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ABSTRAK 

Azhar Falah Ramadhan (2026), NIM 20220510407 “Pengaruh Persepsi 

Harga, Electronic Service Quality, Dan Electronic Word Of Mouth 

Terhadap Keputusan Pembelian Pada Konsumen Sepeda Di Kabupaten 

Kuningan”. Program Studi Manajemen Fakultas Ekonomi dan Bisnis 

Universitas Kuningan. Di bombing oleh Dosen Pembimbing 1: Prof. Dr. H. 

Dikdik Harjadi, S.E., M.Si dan Dosen Pembimbing II: Wely Hadi Gunawan, 

S.E., M.M.  

 

Penelitian ini bertujuan untuk menguji pengaruh Pengaruh Persepsi Harga, 

Electronic Service Quality, dan Electronic Word Of Mouth Terhadap 

Keputusan Pembelian Pada Konsumen Sepeda Di Kabupaten Kuningan. 

Sampel dalam penelitian adalah konsumen sepeda di Kabupaten Kuningan dengan 

sampel sebanyak 180 dan menggunakan teknik purposive sampling. Teknik analisis 

yang digunakan adalah analisis regresi linier berganda dengan bantuan aplikasi 

Statistical Program for Social Sciences (SPSS) versi 25. Instrumen penelitian 

berupa angket yang berisi pernyataan dan disebarkan kepada konsumen sepeda 

melalui google form. Hasil penelitian dari hipotesis yang diajukan memperoleh 

kesimpulan bahwa (1) Persepsi Harga, Electronic Service Quality, dan 

Electronic Word Of Mouth secara simultan berpengaruh signifikan terhadap 

Keputusan Pembelian. (2) Persepsi harga berpengaruh positif dan signifikan 

terhadap keputusan pembelian. (3) Electronic Service Quality berpengaruh positif 

dan signifikan terhadap Keputusan pembelian. (4) Electronic Word Of Mouth 

berpengaruh positif dan signifikan terhadap keputusan pembelian. 

 

Kata Kunci: Persepsi Harga, Electronic Service Quality, Electronic Word Of 

Mouth, Keputusan Pembelian 
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ABSTRACT 

Azhar Falah Ramadhan (2026), NIM 20220510407 “The Effect Of Price 

Perception, Electronic Service Quality, And Electronic Word Of Mouth On 

Purchasing Decisions Of Bicycle Consumers In Kuningan Regency” 

Management Study Program, Faculty of Economics and Business, Kuningan 

University. Supervised by Advisor I: Prof. Dr. H. Dikdik Harjadi, S.E., M.Si. 

Advisor II: Wely Hadi Gunawan, S.E., M.M. 

This study aimed to examine the effect of Price Perception, Electronic Service 

Quality, and Electronic Word of Mouth on Purchasing Decisions of bicycle 

consumers in Kuningan Regency. The sample in this study consisted of 180 bicycle 

consumers in Kuningan Regency and was selected using a purposive sampling 

technique. The analysis technique used was multiple linear regression analysis with 

the assistance of the Statistical Program for Social Sciences (SPSS) version 25. The 

research instrument was a questionnaire containing several statements and 

distributed to bicycle consumers through Google Forms. The results of the 

proposed hypotheses concluded that: (1) Price Perception, Electronic Service 

Quality, and Electronic Word of Mouth simultaneously had a significant effect on 

Purchasing Decisions. (2) Price Perception had a positive and significant effect on 

Purchasing Decisions. (3) Electronic Service Quality had a positive and significant 

effect on Purchasing Decisions. (4) Electronic Word of Mouth had a positive and 

significant effect on Purchasing Decisions. 

Keywords: Price Perception, Electronic Service Quality, Electronic Word of 

Mouth, Purchasing Decisions. 
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