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ABSTRAKSI 
 

Penelitian ini bertujuan untuk menganalisis pengaruh reference group, 

social media, dan electronic word of mouth (E-WOM) terhadap keputusan 

pembelian dengan mediasi niat beli pada fast food Kentucky Fried Chicken (KFC) 

di Kabupaten Kudus. Penelitian ini menggunakan metode kuantitatif. Populasi 

pada penelitian ini adalah seluruh konsumen fast food KFC di Kabupaten Cabang 

Kudus. Penelitian ini menggunakan teknik purposive sampling dalam 

pengambilan sampel. Sampel dalam penelitian ini sebanyak 165 responden. 

Analisis data pada penelitian ini menggunakan SEM (Structural Equation Model) 

yang dioperasikan melalui AMOS 24. Hasil penelitian ini menunjukkan bahwa 

reference group, social media, dan electronic word of mouth (E-WOM) 

berpengaruh positif dan signifikan terhadap keputusan pembelian. Reference 

group, social media, dan electronic word of mouth (E-WOM) berpengaruh positif 

dan signifikan terhadap niat beli. Niat beli tidak dapat menjadi variabel mediasi 

hubungan antara reference group terhadap keputusan pembelian. Niat beli tidak 

dapat menjadi variabel mediasi hubungan antara social media terhadap keputusan 

pembelian. Niat beli tidak dapat menjadi variabel mediasi hubungan antara 

electronic word of mouth (E-WOM) terhadap keputusan pembelian.  

 

Kata kunci: Reference Group, Social Media, Electronic Word of Mouth (E-

WOM), Keputusan Pembelian, Niat Beli 
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ABSTRACTION 
 

This study aims to analyze the effect of reference group, social media, and 

electronic word of mouth (E-WOM) on purchase decision with mediated by 

purchase intention at KFC fast food in Kudus Regency. This research uses 

quantitative methods. The population in this study are all consumers Kentucky 

Fried Chicken (KFC) fast food in Kudus Regency Branch. This study used a 

purposive sampling technique in sampling. The sample in this study were 165 

respondents. Data analysis in this study used SEM (Structural Equation Model) 

which was operated through the AMOS progam. The results of this study indicate 

that reference group, social media, and electronic word of mouth (E-WOM) have 

a positif and significant influence on purchase decision. Reference group, social 

media, and electronic word of mouth (E-WOM) have a positif and significant 

influence on purchase intention. Purchase intention unable to mediate variable in 

the relationship between reference group and purchase decision. Purchase 

intention unable to mediate variable in the relationship between social media and 

purchase decision. Purchase intention unable to mediate variable in the 

relationship between electronic word of mouth (E-WOM) and purchase decision.  

 

Keywords: Reference Group, Social Media, Electronic Word of Mouth (E-

WOM), Purchase Decision, Purchase Intention 
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