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ABSTRAK 

PENGARUH PERSEPSI HARGA, VARIASI MENU DAN ELECTRONIC 

WORD OF MOUTH (E-WOM) TERHADAP KEPUTUSAN PEMBELIAN 

RICHEESE FACTORY FATMAWATI 

Oleh:                          

Nurul Sofia Zahra                       

NPM: 223402516211                        

Tugas Akhir, dibawah bimbingan Dr. Ir. Tri Waluyo, M.Agr. 

Penelitian ini bertujuan untuk menganalisis pengaruh Persepsi Harga (X1), Variasi 

Menu (X2), dan Electronic Word of Mouth (E-WOM) (X3) sebagai variabel 

independen terhadap Keputusan Pembelian (Y) sebagai variabel dependen. Untuk 

mencapai tujuan tersebut. Metode penelitian ini menggunakan data primer melalui 

kuesioner kepada 100 responden Konsumen Richeese Factory Fatmawati. Analisis 

data dilakukan dengan metode regresi linier berganda menggunakan program 

Statistical Product and Service Solution (SPSS) versi 29. Hasil analisis regresi linier 

berganda menunjukkan bahwa Persepsi Harga (X1), Variasi Menu (X2), dan 

Electronic Word of Mouth (E-WOM) (X3) berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian (Y). Dengan demikian, hasil penelitian ini 

diharapkan dapat mendorong pelanggan Richeese Factory untuk lebih 

memperhatikan Persepsi Harga, Variasi Menu dan Electronic Word of Mouth (E-

WOM) sehingga dapat meningkatkan keputusan pembelian. 

Kata Kunci: Persepsi Harga, Variasi Menu, Electronic Word of Mouth (E-WOM), 

dan Keputusan Pembelian  

 

 

 

 

 

 

 

 



ABSTRAK 

THE INFLUENCE OF PRICE PERCEPTION, MENU VARIETY, AND 

ELECTRONIC WORD OF MOUTH (E-WOM) ON PURCHASE DECISIONS 

AT RICHEESE FACTORY FATMAWATI 

By:                          

Nurul Sofia Zahra                       

NPM: 223402516211                        

Thesis, under the guidance of Dr. Ir. Tri Waluyo, M.Agr. 

This study aims to analyze the influence of Price Perception (X1), Menu 

Variety (X2), and Electronic Word of Mouth (E-WOM) (X3) as independent 

variables on Purchase Decisions (Y) as the dependent variable. This research uses 

primary data through a questionnaire to 100 respondents of Richeese Factory 

Fatmawati Actors. This research method uses primary data through questionnaires 

to 100 consumer respondents of the Richeese Fatmawati Factory. The results of the 

multiple linear regression analysis indicate that Price Perception (X1), Menu 

Variety (X2), and Electronic Word of Mouth (E-WOM) (X3) have a positive and 

significant influence on Purchase Decisions (Y). Accordingly, the results of this 

study are expected to encourage Richeese Factory to pay closer attention to Price 

Perception, Menu Variety, and Electronic Word of Mouth (E-WOM) to enhance 

consumer Purchase Decisions. 

Keywords: Price Perception, Menu Variety, and Electronic Word of Mouth (E-

WOM) and Purchase Decisions 
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