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ABSTRAK

Sektor industri hotel di Indonesia memiliki prospek baik untuk jangka panjang,
terutama di daerah dengan objek alam atau sejarah yang terkenal. Kemajuan
teknologi informasi dan media sosial mempermudah perkembangan sektor ini,
yang berfokus pada peningkatan fasilitas untuk menarik wisatawan dan
meningkatkan perekonomian. Persaingan dalam bisnis perhotelan semakin ketat,
terutama di sektor hotel berbintang, yang mendorong penggunaan strategi
pemasaran seperti personal selling untuk menarik minat pelanggan dan
meningkatkan pendapatan. Hotel Novotel Bogor Golf Resort and Convention
Center, sebagai contoh, memanfaatkan promosi dan personal selling untuk
memaksimalkan pemesanan paket meeting, meskipun tingkat pemesanan masih
fluktuatif dan belum optimal. Penelitian ini dilakukan penulis untuk meneliti
bagaimana pengaplikasian metode personal selling dengan aksi proaktif dan
reaktif terhadap keputusan tamu dalam pemesanan paket meeting di Novotel
Bogor Golf Resort & Convention Center. Penelitian ini menggunakan metode
deskriptif kuantitatif dengan teknik pengambilan data observasi, wawancara,
kuesioner, studi pustaka serta menginterpretasikan dan menguraikan data yang
ada dalam hubungannya dengan data pendukung. Dan dari hasil hasil penelitian
menunjukan bahwa personal selling dengan aksi proaktif dan reaktif memainkan
peran penting dalam meningkatkan keputusan tamu dalam pemesanan paket
meeting di Hotel Novotel Bogor Golf Resort and Convention Center.

Kata kunci: Sales dan Marketing, Personal Selling, Keputusan Pembelian.
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ABSTRACT

The hotel industry sector in Indonesia has strong long-term prospects, particularly
in areas with famous natural or historical attractions. Advances in information
technology and social media have facilitated the development of this sector, which
focuses on enhancing facilities to attract tourists and boost the economy.
Competition in the hospitality business is increasingly intense, especially in the
star-rated hotel sector, prompting the use of marketing strategies such as personal
selling to attract customer interest and increase revenue. For example, Novotel
Bogor Golf Resort and Convention Center utilizes promotions and personal selling
to maximize meeting package bookings, though booking levels remain fluctuating
and not yet optimal. This study was conducted to examine how the application of
personal selling methods with proactive and reactive actions affects guest
decisions in booking meeting packages at Novotel Bogor Golf Resort &
Convention Center. The study uses a quantitative descriptive method with data
collection techniques including observation, interviews, questionnaires, literature
review, and interpreting and explaining existing data in relation to supporting
data. The results indicate that personal selling with proactive and reactive actions
plays a crucial role in enhancing guest decisions in booking meeting packages at
Novotel Bogor Golf Resort and Convention Center.

Keywords: Sales and Marketing, Personal Selling, Purchase Decisions.
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