several things need to be seen in the endorsement 

strategy in order to influence consumers' purchasing decisions, including Visibility, 

Credibility, Attractiveness, and Power [26].   

2.4  Buying Interest 

Interest is a desire that results from confidence in the price and quality of a product or service 

[11]. Meanwhile, according to Sari, buying interest is a behavior that shows the extent of 

commitment or desire to buy something based on an evaluation [22]. In an evaluation, 

someone usually has several choices over the products to be purchased in terms of interests 

and needs. Satria reveals that the determining factors in a person's purchasing decision include 

attention, interest, desire, and, ultimately, making a purchase [23]. Sari also reveals that one 

other factor could shape a person's buying interest: the promotion of the goods or services 

offered [22]. This is because promotions aim to attract consumers' interest in a product or to 

abandon a product and switch to another product currently offered [23]. 

2.5  Relation between Soft-Selling and Hard-Selling 

According to Syarifah, soft-selling aims to influence consumers to the level of cognition and 

affection [24]. Soft-Selling emphasizes more on company or brand communication in 

introducing products. Marketing using the soft-selling technique does not influence 

consumers' purchasing interests but greatly affects brand awareness [15]. In addition to using 

the Soft-Selling strategy in marketing, known as the hard selling strategy or direct marketing, 

one example of implementing a hard-selling marketing strategy is celebrity endorsement-

based marketing. According to Ridha, a celebrity endorsement strategy is a promotion carried 



 

 

 

 

 

out by someone who is famous and has public trust in social media in conveying the message 

of the product you want to introduce [9]. Marketing strategies using direct sales techniques 

using the celebrity endorsement method effectively build brand awareness and can increase 

interest in buying products [1]. 

Based on the explanation of the relationship between soft selling and hard selling and product 

purchase interests and review from previous descriptions and research, it can be concluded 

that soft-selling and hard-selling marketing communication strategies both contribute to the 

increase of consumer buying interest, especially Generation Z in West Java. Nevertheless, the 

two still have different impacts because they create different customer experiences. 

3 Methods 

This study used the descriptive quantitative approach conducted as a comparative research. 

The data collection in this study was conducted through questionnaires distributed online to 

generation Z in the province of West Java aged between 18 and 23 years old. The respondents 

were selected under the criteria that they were active users of social media, had seen 

endorsement videos from influencers, and were interested in buying products after seeing 

endorsement videos. The purposive sampling method is a method that determines samples 

based on identities that match the research objectives [16]. The questionnaire includes an 

answer sheet with a scale of 1-5, which represents a gradation of answers from strongly 

disagree to strongly agree with a sample target size of 30 as the minimum number of 

respondents. 

Table 1. Questionnaire Characteristic 

Scale Explanation 

1 Strongly disagree 

2 Disagree 

3 Neural 

4 Agree 

5 Strongly Agree 

 

4 Results and Discussions 

Using a random distribution method, a Google Form questionnaire was distributed to 80 

people domiciled in West Java. The respondents who became the object of our research, 

namely people domiciled in West Java, had an average age of 15-19 years, as many as 41 

respondents were 20-23 years old, around 70% were women, and 30% were men. Instagram 

and TikTok are the most frequent social media used by the respondents. 



 

 

 

 

 

Table 2. Types of Social Media 

 
 

Descriptive Statistics 

 
Table 3. Descriptive Statistics 

 N Minimum Maximum Mean 

Soft_Sell 80 9 20 15.23 

Hard_Sell 80 6 20 14.93 

Valid N (listwise) 80    

 

The model used in this study is a quantitative descriptive model. Based on the information 

listed in Table 1, there the N has a total of 80 respondents. The soft sale indicator shows a 

minimum score of 9 and a maximum score of 20. The average on the soft sale indicator shows 

15.23. The hard sale indicator shows a minimum score of 6 and a maximum score of 20. 

While the average on the hard sale indicator shows 14.93. The average soft selling shows 

15.23, which is superior to hard selling at 14.93. This proves that the use of soft selling 

marketing is superior to the use of hard selling marketing. 

 

Soft selling 

Table 4. Questions of Soft Selling 

Question  Strongly 

disagree  

Disagree Neural Agree Strongly 

Agree 

The endorsement video looks 

interesting 

0% 

(0) 

1.3% 

(1) 

12.5% 

(10) 

32.5% 

(26) 

53.8% 

(43) 

I was interested in buying the 

product before watching the video  

13.8% 

(11) 

25% 

(20) 

25% 

(20) 

13.8% 

(11) 

22.5% 

(18) 



 

 

 

 

 

I was interested in buying the 

product after watching the 

endorsement video 

2,5% 

(2) 

6.3% 

(5) 

17.5% 

(14) 

27.5% 

(22) 

46.3% 

(37) 

I prefer to buy the endorsed 

product compared to other brands 

5% 

(4) 

3.8% 

(3) 

13.8% 

(11) 

31.3% 

(25) 

46.3% 

(37) 

 

Based on the results of a questionnaire obtained from 80 respondents consisting of Gen Z 

living in West Java, sales through soft selling marketing attracted the attention of respondents 

after seeing advertisements that were displayed by 53.8% or as many as 43 respondents, while 

one respondent expressed disapproval. 

Before watching the ad, 13.8% or 11 respondents stated that they were not at all interested in 

buying the product. 25% of respondents said they disagreed and 25% of respondents answered 

undecidedly. 13.8% with 11 respondents agreeing and 22.5% of respondents agreeing strongly 

with the statement. 

Ads with soft selling marketing can increase interest in buying interest with respondents 

amounting to 46.3% stating interest in buying products after seeing the ad. 27.5% of 

respondents agreed and 17.5% of respondents expressed doubt. 6.3% of respondents disagreed 

with the statement, and 2.5% or 2 respondents strongly disagreed. Soft selling marketing could 

persuade respondents to choose products compared to other brands by 46.3% or as many as 37 

respondents strongly agreeing with this statement. 31.3% agreed and 13.8% expressed doubts 

about the statement. The respondents disagreed with the statement by 3.8% with as many as 3 

respondents and strongly disagreeing, representing 5% of the population. 

 

Hard Selling 

 

Table 5. Questions of Hard Selling 

Question  Strongly 

disagree  

Disagree Neural Agree Strongly 

Agree 

The endorsement video looks 

interesting 

1.3% 

(1) 

0% 

(0) 

6.3% 

(5) 

17.5% 

(14) 

75% 

(60) 

I was interested in buying the product 

before watching the video ad 

26.3% 

(21) 

21,3% 

(17) 

30% 

(24) 

6,3% 

(5) 

16,3% 

(13) 

I was interested in buying the product 

after watching the endorsement video 

2,5% 

(2) 

13,8% 

(11) 

10% 

(8) 

31.3% 

(25) 

42.5% 

(34) 

I prefer to buy the endorsed product 

compared to other brands 

5% 

(4) 

11.3% 

(9) 

21.3% 

(17) 

21,3% 

(17) 

41.3% 

(33) 

 



 

 

 

 

 

After conducting a survey to 80 respondents regarding their interest in advertising with the 

hard selling marketing, around 75% or 60 respondents expressed very strong interest in the 

advertisement videos we presented. This is in accordance with the theory proposed by Satria 

about the determining factors in a person's purchasing decision, which includes attention, 

interest, desire, and, ultimately, making a purchase [23]. 

As many as 16.3% or 13 respondents were interested in buying the product before watching 

the ad presented. It is known that respondents had known the product well before and around 

26.3% or 21 respondents were not interested in buying the product before seeing the ad. 

Compared to respondents who have watched video advertisements with the hard selling 

method, it was found that around 73.8% or 59 respondents were interested in buying the 

advertised product. The comparison obtained is that large video ads with hard selling are able 

to increase respondents’ buying interest by 51.2%. 41.3% of respondents stated that they 

strongly agreed to buy endorsed products after seeing the ad compared to other brand 

products. This indicates that hard selling promotions were more able to increase consumer 

buying interest with an initial percentage of 22.6% increased by 62.6%.  This result aligns 

with the results from previous studies, that marketing communication through social media 

platforms, especially with hard-selling marketing, is effective in increasing buying interest. 

Hard selling and soft selling are marketing strategies that are still often used and are still 

relevant if applied to Gen Z, for which these two marketing techniques can increase the 

interest to buy goods after seeing the ads. The use of hard selling and soft selling marketing 

has a significant effect if the presentation of the ad pays attention to attitude and displays 

messages in accordance with the value of the product itself [12]. These two advertising 

techniques can increase sales attractiveness and product trust among consumers and, thus, can 

produce a greater brand impact on the market. Meanwhile, if the company begins applying 

hard selling marketing, training is needed first so that the delivery is more customer-oriented; 

this in turn will give the company maximum results in using hard selling techniques such as 

loyalty in repeat purchase [18]. Hard selling and soft selling strategies have little difference if 

applied to Gen Z when the advertisers consider the use of language style, advertising concepts 

that are adjusted to the character of Gen Z, and the consistency between the truth conveyed in 

the ad and the reality of the original product.  

5 Conclusions 

 Social media is one of the platforms that is often used by Gen-Z in promotions. 

Therefore, marketing techniques in social media must be optimized to see the potential and 

opportunities in the digital era. Marketing technique is important to make customers interested 

in buying products. Various marketing techniques are used to attract customers, including soft 

selling and hard selling marketing techniques, both of which are are trusted by Gen-Z. They 

are potential to help introduce products to more people and invite customers to buy products.  

 Based on research that has been done on  sales through marketing techniques, soft 

selling has a soft sale indicator showing a minimum score of 9 and an average of 15.23 with 

46.3% of respondents stating that they are interested in buying products after seeing the 

advertisements displayed. Meanwhile, the hard selling marketing has a hard sale indicator that 



 

 

 

 

 

shows a minimum score of 6, with an average of 14.93 with 73.8% of respondents stating that 

they are more interested in buying products after seeing advertisements with hard selling 

techniques. Thus, this study shows that soft selling marketing is more effective for introducing 

products and attracting the attention of new customers and hard selling marketing is more 

significant for increasing product purchases. But there will be differences between hard-

selling and soft-selling marketing depending on the company, because each thing can circulate 

quickly and unexpectedly.  

References 

[1] Aini, M. (2020). Efektivitas Selebriti Dalam Menarik Minat Konsumen Pada Iklan Shopee 

(Studi Kasus Pada Mahasiswa Ilmu Komunikasi Uniska Banjarbaru). [online]. Diakses dari :ARTIKEL 

MAULIDA AINI.pdf (uniska-bjm.ac.id). 
[2] Al-Zoubi, Munif, Muhammed. (2022). The growth of influencer marketing: A comparison of 

TikTok and Instagram. Juhász J. (ed) 2022: Proceedings of the European Union’s Contention in the 

Reshaping Global Economy, 345-365. DOI: https://doi.org/10.14232/eucrge.2022.21. 
[3] Asrul, A., Alfandy,I., & Aufa, F. (2022). Utilization Instagram as a Communication Marketing 

Media. International Journal of Research and Applied Technology, 2(2), 1-5.  
[4] BPS. (2021, 21 January). Hasil Sensus Penduduk 2020. Diakses dari: 

https://demakkab.bps.go.id/news/2021 /01/21/67/hasil-sensus-penduduk-2020.html 
[5] CNN Indonesia. (2023, 5 Oktober). TikTok Shop Resmi Ditutup, Mendag Imbau Seller 

Beralih ke E-commerce. Diakses dari: https://www.cnnindonesia.com/ekonomi/20231004233026-625-

1007272/tiktok-shop-resmi-ditutup-mendag-imbau- seller-beralih-ke-e-commerce. 
[6] Dewi, Intan, Rachmayanti. (2022, 9 June). Data Terbaru! Berapa Pengguna Internet Indonesia 

2022?. [Online]. Diakses dari:https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-

terbaru-berapa-pengguna-internet-indonesia-

2022#:~:text=Sedangkan%20data%20terbaru%20APJII%2C%20tahun,juta%20pengguna%20internet

%20di%20Indonesia 
[7] Childers, C. C., Lemon, L. L., & Hoy, M. G. (2019). #Sponsored #Ad: Agency Perspective on 

Influencer Marketing Campaigns. Journal of Current Issues and Research in Advertising, 40(3), 258–

274. DOI: https://doi.org/10.1080/10641734.2018.1521113 
[8] Faizaty, N. E., & Laili, R. (2021). Dampak Softselling Dalam Digital Marketing Pada 

Pengambilan Keputusan Pembelian (Studi Pada Platform Grup Facebook Jago Jualan). Jimek: Jurnal 

Ilmiah Mahasiswa Ekonomi, 4(1). 
[9] Febriani, N. (2021). Efektivitas Strategi Komunikasi Pemasaran Celebrity Endorsement di 

Instagram terhadap Generasi Z. Jurnal Management Komunikasi, 5(2). DOI: 

https://doi.org/10.24198/jmk.v5i2.27682  
[10] Firmansyah, Anang. (2020). Komunikasi Pemasaran. Pasuruan: Qiara Media. 
[11] Halim, N, R. & Iskandar, D, A. (2019). Pengaruh Kualitas Produk, Harga Dan Persaingan 

Terhadap Minat Beli. Jurnal Riset Manajemen dan Bisnis (JRMB) Fakultas Ekonomi UNIAT, 4(3), 415 

- 424. DOI: https://doi.org/10.36226/jrmb.v4i3.291.  
[12] Jaeyoung, Y., Yongchel, K., & Gwi-Gon, K. (2018). A Study on The Message Appeals (Hard-

Sell vs Soft-Sell) on The Lids of  Take-Out Coffee Cups on Korean Golf Courses. International 

Journal of Pure and Applied Mathematics, 120(6), 5903-5919.  
[13] Kompasiana, (2021, 26 Mei). Perbedaan Soft Selling dan Hard Selling (Contoh dan 

Pengertiannya) .Diakses dari: 

https://www.kompasiana.com/latihidofficial/60ae36bfd541df64f27774a2/perbedaan-soft-selling-dan-

hard-selling-contoh-dan-pengertian?page=2&page_images=1 
[14] Krchova, H., Katarína, S. (2021). The Impact of Modern Communication Marketing Tools to 

Increase the Innovativeness of Business. Journal Marketing and Management of Innovations (3), 117-

126. DOI: 10.21272/mmi.2021.3-10. 

http://eprints.uniska-bjm.ac.id/2652/1/ARTIKEL%20MAULIDA%20AINI.pdf
http://eprints.uniska-bjm.ac.id/2652/1/ARTIKEL%20MAULIDA%20AINI.pdf
https://doi.org/10.14232/eucrge.2022.21
https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-terbaru-berapa-pengguna-internet-indonesia-2022#:~:text=Sedangkan%20data%20terbaru%20APJII%2C%20tahun,juta%20pengguna%20internet%20di%20Indonesia
https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-terbaru-berapa-pengguna-internet-indonesia-2022#:~:text=Sedangkan%20data%20terbaru%20APJII%2C%20tahun,juta%20pengguna%20internet%20di%20Indonesia
https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-terbaru-berapa-pengguna-internet-indonesia-2022#:~:text=Sedangkan%20data%20terbaru%20APJII%2C%20tahun,juta%20pengguna%20internet%20di%20Indonesia
https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-terbaru-berapa-pengguna-internet-indonesia-2022#:~:text=Sedangkan%20data%20terbaru%20APJII%2C%20tahun,juta%20pengguna%20internet%20di%20Indonesia
https://doi.org/10.1080/10641734.2018.1521113
https://doi.org/10.1080/10641734.2018.1521113
https://doi.org/10.24198/jmk.v5i2.27682
https://doi.org/10.24198/jmk.v5i2.27682
https://doi.org/10.24198/jmk.v5i2.27682
https://doi.org/10.36226/jrmb.v4i3.291
https://doi.org/10.36226/jrmb.v4i3.291
https://www.kompasiana.com/latihidofficial/60ae36bfd541df64f27774a2/perbedaan-soft-selling-dan-hard-selling-contoh-dan-pengertian?page=2&page_images=1
https://www.kompasiana.com/latihidofficial/60ae36bfd541df64f27774a2/perbedaan-soft-selling-dan-hard-selling-contoh-dan-pengertian?page=2&page_images=1


 

 

 

 

 

[15] Kurniawan, V. (2019). Pengaruh Soft Sell Advertising, Kesadaran Merek, Dan Citra Merek 

Dalam Video Youtube Terhadap Minat Beli Oli Pelumas Motul. (Skripsi). Universitas Sanata Dharma, 

Yogyakarta. 
[16] Lenaini, Ika. (2021). Teknik Pengambilan Sampel Purposive dan Snowball Sampling. 

HISTORIS : Jurnal Kajian, Penelitian & Pengembangan Pendidikan Sejarah, 6(1), 33-39. DOI: 

https://doi.org/10.31764/historis.vXiY.4075 
[17] Moegiarso, Susiwijono. (2022, 5 Agustus). Ekonomi Indonesia Q2 Tahun 2022 Tumbuh 

Impresif di Tengah Ketidakpastian dan Krisis Global. [Online]. Diakses dari 

https://ekon.go.id/publikasi/detail/4420/ekonomi-indonesia-q2-tahun-2022-tumbuh-impresif-di-tengah-

ketidakpastian-dan-krisis-global.  

[18] Muzumdar, P., Ganaga, P., & Piyush, V. (2021). Moderating effects of retail 

operations and hard-sell sales techniques on salesperson's interpersonal skills and customer 

repurchase intention. Journal of Management Research, 13(1), 21-42. DOI: 

https://doi.org/10.48550/arXiv.2103.00054.   
[19] Nurmutia, Elga (2022, 13 Juni). Jumlah Perusahaan Tercatat di BEI Sentuh 787 hingga Mei 

2022. [Online]. Diakses dari https://www.liputan6.com/saham/read/4985801/jumlah-perusahaan-

tercatat-di-bei-sentuh-787-hingga-mei-2022. 
[20] Pambudi, B. & Suyono. (2019). Digital Marketing As An Integrated Marketing 

Communication Strategy In Badan Usaha Milik Desa (Bumdesa) In East Java. Journal of Management 

Studies, 3(2). 
[21] Rahmawati, M., & Lestari, S. P. (2021). Pengaruh penggunaan selebgram terhadap minat beli 

konsumen. Jurnal Ekonomi Perjuangan, 2(2), 138–153. 
[22] Sari, S, P. (2020). Hubungan Minat Beli dengan Keputusan Pembelian Konsumen. Jurnal 

Psikoborneo, 8(1), 147 - 155. ISSN: 2477-2666/E-ISSN: 2477-2674 
[23] Satria, Arief. (2017). Pengaruh Harga, Promosi, Dan Kualitas Produk Terhadap Minat Beli 

Konsumen Pada Perusahaan. Performa: Jurnal Manajemen dan Start-Up Bisnis, 2(1), 45 - 53. 
[24] Syarifah dkk. (2022). Pengaruh Soft Selling  dalam Media Sosial Instagram dan Celebrity 

Endorse Terhadap Keputusan Pembelian. Jurnal Bisnis dan Kajian Strategi Manajemen, 6(1), 4, DOI: 

http://dx.doi.org/10.30737/jimek.v4i1.1307  
[25] Theodora, Nadia. (2021). Relationship Between Integrated Marketing Communication and 

Brand Equity. International Journal of Social Science and Business, 5(2), 278-283. 
[26] Wulandari, S. & Supratman, N.A. (2018). Potensi Penggunaan Media Sosial Bagi UKM. 

Jurnal Peforma: Media Ilmiah Teknik Industri, 17(1), 14-23. DOI: 

http://dx.doi.org/10.20961/performa.17.1.18922 
[27] Y. Pasharibu, J. A. Soerijanto, and F. Jie, “Intention to buy, interactive marketing, and online 

purchase decisions,” Jurnal Ekonomi dan Bisnis, vol. 23, no. 2, pp. 339–356, Oct. 2020, doi: 

https://doi.org/10.24914/jeb.v23i2.3398  
 

 

https://doi.org/10.31764/historis.vXiY.4075
https://doi.org/10.31764/historis.vXiY.4075
https://doi.org/10.31764/historis.vXiY.4075
https://ekon.go.id/publikasi/detail/4420/ekonomi-indonesia-q2-tahun-2022-tumbuh-impresif-di-tengah-ketidakpastian-dan-krisis-global
https://ekon.go.id/publikasi/detail/4420/ekonomi-indonesia-q2-tahun-2022-tumbuh-impresif-di-tengah-ketidakpastian-dan-krisis-global
https://ekon.go.id/publikasi/detail/4420/ekonomi-indonesia-q2-tahun-2022-tumbuh-impresif-di-tengah-ketidakpastian-dan-krisis-global
https://ekon.go.id/publikasi/detail/4420/ekonomi-indonesia-q2-tahun-2022-tumbuh-impresif-di-tengah-ketidakpastian-dan-krisis-global
https://doi.org/10.48550/arXiv.2103.00054
https://www.liputan6.com/saham/read/4985801/jumlah-perusahaan-tercatat-di-bei-sentuh-787-hingga-mei-2022
https://www.liputan6.com/saham/read/4985801/jumlah-perusahaan-tercatat-di-bei-sentuh-787-hingga-mei-2022
https://www.liputan6.com/saham/read/4985801/jumlah-perusahaan-tercatat-di-bei-sentuh-787-hingga-mei-2022
http://dx.doi.org/10.30737/jimek.v4i1.1307
http://dx.doi.org/10.30737/jimek.v4i1.1307
http://dx.doi.org/10.30737/jimek.v4i1.1307
http://dx.doi.org/10.30737/jimek.v4i1.1307
http://dx.doi.org/10.20961/performa.17.1.18922
http://dx.doi.org/10.20961/performa.17.1.18922
http://dx.doi.org/10.20961/performa.17.1.18922
https://doi.org/10.24914/jeb.v23i2.3398

