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Abstract: Case study at PT. Sahabat Karya Teknik, this 

study intends to examine and analyze the "The effect of 

service quality, word of mouth, and perceived price on 

purchase decisions using AC (Air Conditioner) services 

moderated by customer satisfaction in households of 

Jakarta. In this study, 175 participants were surveyed 

using a purposive sample over a 30-day period. The 

Multiple Linear Regression Model test tool was used with 

SPSS 23.0 software to assess the hypotheses proposed in 

this study. Testing various linear regression models 

reveals that customer satisfaction is significantly 

influenced by service quality, word of mouth and 

perceived price variables. Each factor, service quality, 

word of mouth, perceived price and customer satisfaction 

has a partial impact on each other. 
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I. INTRODUCTION 
 

The air in the room can be conditioned with the help of 

an Air Conditioner (AC) which also has a calming effect on 

the body (Sofyan, 2010). An important element that can have 

an impact on health is the air quality in air conditioned rooms 

(Arjani, 2011). AC is a process of thermodynamic treatment 

of air to regulate temperature, humidity, cleanliness and 

distribution simultaneously to achieve comfortable 
conditions required by its occupants. Its main purpose is to 

provide a cooling effect, but it also serves to provide a sense 

of comfort (comfort air conditioner) (Stoecker, 1996). 
 

Psychologically, AC can affect a person's psychological 
condition. How the mental state and behavior of a person can 

be affected by AC. For tropical climates, hot temperature and 

weather conditions psychologically affect the performance of 

someone who often feels tired quickly. 

 

Indonesia is a country with a humid tropical climate. 

The characteristics of a humid tropical climate are quite high 

humidity, namely 70-80% in summer and 80-95% in the rainy 

season. In addition to high humidity, the air temperature also 

ranges between 24°C at night and 34°C during the day. These 

two things affect human thermal comfort. Thermal comfort is 
a state of mind that expresses satisfaction with its thermal 

environment. 

 

In tropical countries, AC is needed all the time. In 
Indonesia, many places and buildings, especially those in 

urban areas such as offices, restaurants, even homes and 

schools, are facilitated with AC in every corner of the room. 

AC is an alternative to natural ventilation so as to increase 

comfort in activities. This is the reason behind the large 

number of AC users. Of course, along with the development 

of economic growth, the Indonesian people are increasing and 

prosperous, it is possible that there will be more and more 

enthusiasts of AC in Indonesia, it might even become one of 

the basic needs of every home. 

 

The location of Indonesia, which is geographically 
located in an area with a tropical climate, makes many people 

interested in using AC. The development of the use of AC in 

Indonesia has had psychological and social impacts on the 

people who use it. The interest of people who live in the 

tropics makes AC sales increase every year. 
 

According to data from iesr.or.id (28/8/2018) collected 

from a study conducted by Lawrence Berkeley National 

Laboratory in 2013, the growth rate of AC sales in Indonesia 

exceeds 10-15% per year. The level of consumer needs Air 

AC is becoming a problem in this situation as it continues to 

increase. This is evidenced by the 2.5 million AC sold in 

Indonesia every year. In 2021, the Central Statistics Agency 

(BPS) reports that an average of 11.1 percent of homes in 

Indonesia use AC. 
 

Up from 10.28 percent the previous year. According to 

statistics collected, the number of people using AC is 

increasing every year. According to BPS 2021 statistics for 

the Jakarta area, the percentage of houses using AC rises to 2 

to 3 percent per year of all households in Jakarta. This shows 
how the influence of AC on daily life has grown significantly. 

AC is also used in office buildings which aims to provide 

comfort for workers so they can work efficiently and more 

productively and reduce fatigue. 
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 Province Percentage of Households Using AC by Province 

2017 2018 2019 2020 2021 

DKI Jakarta 30.83% 32.68% 34.84% 36.58% 39.50% 

Kepulauan Riau 29.38% 31.14% 33.20% 34.86% 37.65% 

KalimantanTimur 17.91% 18.98% 20.24% 21.25% 22.95% 

Banten 15.91% 16.86% 17.98% 18.88% 20.39% 

Kep. Bangka Belitung 12.02% 12.74% 13.58% 14.26% 15.40% 

Bali 11.83% 12.54% 13.37% 14.04% 15.16% 

Riau 10.25% 10.87% 11.58% 12.16% 13.13% 

Papua Barat 9.03% 9.57% 10.20% 10.71% 11.57% 

Kalimantan Selatan 8.71% 9.23% 9.84% 10.33% 11.16% 

Gorontalo 8.53% 9.04% 9.64% 10.12% 10.93% 

Average for all of Indonesia 8.66% 9.18% 9.79% 10.28% 11.10% 

Table 1: Ten Indonesian Provinces with the Largest Percentage of Households Using AC 2017-2021 

Source: Badan Pusat Statistik, 2022 

 

Based on Table 1 above, the proportion of households using AC in Indonesia between 2017-2021 has increased from year to 
year, this shows that ownership of AC in the Indonesian household sector continues to increase. 

 

 
 Sales                                       Service Capacity                             Percentage of sales to capacity 

 

Fig. 1: 2018-2021 PT. Sahabat Karya Teknik Sales Graph 

Source: Company Internal Data, 2022 

 

Based on Graph1 above, it shows that the annual sales 

of PT. Sahabat Karya Teknik fluctuate. The graph shows that 

annual sales from 2018 had revenues of 171,520,000 in 2019 
there were revenues of 253,500,000 in 2020 there were 

revenues of 162,507,600 and in 2021 there were revenues of 

212,980,000 resulting in inconsistent annual sales in income 

per year. PT. Sahabat Karya Teknik's annual sales are also 

much lower than its service capacity. This service capacity is 

determined based on the technician's capacity, equipment and 

capabilities owned by PT. Sahabat Karya Teknik. This annual 

sales is of course inversely proportional to the condition of 

AC users in the household sector in Jakarta, which always 
experiences an increase based on data from the Badan Pusat 

Statistik. 
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Table 2: Preliminary Survey Results 
 

This can be seen in table 2 there are 4 top factors chosen 

by respondents as the main factor consumers decide to use 

AC services with a composition of 28 respondent which 

choose Word of Mouth, 22 respondents chose Customer 

Satisfaction, 34 respondents chose perceived price and 34 

respondents chose service quality. Based on the results, it can 

be seen on table 2 that factor word of mouth get a percentage 

of 16%. Second, there is factor Customer satisfaction with 

percentage of 13%. Third, the perceived price factor gains 

20% and the service quality factor earns 20%. 
 

Based on the results of the preliminary survey above, 

four were obtained variables that have the highest value, 

namely Service Quality, Word of Mouth and Perceived price 

which will be used as variable independent. For Customer 

satisfaction will be used as variable moderators. Based on 
these, make research with the title "The Effect of Service 

Quality, Word of Mouth and Perceived Price on Purchase 

Decisions using AC Services moderated by Customer 

Satisfaction in Households of Jakarta". 
 

II. LITERATURE REVIEW 
 

A. Service quality 

Customer satisfaction is the magnitude of a person's 
sentiment after comparing the performance or results he 

experiences with his expectations, while service quality is the 

level of excellence expected and control over the level of 

perfection to meet customer demands (Fandy Tjiptono, 

2011). 

 

B. Word of Mouth 

According to (Kotler et al., 2016), word of mouth is 

a communication strategy that involves offering 

recommendations for a product or service both 
individually and in groups with the aim of sharing 

personal information. 
 

C. Perceived price 

According to Lee and Lawson-Body, perceived price 

are judgments and types of consumer sentiment related 
to whether the price offered by sellers and prices 

compared to other parties is reasonable, acceptable, or 

justifiable (2011: 532). 
 

D. Customer satisfaction 

Customer satisfaction is described as "a person's joy or 

disappointment as a result of comparing perceptions of 

product performance or results with expectations" (Kotler et 

al., 2018). According to the microeconomic theory approach, 

consumer behavior theory argues that every customer will try 
to get maximum pleasure. 

 

E. Purchase decision 

According to Kotler (2011), purchase decisions are 
activities carried out by customers to decide whether to buy a 

product or not. Consumers often consider quality, price, and 

brand reputation among several aspects that influence their 

purchase of a product or service. 
 

 

 

 
Fig. 2: Framework 

No. Variable Respondents Percentage Accumulation 

1 Word of Mouth 28 16% 

69% 
2 Customer satisfaction 22 13% 

3 Perceived Price 34 20% 

4 Service Quality 34 20% 

5 Brand Image 17 10% 
 

6 Place Existence 5 3% 
 

7 Physical Environment 5 3% 
 

8 Social Influence 9 5% 
 

9 Lifestyle 10 6% 
 

10 Offline Advertisement 7 4% 
 

Total 172 100% 
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III. RESEARCH METHODS 

 

A. Research design 

This study includes quantitative research, as well as 

survey methodology and explanatory tactics. According to 

Sugiyono (2017), the quantitative method is a positivism-

based research approach used to study a particular population 

or sample, collect data using research tools, then apply 
quantitative or statistical analysis to evaluate pre-existing 

assumptions. Quantitative research is defined as research that 

describes or explains a problem with generalizable 

conclusions, according to Kriyantono (2012). As a result, the 

breadth of the data or analysis becomes less important. In 

order for data or research findings to appear representative of 

the entire population, researchers pay more attention to the 

characteristics of the breadth of the data. An explanatory 

survey is a research technique used when researchers want to 

understand why certain circumstances or conditions exist or 

what causes something to happen, according to Kriyantono 
(2012: 60). 

 

B. Population and Sample 
 

 Population 

According to Ferdinand (2014), the population consists 

of all elements in the form of objects, events, or individuals 

that have certain characteristics and are the focus of attention 

of researchers to support or test certain theories. All 

household sector clients of PT. Sahabat Karya Teknik who 

have made purchases by the end of May 2022 are the 
population of this study. 

 

 Sample 
(Ferdinand, 2014) states that the sample is part of the 

population consisting of a number of people in the 

population. Probability sampling will be the sampling method 

used in this investigation. A sampling method called 

probability sampling gives every member of the population 

an equal chance of being sampled. The formula (Yamane 

1973) is used in this study to calculate the sample size of the 
population. Another formula that can be used is: 

 

n = N/ 1+ N d 2 

 

Researchers use a travel sample using this formula 

based on the formula above. Calculations lead to the 

following conclusions: 
 

n =   190  

 1+190 x (0.01) 2 
 

n =   190  

 1+190 x 0.0001 
 

n =   190 

  1.090 
 

n = 175 respondents 
 

These calculations lead to the conclusion that 175 

respondents are a population that can be used as a sample. 
 

C. Method of collecting data 

The questionnaire given to AC Service respondents is the 

method used to collect data. Sugiyono (2018) defines a 

questionnaire as a data collection method in which 

respondents are given a list of questions or written statements 
to respond to. Surveys can be closed or open-ended questions 

or statements and can be distributed in person, by mail or 

online. 
 

IV. ANALYSIS AND RESULTS 
 

To ascertain how the independent factors jointly affect 

the dependent variable, the F test is used to determine whether 

the dependent variable is indeed affected by the regression 

coefficient of the independent variable or not. 

 

ANOVA a 

Model Sum of Squares df MeanSquare F Sig. 

1 Regression 149.107 3 49.702 31.405 .000 b 

residual 270.630 171 1.583   

Total 419.737 174    

Table 3: F Test Results 
 

a. Dependent Variable: Purchase_Decision 

b. Predictors: (Constant), Perception_Price, Quality_Service, Word_Of_Mouth 

Source: Process data with SPSS 23 
 

The calculated F value of 31.405 with a substantial level 

of 0.000 is explained in table 1.3. Based on the results of 

calculations performed with the help of SPSS 23 software, it 

is known that the value of Sig = (0.000); at a significance 

level of 0.05, H0 is rejected or the model and data agree. This 

model is considered valid and can be used for further research 

because it can be said that the variables of Service Quality, 

Word of Mouth, Perceived Price, and Customer Satisfaction 
directly have a large influence on purchase decisions. 
 

A. Test-t results 

This test is designed to assess the importance of the 

independent variable's partial or independent impact on the 

dependent variable. By using the significant value and t count 

obtained, this effect can be approximated. to find out whether 

Customer Satisfaction (Z), Perceived Price (X3), Word of 

Mouth (X2), and Service Quality (X1) have a substantial 

effect on Purchase Decision (Y). The following test results 
were obtained with a significance level of 0.05: 
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Coefficients a 

 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B std. Error Betas 

1 (Constant) 
1.269 1.147  1.107 .270 

Service quality .108 .066 .102 1.636 .004 

Word_Of_Mouth .085 .060 .125 1.406 .021 

Perception_Price 

Satisfaction 

.315 

.421 

.059 

.212 

.474 

.321 

5.355 

2.124 

.000 

.002 

                                                                          Table 5: Test-t Results for Model 1 
 

a. Dependent Variable: Purchase_Decision 
 

                                                                  Source: Process data with SPSS 23 
 

The results of the test-t show the effect of the Service 

Quality variable on purchase decisions seen from a 

significance value of 0.004 based on the calculation results in 

Table 1.4 and Table 1.5. Trust is partly understood to have a 

beneficial and significant influence on the choice to use AC 

services (0.004 < α 0.05). Considering that the Word of Mouth 

variable has a significance value of 0.021 (0.021 < α 0.05), it 

can be concluded that Word of Mouth influences purchase 
decisions positively and significantly. 

 

The significant value of 0.000 indicates that the 

perceived price factor has a major influence on purchase 

decisions. Perceived price is partly considered to have a 
beneficial and substantial impact on purchase decisions 

(0.000 < α 0.05). A significant value of 0.001 indicates that 

the variable Service Quality has an influence on purchase 

decisions through customer satisfaction. Partially it can be 

concluded that Service Quality has a positive and significant 

effect on Purchase Decisions through Customer Satisfaction 

(0.001 < α 0.05). 

 

A significant result of 0.050 indicates that the word of 

mouth variable influences consumer satisfaction which leads 

to purchase decisions. (0.050 = α 0.05) is partly understood 

as an indication that Service Quality significantly and 

favorably influences purchase decisions. The influence of 

perceived price variables on consumer satisfaction as 

measured by purchase choices is quite large at 0.000. 

Perceived price is partly considered to have a beneficial and 

substantial impact on purchase decisions (0.000 = α 0.05). 

The value of 0.000 indicates that the satisfaction variable has 

a strong influence on purchase decisions. Some concluded 

that satisfaction has a beneficial and substantial impact on 
purchase decisions (0.000 < α 0.05). 
 

B. Coefficient of Determination (R 2) 

The ability of a model to explain the variance of the 
dependent variable is measured by analysis of the coefficient 

of determination of the adjusted R square (R2) value. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Coefficients a 

 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B std. Error Betas 

1 (Constant) 2.030 1.050  1.933 .055 

Service quality .010 .060 .010 2.164 .001 

Word_Of_Mouth .109 .055 .170 1.973 .050 

Perception_Price .304 .054 .486 5.632 .000 

Table 4: Test-t Results for Model 2 
 

a. Dependent Variable: Customer Satisfaction 
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Summary Model b 

Model R R Square Adjusted R Square std. Error of the Estimate 

1 .596 a .755 .344 1.258 

                                          Table 6: Test Results for the Coefficient of Determination 
 

                           Source: Process data with SPSS 23 
 

a. Predictors: (Constant), Perception_Price, Quality_Service, Word_Of_Mouth 

b. Dependent Variable: Purchase_Decision 
 

The coefficient of determination R Square is 0.755 

based on Table 1.6 above. This shows that the model can only 

explain 0.755, or 75.5 %, of the variation in the decision to 

use AC services; the remaining 24.5% is explained by factors 

not included in this study. 
 

V. CONCLUSIONS AND RECOMMENDATIONS 
 

A. Conclusion 

The following conclusions are reached based on research 

findings and debates on the impact of service quality, word of 

mouth, perceived price, and satisfaction with purchase 

decisions: 

 The quality of customer service influences purchases in a 

profitable way. Through the test-t results indicate that 

Service Quality has a significant effect on consumer 

purchase decisions. 

 Referrals from friends and family influence purchase 

choices favorably. Through test-t findings, it is shown that 

word of mouth has a considerable impact on purchase 

decisions. 

 How big a price is considered to have an influence on 

purchases. Through test-t findings, it is shown that 

perceived price has a major influence on purchase 

decisions. 

 Customer satisfaction in the service industry has a 

beneficial impact on purchase decisions. Customer 

satisfaction is proven to have a large impact on purchase 
decisions based on the results of the test-t. 

 Customer satisfaction makes word of mouth effective in 

influencing consumer decisions. Through customer 

satisfaction, word of mouth has been shown to have a 

considerable impact on purchase decisions based on test-t 

results. 

 Through customer satisfaction, perceived price have a 

beneficial impact on purchase decisions. Through customer 

satisfaction, perceived price are proven to have a major 

influence on purchase decisions based on the results of the 

test-t. 

 Consumer decisions are positively influenced by 

satisfaction. The test-t findings show that satisfaction has a 

large impact on purchase decisions. 
 

B. Recommendation 
The author tries to offer some recommendations that may 

be useful and as input for PT. Sahabat Karya Teknik to 

maintain and improve the decision to purchase AC services 

based on the analysis carried out during the research and the 

conclusions that have been stated previously, including: 

 Practical Advice 

 To increase sales of air conditioning services, PT. 

Sahabat Karya Teknik is expected to pay attention to 

factors related to price perceptions. PT. Sahabat Karya 

Teknik can provide AC (Air Conditioner) service prices 

which do not have to be cheap or expensive, but can 

provide prices that are in accordance with the services 

provided. In this strategy PT. Sahabat Karya Teknik can 

make several price packages grouped from those that are 

classified as cheap, medium and premium, this is to 

ensure that the services provided by PT. Sahabat Karya 

Teknik can reach all people from the middle to upper 

middle class. 

 It is suggested to the management of PT. Sahabat Karya 

Teknik to be able to minimize the risk of complaints that 

may occur to consumers, especially when AC service is 

in progress. PT. Sahabat Karya Teknik must be able to 

provide and improve the services of 24 hours customer 

service either by calling, by e-mail, or by chatting with 

customer service staff directly. This can be done by 

giving surveys or telephone calls to consumers to assess 

the performance of PT. Sahabat Karya Teknik's services 

after they use the AC service to be able to find out input 

from buyers. This is of course as a form of effort to 

increase customer satisfaction after using AC service 

services. 

 The management of PT. Sahabat Karya Teknik can 

increase positive reviews by correcting a number of 

things related to AC service information to other 

customers. Information regarding PT. Sahabat Karya 

Teknik's AC service needs to be specified in more detail 

on the company's website, positive customer testimonials 

are included and each job has been completed, customers 

are asked to fill out a short form regarding customer 

satisfaction. So far this has been done, but it has not been 

done consistently so that not all customers remember to 

refer PT. Sahabat Karya Teknik to other potential 

customers. 

 The management of PT. Sahabat Karya Teknik needs to 

regularly provide training to technicians. The reliability 

of technicians will further improve the quality of service 

such as work completed on time and as needed, swift 
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complaint handling, adequate equipment and honesty of 

technicians when in the field. 

 

 Academic Advice 
For further research, it is suggested to be able to 

reexamine the variables and theories that have been used in 

this study by expanding the research sample by conducting 

research on big cities in Indonesia which of course have 

different characteristics, so that different handling is needed 

related to causing consumer buying decisions on air 

conditioning services. 
 

REFERENCES 

 

[1.] Ahmad, A. M. K., Abuhashesh, M., Obeidat, Z., & 

AlKhatib, M. J. (2020). E-WOM and airline e-ticket 

purchasing intention: Mediating effect of online 

passenger trust. Management Science Letters, 10(12), 

2729–2740.  

[2.] Ahmad, N. (2014). Impact of Word of Mouth on 

Consumer Buying Decision. European Journal of 

Business and Management, November.  

[3.] Aisah Amilia. (2021). Effect Of E-Quality Service, 

Word Of Mouth, And Price On Consumer Interest In 

Using Online Business Application Services. 59. 

[4.] Aisy RR. (2021). Pengaruh Digital Marketing Dan 

Brand Loyalty. Jurnal Ekonomi, 1(1), 1–160. 

[5.] Ali, Hapzi, Evi Narulitas, dan Adi Nurmahdi. (2018). 

The Influence of Service Quality, Brand Image, and 

Promotion on Purchase Decision at MCU Eka 

Hospital. Saudi Journal of Business and Management 

Studies (SJBMS). 

[6.] Amrina, S. (2016). Dewan Penyunting. Jurnal 

Pendidikan Teknologi Dan Kejuruan, 22(4), 6–8. 

[7.] Andari, Rini dan Napu, Della Maghfira. (2016). 

Pengaruh Word Of Mouth Terhadap Keputusan 

Pembelian Tiket Maskapai Penerbangan Domestik di 

Davina Tour And Travel Gorontalo. Tourism and 

Hospitality Essentials (THE) Journal, Vol.VI 

No.1.2016 

[8.] Ardiansyah, A., & Nurdin, H. (2020). Pengaruh 

Diskon Dan Kepercayaan Konsumen Terhadap 

Keputusaan Pembelian Produk Online Shop Shopee 

(Studi Kasus Mahasiswa Stie Bima). Jurnal 

Akuntansi, 5(2), 136. 

[9.] Arjani, Ida Ayu Made Sri . 2011. Kualitas Udara 

Dalam Ruangan Kerja . Skla Husada. Volum 8. 

Nomor2 , Halaman 178-183. 

[10.] Aslam, Saad., Jadoom, Etisam., Zaman, Khalid., 

Gondal, Shehryar. (2011). Effect of word of mouth on 

conduner buying behavior. Mediterranean Journal of 

Social Science. Vol. 2, No. 3. ISNN:2039-2117 

[11.] Assauri, S. (2017). Manajemen Pemasaran. Jakarta: 

PT RajaGrafindo Persada 

[12.] Ashari, N. (2019). Pengaruh Citra Merek, Diskon, 

Kualitas Pelayanan, Dan Persepsi Harga Terhadap 

Keputusan Pembelian Melalui Situs Traveloka. 

[13.] Atmaja, Jaka. (2018). "Kualitas Pelayanan dan 

Kepuasan Nasabah Terhadap Loyalitas Pada Bank 

BJB" Jurnal Ecodemica, Vol. 2 No. 1 April 2018. 

AKOM BSI: Jakarta 

[14.] Basri, N. A. H., Ahmad, R., Anuar, F. I., & Ismail, K. 

A. (2016). Effect of Word of Mouth Communication 

on Consumer Purchase Decision: Malay Upscale 

Restaurant. Procedia - Social and Behavioral 

Sciences, 222, 324–331. 

[15.] Chaffey, D., & Chadwick, E. (2016). Digital 

Marketing,Sixth Edition. United Kingdom: Pearson 

Education Limited 

[16.] Edriani, D. (2021). Pengaruh Persepsi Harga dan 

Kualitas Produk Terhadap Keputusan Pembelian 

Konsumen. Jurnal Ekobistek, 10(1), 132–135.  

[17.] Efendi, Januar, Panjaitan. (2016). Pengaruh Kualitas 

Pelayanan Terhadap Kepuasan Pelanggan Pada JNE 

Cabang Bandung. Jurnal Manajemen Fakultas 

Komunikasi dan Bisnis Universitas Telkom, Volume 

11, No. 2. 

[18.] Ena, Maria Yalinta., Antonio E. L. Nyoko., dan 

Wehelmina M. Noden. (2019). Pengaruh Persepsi 

Harga, Kualitas Pelayanan, Lokasi dan Word of 

Mouth Terhadap Keputusan Pembelian di Chezz 

Cafenet. Journal Of Management (SME’s) Vol. 10, 

No.3, 2019, pp. 299-310 

[19.] Fadhli, K., & Pratiwi, N. D. (2021). Pengaruh Digital 

Marketing, Kualitas Produk, dan Emosional terhadap 

Kepuasan Konsumen Poskopi ZIO Jombang. Jurnal 

Inovasi Penelitian, 2(2), 603–612. 

[20.] Fadillah, A., & Syarif, R. (2013). Pengaruh Program 

Diskon Terhadap Keputusan Pembelian. Jurnal Ilmiah 

Manajemen Kesatuan, 1(1), 77–84.  

[21.] Ferdinand, A. (2014). Metode Penelitian Manajemen 

(BP Undip (ed.); 5 th). 

[22.] Fitrianna, H., & Aurinawati, D. (2020). Pengaruh 

Digital Marketing Pada Peningkatan Brand 

Awareness Dan Brand Image Terhadap Keputusan 

Pembelian Produk Cokelat Monggo di Yogyakarta. 

INOBIS: Jurnal Inovasi Bisnis Dan Manajemen 

Indonesia, 3(3), 409–418. 

[23.] Fitriyasari, Anis (2020) The Effect of Service Quality, 

Customer Trust, Brand Image and Electronic Word of 

Mouth On Online Purchasing Decisions on Shopee 

Customers in Surabaya. In: The 2nd International 

Conference on Business and Banking Innovations 

(ICOBBI) 2020, 14 - 15 Agustus 2020, STIE Perbanas 

Surabaya. 

[24.] Fuadi, Selamet,. (2022). Pengaruh Kualitas Produk, 

Kualitas Pelayanan, Persepsi Harga dan Promosi 

terhadap Keputusan Pembelian Indihome pada PT. 

Telkom Metro. Kalinda Halok Gagas Economics & 

http://www.ijisrt.com/


Volume 8, Issue 2, February – 2023                International Journal of Innovative Science and Research Technology                                                 

                                                                                ISSN No: 2456-2165 

 

IJISRT23FEB613                                        www.ijisrt.com                         1661 

Management, Vol. 4 No. 2. 

[25.] Gozali, H. (2017). Pengaruh Persepsi Harga, Promosi 

Dan Kualitas Produk Terhadap Minat Pembelian 

Merchandise K-Pop Melalui E-Commerce (Studi 

Pada Penggemar Korean Pop (K-Pop) Di KLOSS 

Surabaya). Thesis, Universitas 17 Agustus 1945 

Surabaya., 1, 12–26. 

[26.] H Kara, O. A. M. A. (2014). Pengaruh Kualitas 

Pelayanan Dan Word Of Mouth ( Wom ) Terhadap 

Keputusan Pembelian. Paper Knowledge . Toward a 

Media History of Documents, 7(2), 107–115. 

[27.] Hair, Anderson, Tathan, B. (2010). Multivariate Data 

Analysis (Joseph F. Hair (ed.); 5 th Edition). 

[28.] Handayani, S. D. (2020). Pengaruh Brand Image, 

Kualitas Pelayanan Dan Kepercayaan Terhadap 

Loyalitas Nasabah Dengan Kepuasan Sebagai 

Variabel Moderating (Studi Kasus BRI Syariah KCP 

Magelang). IAIN Salatiga. 

[29.] Hassan Basri, Nur A'Mirah & Ahmad, Roslina & 

Anuar, Faiz & Ismail, Khairul. (2016). Effect of Word 

Of Mouth Communication on Consumer Purchase 

Decision: Malay Upscale Restaurant. Procedia - 

Social and Behavioral Sciences. 222. 324-331. 

[30.] Harjati, Lily dan Yurike Venesia. (2015). Pengaruh 

Kualitas Layanan dan Persepsi Harga terhadap 

Kepuasan Pelanggan pada Maskapai Penerbangan 

Tiger Air Mandala. E-Journal WIDYA Ekonomika. 

1(1): 67-68. 

[31.] Herawati, Heny. (2020). Pengaruh Kualitas Pelayanan 

Dan Word Of Mouth (Wom) Terhadap Keputusan 

Pembelian. Kinerja Jurnal Ekonomi Dan Bisnis Vol. 3 

No. 1–Desember 2020 

[32.] Hossain, Md. Manik, Saiful Kabir, Rezwanul Islam 

Rezvi. (2007). Influence of Word of Mouth on 

Consumer Buying Decision: Evidence from 

Bangladesh Market. European Journal of Business 

and Management. ISSN 2222-2839/ Vol.9, No.12, 

2017. 

[33.] Ilyas, G. B., Amkop, S., Munir, A. R., Hasanuddin, U., 

Tamsah, H., & Amkop, S. (2021). The-influence-of-

digital-marketing-and-customer perceived value 

through .pdf. 24, 1–14. 

[34.] Kartika, L. N., & Rino, M. M. (2021). Pengaruh 

Kualitas Produk Dan Pemasaran Digital Terhadap 

Keputusan Pembelian Bioskop Cinema XXI (Studi 

Pada Mahasiswa di D.I Yogyakarta). Jurnal Riset 

Manajemen Dan Bisnis, 16(1), 31. 

[35.] Kasinem, K. (2020). Pengaruh Kepercayaan dan 

Kualitas Pelayanan Terhadap Kepuasan Konsumen 

Pada Hotel Bukit Serelo Lahat. Jurnal Media Wahana 

Ekonomika, 17(4), 329. 

[36.] Khaerunnisa, F. (2019). Jurusan manajemen fakultas 

ekonomi dan bisnis islam universitas islam negeri 

alauddin makassar 2019. Doctoral Dissertation, 

Universitas Islam Negeri Alauddin Makassar. 

[37.] Khoziyah, S., & Lubis, E. E. (2021). Pengaruh Digital 

Marketing Terhadap Keputusan Pembelian Followers 

Online Shop Instagram @KPopConnection. Jurnal 

Ilmu Komunikasi, 10(1), 39–50. 

[38.] Kotler, Philip, & Keller, K. L. (2016). Marketing 

Management (Pearson (ed.); 14 th). 

[39.] Kumala & Fageh. (2022). Pengaruh diskon terhadap 

keputusan pembelian kosmetik halal dengan minat 

beli sebagai variabel intervening. Jurnal Manajemen 

Dan Bisnis (JMB), 6(1), 11. 

[40.] Kusnawan, A., Diana, S., Andy, A., & Tjong, S. 

(2019). Pengaruh Diskon pada Aplikasi e-Wallet 

terhadap Pertumbuhan Minat Pembelian Impulsif 

Konsumen Milenial di Wilayah Tangerang. Sains 

Manajemen, 5(2), 137–160. 

[41.] Laluyan, G. I., Wibowo, I., & Setiorini, A. (2019). 

Implementasi Digital Marketing Terhadap Keputusan 

Pembelian Konsumen JD.id Jakarta. Jurnal 

Manajemen Bisnis Krisnadwipayana, 7(3). 

[42.] Lukiyanto, K., Widita, A., & Kumalasari, R. D. 

(2018). Vol. 26 (t) mar. 2018. Pertanika Journal of 

Social Science & Humanities, 26. 

[43.] Magfiroh, Iroh. (2022). Pengaruh Kualitas Produk, 

Persepsi Harga, dan Celebrity Endorsement Terhadap 

Keputusan Pembelian Skincare (produk serum) di PT. 

AVO Innovation Technology (Avoskin) (Survey pada 

Mahsiswa FEB UPI YAI). Jurnal Ikraith-Ekonomika. 

[44.] Manap, A. (2016). Revolusi Manajemen Pemasaran 

(Mitra Wacana Media (ed.); Pertama).  

[45.] Mewoh, F. M., Tampi, J. R. E., & Mukuan, D. D. S. 

(2019). Pengaruh Digital Marketing Terhadap 

Keputusan Pembelian Pada Matahari Department 

Store Manado Town Square. Jurnal Administrasi 

Bisnis, 9(1), 35. 

[46.] Mukerjee, Kaushik, (2017). The Impact Of Brand 

Experience, Service Quality And Perceived Value On 

Word Of Mouth Of Retail Bank Customers: 

Investigating The Mediating Effect Of Loyalty. © 

Macmillan Publishers Ltd., part of Springer Nature 

2018. J Financ Serv Mark 

[47.] Nasruddin J., Gumilang D.A, Analysis of Product 

Quality, E-Marketing and Electronic Customer 

Relationship Management forCustomer Loyalty 

(Study of Telkomsel Prepaid Card Users in Central 

Jakarta), IJRST, Jul-Sep 2022, Vol 12, Issue 3, 27-35 

[48.] Nguyen, T. T. H., Nguyen, K. O., Cao, T. K., & Le, 

V. A. (2021). The Impact of Corporate Greenwashing 

Behavior on Consumers’ Purchase Intentions of Green 

Electronic Devices: An Empirical Study in Vietnam. 

Journal of Asian Finance, Economics and Business, 

8(8), 229–0240. 

[49.] Oryza Sativayana Sinaga. (2017). Pengaruh Word of 

http://www.ijisrt.com/


Volume 8, Issue 2, February – 2023                International Journal of Innovative Science and Research Technology                                                 

                                                                                ISSN No: 2456-2165 

 

IJISRT23FEB613                                        www.ijisrt.com                         1662 

mouth Terhadap Keputusan Pembelian dan Kepuasan 

Konsumen (Studi Pada Konsumen Rumah Teh Ndoro 

Donker Kemuning). 

[50.] Pardede, Ratlan dan Tarcicius Yudi Haryadi. (2015). 

Pengaruh Persepsi Harga DanKualitas Produk 

Terhadap Keputusan Pembelian Konsumen Yang 

Dimediasi Kepuasan Konsumen. Journal of Business 

& Applied Management Vol. 10 No. 1. 

[51.] Pratama, R. I., Megadini, D. D., & Kusriandini, T. 

(2019). Effect of Perceived Ease of Use, Word-of-

Mouth Communication, and Brand Image on Decision 

to Use Lazada E-Commerce Services. International 

Journal of Multicultural and Multireligious 

Understanding, 6(1), 173 

[52.] Prayitno, B. (2019). Pengaruh penetapan harga, 

diskon, keragaman produk, keramahan, tata ruang, 

dan tempat parkir terhadap keputusan pembelian 

pakaian jadi. 1. 

[53.] Priyono, Vera Fadhilah, Handojo Djoko Waluyo. 

(2019). Pengaruh Kualitas Pelayanan, Harga, dan 

Word of Mouth terhadap Keputusan Penggunaan Jasa 

Clean Your Shoes. Jurnal Ilmu Administrasi Bisnis 

Vol. 8 No. 4 

[54.] Pujiwidodo, D. (2016). Pengaruh Word Of Mouth 

Terhadap Keputusan Pembelian Tiket Maskapai 

Penerbangan Domestik Di Davina Tour And Travel 

Gorontalo. III(2), 2016. 

[55.] Putri, P. M., & Marlien, R. . (2022). Pengaruh Digital 

Marketing terhadap Keputusan Pembelian Online. 

Jesya (Jurnal Ekonomi & Ekonomi Syariah), 5(1), 25–

36. 

[56.] Qomariah, N. (2020). Di Mall Plaza Mulia Samarinda. 

8(1), 35–45. 

[57.] Raza, M., Frooghi, R., Rani, D. S. H. binti, & Qureshi, 

M. A. (2018). Impact of Brand Equity Drivers on 

Purchase Intention: A Moderating Effect of 

Entrepreneurial Marketing. South Asian Journal of 

Management Sciences, 12(1), 69–92. 

[58.] Razy, S., Winarno, W., & Rusnaini, R. (2020). 

Beginner Voter Perception of Presidential Candidates 

(Case Study of the Presidential Election in 2019). 

Budapest International Research and Critics in 

Linguistics and Education (BirLE) Journal, 3(2). 

[59.] Richa Angkita Mulyawisdawati. (2018). Analisis 

Pengaruh Bauran Pemasaran Terhadap Kepuasan dan 

Loyalitas Pelanggan di Karita Muslim Square 

Yogyakarta Richa. January 2012, 188–201. 

[60.] Rino, Markus Maria. (2021). Pengaruh Kualitas 

Produk Dan Pemasaran Digital Terhadap Keputusan 

Pembelian Bioskop Cinema Xxi (Studi Pada 

Mahasiswa Di D.I Yogyakarta). Universitas Kristen 

Duta Wacana. 

[61.] Ryan, Damian., & Jones, Calvin. (2019). 

Understanding Digital Marketing: Marketing 

Strategies for Engaging The Digital Generation. 

United States: Kogan Page Limited. 

[62.] Saad Aslam. (2011). Effect of Word of Mouth on 
Consumer Buying Behavior. Mediterranean 

Journal of Social Sciences, July. 
[63.] Saputra, G. W., & Ardani, I. G. A. K. S. (2020). 

Pengaruh Digital Marketing, Word of Mouth, Dan 

Kualitas Pelayanan Terhadap Keputusan Pembelian. 

E-Jurnal Manajemen Universitas Udayana, 9(7). 

[64.] Sari, Meida Ramita, & Lestari, R. (2019). Pengaruh 

Persepsi Harga, Kualitas Pelayanan Dan Kualitas 

Produk Terhadap Kepuasan Dan Dampaknya Pada 

Minat Pembelian Ulang Konsumen Kereta Api Kelas 

Eksekutif Argo Parahyangan. 15(1), 30–44. 

[65.] Sinaga, O. S., Irianto, H., & Widiyanti, E. (2017). 

Pengaruh Word of Mouth Terhadap Keputusan 

Pembelian Dan Kepuasan Konsumen (Studi Pada 

Konsumen Rumah Teh Ndoro Donker Kemuning). 

Agista, 5(1), 80–88. 

[66.] Singgih, S. (2014). Konsep Dasar dan Aplikasi SEM 

dengan AMOS 24 (PT Elex Media Komputindo (ed.)). 

Gramedia. 

[67.] Sofyan syafri, (2010). penggunaan air conditioner 

(AC). Jakarta: Rajawali Pers 

[68.] Stoecker, W, F and Jones, J.W., (1996). Refrigerasi 

dan Pengkodisian Udara, Erlangga, Jakarta. 

[69.] Sugiyono. (2018). Metode Penelitian Kuantitatif, 

Kualitatif, dan R&D (CV Alfabeta (ed.)). 

[70.] Veronica, D. (2017). Pengaruh Kualitas Pelayanan 

Terhadap Kepuasan Pelanggan. Journal Development. 

[71.] Widyana. (2020). Pengaruh Price Discount Terhadap 

Keputusan Impulse Buying Dalam Perspektif 

Ekonomi Islam (Studi Pada Pelanggan Alfamart Di 

Kota Metro). 

[72.] Wijaya, A. G., & Zulfa, M. (2017). The Effect Of 

Word Of Mouth, Price Perception, Brand Image And 

Trust On Purchase Decision Using Purchase Intention 

As An Interveningvariable (Study at Middle Class 

Housing in Semarang). International Journal of 

Islamic Business Ethics, 2(3), 1. 

[73.] Winahyu, D. J. (2012). Terhadap Minat Beli Air 

Minum Axogy ( Studi Kasus pada Pengguna Air 

Minum Kota Magelang Jawa Tengah ). 

[74.] Yulianti, Dwi, Pawenang, S., Damayanti, R. 

(2020). Word Of Mouth, Persepsi Harga, Dan 

Kualitas Pelayanan Terhadap Keputusan 

Pengunaan Jasa Ella Skincare.  Jurnal Ilmiah 

Edunomika. Vol. 4 No. 2 

[75.] Zamil, Ahmad M. (2011). The Impact of Word of 

Mouth (WOM) on the Purchasing Decision of the 

Jordanian Costumer. Research Journal International 

Studies (20). 

 

http://www.ijisrt.com/

	[43.] Magfiroh, Iroh. (2022). Pengaruh Kualitas Produk, Persepsi Harga, dan Celebrity Endorsement Terhadap Keputusan Pembelian Skincare (produk serum) di PT. AVO Innovation Technology (Avoskin) (Survey pada Mahsiswa FEB UPI YAI). Jurnal Ikraith-Ekonom...
	[74.] Yulianti, Dwi, Pawenang, S., Damayanti, R. (2020). Word Of Mouth, Persepsi Harga, Dan Kualitas Pelayanan Terhadap Keputusan Pengunaan Jasa Ella Skincare.  Jurnal Ilmiah Edunomika. Vol. 4 No. 2


