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ABSTRAK 

Penelitian ini berjudul “Pengaruh Kualitas Pelayanan, Personal selling dan 

Word of mouth terhadap Keputusan Penggunaan Jasa di PT Arminareka Perdana”.  

Dalam penelitian ini bertujuan untuk mengetahui apakah Kualitas Pelayanan, Personal 

selling dan Word of mouth memiliki pengaruh secara parsial dan simultan terhadap 

Keputusan Penggunaan Jasa di PT Arminareka Perdana.  

Penelitian ini menggunakan jenis penelitian kuantitatif asosiatif, dengan 

mengambil populasi para jemaah yang pernah menggunakan jasa PT Arminareka 

Perdana yang jumlah jemaahnya tidak dapat diketahui secara pasti dengan 

menggunakan teknik non probability sampling. Sebanyak 90 responden untuk 

pengambilan data yang dihitung dengan rumus Hair dan analisis data menggunakan 

IBM SPSS Statistics 25. Metode analisis menggunakan uji validitas dan uji reliabilitas, 

uji asumsi klasik, dan uji hipotesis (uji regresi linier berganda, uji koefisien 

determinasi, uji T dan uji F).  

Hasil penelitian menunjukkan bahwa variabel kualitas pelayanan berpengaruh 

secara parsial terhadap keputusan penggunaan jasa di PT Arminareka Perdana, variabel 

personal selling tidak berpengaruh secara parsial terhadap keputusan penggunaan jasa 

di PT Arminareka Perdana, dan variabel word of mouth berpengaruh secara parsial 

terhadap keputusan penggunaan jasa di PT Arminareka Perdana. Variabel kualitas 

pelayanan, variabel personal selling, dan variabel word of mouth berpengaruh secara 

simultan terhadap keputusan penggunaan jasa di PT Arminareka Perdana. 

Saran dalam penelitian ini yaitu mengingat sebagian besar jemaah berada pada 

rentang usia produktif, perusahaan dapat meningkatkan penggunaan media digital 

untuk memperkuat akses informasi, pelayanan administrasi, serta pembaruan layanan. 

Layanan digital yang lebih mudah diakses akan memperkuat persepsi kualitas layanan 

dan mendukung keterjangkauan informasi bagi calon jemaah. 

 

Kata kunci: kualitas pelayanan, personal selling, word of mouth, keputusan 

penggunaan jasa 

 

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

x 

 

ABSTRACT 

This study is entitled “The Effect of Service Quality, Personal selling, and 

Word of mouth on Service Usage Decisions at PT Arminareka Perdana.” This study 

aims to determine whether service quality, personal selling, and word of mouth have a 

partial and simultaneous effect on service usage decisions at PT Arminareka Perdana.  

This study uses an associative quantitative research method, taking a population 

of congregations who have used the services of PT Arminareka Perdana, the number 

of which cannot be determined with certainty, using non-probability sampling 

techniques. A total of 90 respondents were selected for data collection, calculated using 

Hair's formula, and data analysis was performed using IBM SPSS Statistics 25. The 

analysis methods used validity and reliability tests, classical assumption tests, and 

hypothesis tests (multiple linear regression test, coefficient of determination test, T test, 

and F test).  

The results showed that the service quality variable had a partial effect on the 

decision to use the services of PT Arminareka Perdana, the personal selling variable 

had no partial effect on the decision to use the services of PT Arminareka Perdana, and 

the word of mouth variable had a partial effect on the decision to use the services of PT 

Arminareka Perdana. The service quality variable, personal selling variable, and word 

of mouth variable simultaneously affect the decision to use services at PT Arminareka 

Perdana. 

The suggestion in this study is that, considering that most congregants are in 

the productive age range, the company can increase the use of digital media to 

strengthen access to information, administrative services, and service updates. More 

accessible digital services will strengthen the perception of service quality and support 

the accessibility of information for prospective congregants. 

 

Keywords: service quality, personal selling, word of mouth, service usage decision 
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