ABSTRACT

Consumers are increasingly confused by advertising the existence of manipulation
and deceit of the delivery of news consumers prefer to listen to traditional marketing
methods, namely the promotion by Words of Mouth Marketing. By using the Words
of Mouth Marketing is expected to prospective customers to get information positive
about the minimarket so that it appears the minimarket purchased decision. Writers
interested in researching Word of Mouth Marketing effect in purchased decision
around Maranatha Christian University Bandung. Word of Mouth can be judged by
Relationship Effort, Quality of Service Attributes Core, Retail Reputation, Customer
Delight, Customer Confidence and Positive Words of Mouth. This research was
conducted by using non-probability sampling methods by spreading the questionnaire
to 100 respondents in which the respondents is communities around the Maranatha
Christian University Bandung who has shopping in minimarket Alfamart, Circle-K,
Indomaret, and StarMart. The selection of respondents carried out by using path
analysis method after that data were analyzed quantitatively using SPSS 17.0.
program. Word of Mouth Marketing influence on purchased decision was 48,6%,
where the value is large enough influence effect on purchasing decisions. While the
remaining 51,4% are influenced by other factors. Then from six variables of Word of
Mouth Marketing, variables that have a dominant influence on the buying decisions is
Customer Delight, Customer Confidence and Positive Words of Mouth. Authors
giving suggestions to the company to make interesting information, maintain

customer confidence to form the news in a positive word of mouth.

Keyword: Word of Mouth Marketing, Relationship Effort, Quality of Service
Attributes Core, Retail Reputation, Customer Delight, Customer Confidence, Positive

Words of Mouth, Purchased Decision
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ABSTRAK

Konsumen yang semakin dibuat pusing oleh iklan akan adanya manipulasi dan
kebohongan dari penyampaian berita maka konsumen lebih memilih untuk
mendengarkan dengan metode pemasaran tradisional, yaitu promosi dengan cara
Words of Mouth Marketing. Dengan menggunakan Words of Mouth Marketing
diharapkan calon konsumen mendapatkan informasi tentang minimarket yang posifif
sehingga muncul keputusan pembelian untuk berbelanja ke minimarket tersebut.
Disini penulis tertarik untuk meneliti pengaruh Word of Mouth Marketing terhadap
Keputusan Pembelian yang dilakukan di lingkungan Universitas Kristen Maranatha
Bandung. Word of Mouth Marketing dapat dinilai dari Aktivitas Relasional, Kualitas
Layanan Atribut Inti, Reputasi Ritel / Toko, Customer Delight, Kepercayaan
Pelanggan, Word of Mouth Positif. Penelitian ini dilakukan dengan menggunakan
metode non probability sampling dengan cara menyebarkan kuisioner kepada 100
responden dimana respondennya mahasiswa di lingkungan Univeritas Kristen
Maranatha Bandung yang pernah berbelanja di minimarket Alfamart, Circle-K,
Indomaret, dan StarMart. Pemilihan responden dilakukan dengan menggunakan
metode path analysis dan data kemudian dianalisa secara kuantitatif dengan
menggunakan program SPSS 17.0. Pengaruh Word of Mouth Marketing terhadap
Keputusan Pembelian adalah 48,6%, dimana nilai tersebut cukup besar pengaruhnya
terhadap Keputusan Pembelian. Sedangkan sisanya 51,4% dipengaruhi oleh faktor
lain. Kemudian dari enam variabel Word of Mouth Marketing, variabel yang
mempunyai pengaruh paling dominan terhadap Keputusan Pembelian adalah
Customer Delight, Kepercayaan Pelanggan, dan Word of Mouth Positif. Penulis
mengajukan saran sebaiknya perusahaan membuat informasi yang menarik, menjaga
kepercayaan pelanggan guna membentuk berita Word of Mouth (mulut ke mulut)

yang positif.

Kata kunci: Word of Mouth Marketing Aktivitas Relasional, Kualitas Layanan Atribut
Inti, Reputasi Ritel / Toko, Customer Delight, Kepercayaan Pelanggan, Word of
Mouth Positif dan Keputusan Pelanggan
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