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ABSTRAK

Perkembangan industri perjalanan umrah di Indonesia yang semakin pesat, disertai
meningkatnya kasus penipuan travel umrah, menyebabkan calon jamaah memiliki
perceived risk yang tinggi dalam memilih jasa perjalanan umrah. Penelitian ini
bertujuan untuk menganalisis pengaruh personal selling dan word of mouth terhadap
keputusan pembelian jasa umrah pada Wifa Tour & Travel dengan frust dan perceived
risk sebagai variabel mediasi. Kelima variabel diukur menggunakan indikator yang
diadaptasi dari penelitian terdahulu dan diuji menggunakan skala Likert 1-5. Penelitian
ini menggunakan pendekatan kuantitatif dengan metode survei terhadap 335 jamaah
Wifa Tour & Travel di wilayah Jabodetabek, menggunakan teknik purposive sampling.
Data dianalisis menggunakan metode Partial Least Squares Structural Equation
Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa personal selling dan word
of mouth berpengaruh positif signifikan terhadap frust; trust berpengaruh negatif
signifikan terhadap perceived risk; serta trust berpengaruh positif signifikan terhadap
purchase decision, sedangkan perceived risk tidak berpengaruh signifikan terhadap
purchase decision. Trust juga terbukti memediasi secara parsial pengaruh personal
selling dan word of mouth terhadap purchase decision. Dari tujuh hipotesis yang
diajukan, enam diterima (H1, H2, H3, H5, H6, H7) dan satu ditolak (H4). Hasil
penelitian ini diharapkan dapat berkontribusi bagi pengembangan strategi pemasaran
jasa umrah, khususnya dalam meningkatkan kepercayaan dan menurunkan persepsi
risikojamaah.

Kata kunci: Personal Selling, Word of Mouth, Trust, Perceived Risk, Keputusan
Pembelian, SEM-PLS.
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THE EFFECT OF PERSONAL SELLING AND WORD OF MOUTH ON PURCHASE
DECISION WITH TRUST AND PERCEIVED RISK AS MEDIATING VARIABLES AT
WIFA TOUR & TRAVEL

Thoriq
ABSTRACT

The rapid growth of the umrah travel industry in Indonesia, accompanied by an
increasing number of travel fraud cases, has created a high level of perceived risk
among prospective pilgrims. This study aims to analyze the influence of personal selling
and word of mouth on purchase decisions for umrah services at Wifa Tour & Travel,
with trust and perceived risk as mediating variables. All variables were measured using
indicators adapted from prior research on a 1-5 Likert scale. This study used a
quantitative survey method with 335 respondents from Wifa Tour & Travel pilgrims in
the Greater Jakarta area, selected through purposive sampling. Data were analyzed
using Partial Least Squares Structural Equation Modeling (PLS-SEM). The results
show that personal selling and word of mouth have a significant positive effect on trust;
trust has a significant negative effect on perceived risk; and trust has a significant
positive effect on purchase decision, while perceived risk has no significant effect on
purchase decision. Trust was also found to partially mediate the effect of personal
selling and word of mouth on purchase decision. Of the seven hypotheses proposed, six
were accepted (H1, H2, H3, H5, H6, H7) and one was rejected (H4). The results are
expected to contribute to the development of umrah service marketing strategies,

particularly in increasing consumer trust and reducing perceived risk.

Keywords: Personal Selling, Word of Mouth, Trust, Perceived Risk, Purchase
Decision, SEM-PLS
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