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Malik Fajar Ardiansyah (1905266) “Pengaruh Harga, Perceived value, Promosi, 

dan Religiositas terhadap Keputusan pembelian Jasa biro perjalanan Umrah 

dengan Celebrity Endorser sebagai Variabel Intervening”. Di bawah bimbingan 

Dr. Juliana, S.Pd., M.E.Sy dan Firmansyah S.Pd., M.E.Sy 

ABSTRAK 

Fenomena meningkatnya jumlah muslim kelas menengah sangat berpotensi bagi industri 

umrah di Indonesia. Karena kini umrah bukan hanya sekadar ibadah, melainkan menjadi 

sarana eksistensi dan validasi masyarakat. Sayangnya peluang ini seringkali dimanfaatkan 

oleh pihak tidak bertanggung jawab untuk melakukan penipuan ataupun penggelapan dana 

umrah. Meskipun banyak terdapat kasus penipuan dan penggelapan dana umrah, 

antusiasme masyarakat dalam melaksanakan ibadah umrah tetap tinggi setiap tahunnya. 

Hal ini dikhawatirkan akan semakin menambah jumlah korban dan merusak citra agen biro 

perjalanan umrah yang amanah. Tujuan dari penelitian ini untuk menganalisis pengaruh 

harga, perceived value, promosi, dan religiositas terhadap keputusan pembelian jasa biro 

perjalanan umrah dengan mediasi celebrity endorser. Metode penelitian yang digunakan 

adalah kausalitas dengan pendekatan kuantitatif. Alat analisis yang digunakan adalah 

Partial Least Square-Structural Equation Modeling (PLS-SEM). Subjek dari penelitian ini 

adalah jemaah umrah yang telah melaksanakan umrah melalui biro perjalanan di wilayah 

DKI Jakarta dengan jumlah sampel sebanyak 242 responden. Metode sampling yang 

digunakan ialah non-probability sampling dengan jenis sampel purposive sampling. Hasil 

dari penelitian ini menunjukan bahwa tingkat harga dan perceived value tidak berpengaruh 

terhadap keputusan pembelian jasa biro perjalanan umrah. Sedangkan promosi, religiositas 

dan celebrity endorser berpengaruh terhadap keputusan pembelian jasa biro perjalanan 

umrah. Selanjutnya celebrity endorser tidak dapat memediasi harga, perceived value dan 

religiositas terhadap keputusan pembelian jasa biro perjalanan umrah, akan tetapi celebrity 

endorser dapat memediasi promosi terhadap keputusan pembelian jasa biro perjalanan 

umrah. Dengan demikian, tingkat celebrity endorser dan tingkat promosi yang dilakukan 

biro perjalanan umrah dan tingkatan religiositas seseorang dapat mendorong seseorang 

melakukan pembelian jasa biro perjalanan umrah.  

Kata kunci: Harga, Perceived value, Promosi, Religiositas, Celebrity Endorser, 

Keputusan pembelian, perjalanan umrah 
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Malik Fajar Ardiansyah (1905266) “The Effect of Price, Perceived value, 

Promotion, and Religiosity on Purchasing Decisions for Umrah Travel Services 

with Celebrity Endorser as an Intervening Variable". Under the guidance of Dr. 

Juliana, S.Pd., M.E.Sy dan Firmansyah S.Pd., M.E.Sy 

 

ABSTRACT 

The phenomenon of the increasing number of middle-class Muslims has great potential for 

the umrah industry in Indonesia. Because now umrah is not just a form of worship, but a 

means of existence and validation of society. Unfortunately, this opportunity is often 

exploited by irresponsible parties to commit fraud or embezzlement of umrah funds. 

Although there are many cases of fraud and embezzlement of Umrah funds, the enthusiasm 

of the community in performing Umrah remains high every year. It is feared that this will 

further increase the number of victims and damage the image of a trustworthy Umrah travel 

agency. The purpose of this study was to analyse the effect of price, perceived value, 

promotion, and religiosity on purchasing decisions for Umrah travel agency services with 

celebrity endorser mediation. The research method used is causality with a quantitative 

approach. The analytical tool used is Partial Least Square-Structural Equation Modeling 

(PLS-SEM). The subjects of this study were Umrah pilgrims who had performed Umrah 

through a travel agency in the DKI Jakarta area with a sample size of 242 respondents. 

The sampling method used is non-probability sampling with purposive sampling. The 

results of this study indicate that the price level and perceived value have no effect on 

purchasing decisions for Umrah travel agency services. Meanwhile, promotion, religiosity 

and celebrity endorsers influence the decision to purchase Umrah travel agency services. 

Furthermore, celebrity endorsers cannot mediate price, perceived value and religiosity on 

purchasing decisions for Umrah travel agency services, but celebrity endorsers can 

mediate promotions on purchasing decisions for Umrah travel agency services. Thus, the 

level of celebrity endorser and the level of promotion carried out by the Umrah travel 

agency and the level of one's religiosity can encourage someone to purchase Umrah travel 

agency services. 

Keywords: Price, Perceived value, Promotion, Religiosity, Celebrity Endorser, 

Purchase Decision, Umrah Travel Agency 
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