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ABSTRAK 

Cesarina Elwindra / 28209070 / 2024 / Pengaruh Persepsi Harga, Promosi dan Kualitas 

Pelayanan Terhadap Keputusan Pembelian Ohana Enterprise Wedding Organizer / 

Pembimbing : Ir.,Tumpal JRS, M.M. 

Dalam persaingan bisnis di bidang pernikahan, banyak wedding organizer yang 

menciptakan srategi tepat, unik dan efisien guna menarik minat pembeli. Berbagai paket 

pernikahan telah diciptakan oleh Ohana Enterprise Wedding Organizer bagi calon 

pengantin yang ingin merayakan pernikahannya secara meriah dan efisien, sesuai dengan 

budget yang mereka miliki . Ratusan pasangan dan berbagai vendor telah ikut bekerjasama 

dan bergabung dalam rangkaian acara tersebut. Diduga persepsi harga, promosi dan 

kualitas pelayanan merupakan kunci dari keberhasilan untuk meyakinkan konsumen dalam 

membuat keputusan pembelian.  

Oleh karena itu, penelitian ini akan menginvestigasi pengaruh dari persepsi harga, 

promosi dan kualitas pelayanan terhadap Keputusan pembelian Ohana Enterprise Wedding 

Organizer. 

 Dalam penelitian ini, peneliti menggunakan metode kuantitatif dengan desain 

kausal. Pengumpulan data dilakukan dengan teknik komunikasi langsung melalui 

instrumen kuesioner dengan skala likert dan metode pengujian sampel non probability 

sampling melalui pendekatan purposive sampling serta melibatkan 100 responden 

pengguna jasa Ohana Enterprise Wedding Organizer. Teknik analisis data menggunakan 

IBM SPSS Statistics versi 25. 

Hasil dari penelitian ini dapat disimpulkan bahwa persepsi harga, promosi dan 

kualitas pelayanan berpengaruh positif dan signifikan terhadap Keputusan pembelian 

Ohana Enterprise Wedding Organizer.  

Berdasarkan hasil studi yang telah dijalankan, maka dapat disimpulkan bahwa 

persepsi harga, promosi dan kualitas pelayanan berpengaruh positif dan signifikan terhadap 

Keputusan pembelian Ohana Enterprise Wedding Organizer. Adapun saran dalam 

penelitian ini untuk Ohana Enterprise Wedding Organizer yakni menyajikan berbagai 

pillihan paket dengan harga lebih terjangkau, melakukan strategi promosi dengan cara 

yang lebih unik dan mempertahankan keandalan, ketanggapan serta jaminan dan kepastian. 

Kata kunci : Persepsi Harga, Promosi, Kualitas Pelayanan, Keputusan Pembelian  
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ABSTRACT 

Cesarina Elwindra / 28209070 / 2024 / The Influence of Price Perceptions, Promotions 

and Service Quality on Purchasing Decisions for Ohana Enterprise Wedding Organizer / 

Supervisor: Ir., Tumpal JRS, M.M. 

In business competition in the wedding sector, many wedding organizers are 

creating appropriate, unique and efficient strategies to attract buyers. Ohana Enterprise 

Wedding Organizer has created various wedding packages for prospective brides and 

grooms who want to celebrate their wedding lively and efficiently, according to their 

budget. Hundreds of couples and various vendors have collaborated and joined in this 

series of events. It is suspected that price perceptions, promotions and service quality are 

the keys to success in convincing consumers in making purchasing decisions. 

Therefore, this research will investigate the influence of perceptions of price, 

promotion and service quality on purchasing decisions for Ohana Enterprise Wedding 

Organizer. In this research, researchers used quantitative methods with a causal design. 

Data collection was carried out using direct communication techniques through a 

questionnaire instrument with a Likert scale and a non-probability sampling method using 

a purposive sampling approach and involving 100 respondents who used the Ohana 

Enterprise Wedding Organizer service. Data analysis techniques use IBM SPSS Statistics 

version 25. 

The results of this research can be concluded that perceptions of price, promotion 

and service quality have a positive and significant effect on purchasing decisions for 

Ohana Enterprise Wedding Organizer. 

Based on the results of the studies that have been carried out, it can be concluded 

that price perception, promotion and service quality have a positive and significant effect 

on the purchase decision of Ohana Enterprise Wedding Organizer. The advice in this study 

for Ohana Enterprise Wedding Organizer is to present various package options at more 

affordable prices, carry out promotional strategies in a more unique way and maintain 

reliability, responsiveness as well as guarantees and certainty. 

Keywords: Price Perception, Promotion, Service Quality, Purchasing Decisions 
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