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ABSTRACT

This study aims to see how the influence of Pelsbaetors and Reference Group of the purchaseidacsd
Customer Satisfaction Brand Honda motorcycles ikaRkaru. In this study, there are four variablest th
Personal factor (X1), Reference Group (X2), Purelascision (Y1), Customer Satisfaction (Y2). Popataof

this research is that people who buy a Honda mgttes in Pekanbaru with a sample of 160 respondents
Collecting data in this study that is by giving aegtionnaire to the respondent. In terms of da#dyais, this
study using path analysis with SPSS 17.0.Resultthisf study menunujukan that variable Personal dfact
positive and significant impact on the purchasesi@c.Reference group positive and significant ioipan the
purchase decision.Personal factors and signifipasitive effect on customer satisfaction.Referegimrip and
significant positive effect on customer satisfagtid’urchase decisions and significant positive céfien
customer satisfaction. Personal factors affect Chestomer Satisfaction with the Purchase Decisionaas
mediating variable. Reference group influence ostamer satisfaction with the purchase decision as a
mediating variable.

Keywords: Personal Factors, Group refernsi, Purchase [agiSiustomer Satisfaction.

1. INTRODUCTION

Along with the times and the increasing need f@ngportation to bring fresh air tools for autometiv
companies, especially in the field of motorcychhjch are needed by more people than it affordabkk easy
to maintain. Today many brands popping motorcydte & variety of models, designs, providing a goodlity
and the price is quite competitive. Seeing thasalitions customer satisfaction a top priority ieeting the
sales volume. Yang said about customer satisfadsidhat if expectations are in tune with what oustrs
perceived. Customer satisfaction can be createinpyoving the performance of the motorcycle, moiioeb
additional privileges, the reliability of the motgcle, motorbike endurance, availability of reqdi@mponents,
the appeal of the motorcycle, and the motorcygbeitaion.

In making purchasing decisions of customers oftamsitler the usefulness of the product, information
about the quality that has been popular in the conity, a strong desire to buy. As for the motoreyglrchase
decision of consumers are also influenced perdactdrs. Because these personal factors affecbngumer or
purchaser of the life cycle, such as age, lifestplersonality and self-concept. In addition, thexealso a
reference group influence purchasing decisions woes. Because reference group significantly affect
individual behavior such as friendship groups, ghog groups, working groups, community groups amtbal
consumer action groups. As for some of the mosiralde brands currently on the market include: Hond
Yamaha, Suzuki, Kawasaki and TVS. For companiesa@ed) in automotive this is an opportunity for marke
share. One brand that is favored by most peoptegime is of the Honda brand. From these datédeanewed
PT. Astra Honda Motor ranks first in first quarsales in 2013 and the First Quarter of 2014 wittomestic
market share of 61% and 63.03%. Second with theYinaha Motor market share of 32% and 31.01%.itd th
place with PT. Suzuki Motor Indonesia with a markeare of 5% and 4.17%. Kawasaki in fourth placih @i
market share of 2% and 1.57%. While the motorcy@@ufacturer TVS India is a market share of 0.20%.

Il. STUDY LITERATURE

Consumer behavior

Consumer behavior is an important topic in busireiscation because the achievement of marketingndisp
on the extent to which firms can understand, sane influence consumers (J. Paul Peter and OIse89)1
Understanding on consumer behavior includes anrstadwling of the actions undertaken directly coremsnm
getting, consume and spend your products and sspitecluding the decision processes that precedéadiow
the action ns by individuals, groups, and orgdions to obtain, use a product or another as dtre$inis
experience with a product, service, and other ssu(angkunagara, 2009).

Personal factors
A buyer's decision was also influenced by persarfedracteristics such as age and stage of life cycle
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occupation, income, lifestyle, personality and-selficept (Kotler and Armstrong, 2001):

1. Age and Life Cycle Stage
Someone changed the goods and services they bingdbeir lives. Purchases also shaped by fanigy li
cycle stages, stages that may be passed in accerdéth the maturity angggotanya family.

2. Works
One's job affects goods and services that theyhpsee Blue-collar workers tend to buy clothes rougtile
office workers bought a businessman.

3. Revenue
Product selection of a person depends on the dueremomic situation of the economic itu.Kondisiqos
includes revenue that could be in spending, savamgs property of wealth, the ability to borrow, alnid
attitude towards the opponent expenditure savings.

4. Lifestyle
The pattern of a person's life can be seen fromathiwities, interests and his thoughts. People whime
from subculture, social class and the same worldcbave a lifestyle that tends to differ from omethoer.
Lifestyle shows patterns of life of the personsa@ned in this world as reflected in the activitiederests
and opinion

5. Personality and self concept
A person's unique psychological characteristict temerate responses that are relatively consistedt
settled to the environment. Personality is usuddigcribed by the properties of a person such aidenice,
dominance, sociability, autonomy, self-defense ptatlity and aggressiveness.

Reference group

The reference group is any person or group thedmsidered as a basis of comparison (or referrala)person
in shaping the values and attitudes of the gemerapecial, or specific guidelines for behaviorfultther review,
usually each group of pioneers have an opinionnfopileader) that may affect members in buying sbing.
Their interaction is often done individually (fate face), so that a person easily influenced bemstio buy
something (Swastha and Irawan, 2000).

Buying decision

Purchasing decisions are the evaluation stage wdmersumers form a preference among brands witlsiet @f
options, which consumers forming the intent to khg most preferred brand (Kotler, 2008). Purchasing
decisions by Kanuk (in Saputra, 2013) is the seleaif two or more alternative purchase decisioeaning that
one can make a decision, it should be availableesalternative options. The decision to purchaselead to
how the process in the decision was made

Customer satisfaction

According Schnaars, basically the purpose of anessiis to create customers who are satisfiedciidation of
customer satisfaction can provide several bendfiduding the relationship between the company @sd
customers harmonious (Tjiptono, 2008). Engel, etstdted that customer satisfaction is an evalnatib
alternatives selected purnabeli which is at legatkor exceed customer expectations, while d&fsation arise
if the outcome did not meet expectations (Tjipta2@)8).

Models of Consumer Behavior

Based on the opinion of experts, the model of coresubehavior can be defined as a scheme or franketvat

is simplified to describe the activities of consusm@angkunagara, 2009).

Function model of consumer behavior is as folloMarigkunagara, 2009):

a. Descriptive, which is associated with the deémeif the measures taken by the consumer in degidi
purchase research

b. Prediction, which foresaw the events of consuactivity in the future.

c. Explanation is studying the causes of some lugitivity, sepeerti learn why consumers often gagds
with the same brand.

d. Control, which affect and control the activitigflsconsumers in the future.

Ill. Framework
Based on the literature review and previous resedircan be prepared a framework in this study are
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Figure 1
Research Framework

Personal
factors (X1)

Purchase
Decision (Y1)

Customer
Satisfaction (Y2)

Reference
groups
(X2)

ource: Martinus, (2012) which is adapted to thisly

Hypothesis
Based on the conceptual framework of the aboveptbposed hypothesis is as follows:

H1: Personal Factors positive and significant impae the purchase decision of Honda motorcycles in
Pekanbaru.

H2: Reference Group influential positive and sigaifit impact on purchase decision of Honda motdesym
Pekanbaru.

H3: Personal Factors positive and significant imipac the Customer Satisfaction Honda motorcycles in
Pekanbaru.

H4: Reference Group positive and significant impant the Customer Satisfaction Honda motorcycles in
Pekanbaru.

H5: Purchase Decision positive and significant iotpan the Customer Satisfaction Honda motorcycfes i
Pekanbaru.

H6: Personal factors influence the customer satiisfa through the purchase decision as an intengewariable.

H7: Reference group influence on customer satigfa¢hrough the purchase decision as an intervevanigble.

Ill. RESEARCH METHODS

In this study, the population includes people whiy blonda motorcycles in Pekanbaru.Sampel dala
this study is the people who decide to buy a Hamd#orcycle brand in Pekanbaru number of sampled imrse
this study was 160 respondents. The types and e®wt data required in this research using prinzarg
secondary data.

Method of collecting data
a. questionnaires

The questionnaire is a technique of data colledsotione by providing a set of questions or a emitt
statement to the respondent to answer. The quesiienis suitable if the respondent is quite laaigd spread
out.

a. Literature review
Collecting data via literature study aims to explas much information as possible about the obgruds
elements involved in this study.

Data analysis method

Measurement scale used in this study to deterrhi@egsponses of the respondents are using thet Liker
Scale. Likert scale is a scale which shows respusde an increase in the purchase of the prodith Likert
scale, the measured variables are translatedridtkatorvariabel. Then indicators are used as réirgggpoint to
construct items instruments / questionnaires caa &atement or a question. As for the answer ¢b @éam
questionnaire using Likert scale according to U@&02), this scale interacts 1 - 5. Answer the kvg 1 and
the highest is 5.

Test Instruments
Validity test

According Arikunto (in Saputra, 2013), the validisyza measure that indicates the levels of validitg
membership of an instrument. An instrument is saikde valid if it has high validity, otherwise thestrument is
said to be less valid if it has a low validity. Tlemula used to calculate the level of validitytie Pearson
Product Moment Correlation, as follows:
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Information:
r = coefficient of correlation between variablesixd Y variables, the two variables correlated ng
N = number of samples

¥X2 = Squares variable factor X
Squares of variable factor¥2 = Y
XY = Number multiplication correlation factor vahiles X and Y

Test Reliability

According Arikunto (in Saputra, 2013), reliabiliig a measure that indicates that an instrument is
trustworthy enough to be used as a means of coliedata for the instrument is good. Reliabilitglicates the
level of a certain reliability. The reliability teasing statistical tests Cronbachs's Alpha, wizrénstrument is
said to be reliable if the Cronbach's Alpha (sgbsve 0.6.

The formula of Cronbach's Alpha in Saputra (2018)as follows:

k Y 6b=
- (E)0-50)
K —1 at=

Information:
o = Reliability instruments
k = number of the questions

3tz = Variance total
¥3b2 = Total variance grain

The coefficient of determination (Adjusted R 2)

The coefficient of determination (Adjusted R 2}he adjusted R2. This value indicates the contidiut
of the influence of the independent variable ondapendent variable. Adjusted R2 is typically usecheasure
the contribution of influence if the regressionngsimore than two independent variables (Priyat0092

Partial test (t test)
Partial test (t test) aims to determine how mudluémce an independent variable on the dependent
variable, assuming other variables are constarstirigeis done with 2-way (two-tailed) with a cordittce level
of 95%. The decision-making criteria were usedin test is as follows (Priyatno, 2009):
a. If the t count> t table / t <t table or Sig,<hen the independent variable parisal significaffiect on the
dependent variable.
b. If t arithmetic< t table or Sigst count> «a, then the independent variable parisal no sigaifieeffect on the
dependent variable.

Path Analysis

In this study, there are four variables, whereititkependent variable, Personal Factors (X1), Re&ere
Group (X2), and the intervening variable is thedPasing Decision (Y1) and the dependent variablet@uer
Satisfaction (Y2). Ghozali, (2011) suggested pathlysis is an extension of the analysis of multilshear
Recourse, or path analysis is the use of regressialysis to assess the causality relationship dmtwariables
(model casual) predetermined based on the theatly.gnalysis is used to test the effect of inteingrariables.
That can be done by the path analysis is to detertthie pattern of relationships between three aemariables
and can not be used to confirm or reject the hyggithof causality imaginary.

Path Diagram

Path diagram is a tool to depict graphically, theucture of causality between the independent
variables, intervening (intermediary) and depend&atpresent the relationship of causality patlgdian using
symbols arrow-headed one (single-headed arrovg,itliicates a direct influence of exogenous omugtieing
and dependent variables, darts also connect eitbrtine dependent variable, and to present thestadion or
covariance between two variables using the doubdsad arrows (two-headed arrow). Each variable is
symbolized in the form of a box while the otherightes analyzed in the model or the error describetthe
form of a circle.
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V. RESULTS AND DISCUSSION
Ordinal Data transformation to the Data IntervaSIiy
Data obtained from the questionnaire are the rata dan not be processed directly in the study. A
process is required called drbagai data transféomas a process to change the level of Partidl (tetest).
Partial test (t test) aims to determine how mudluémce an independent variable on the dependerdble,
assuming other variables are constant. Testinghe avith 2-way (two-tailed) with a confidence lewd|95%.
The decision-making criteria were used in this igsis follows (Priyatno, 2009):
a. If the t count> t table / t <t table or Sig,<hen the independent variable parisal significaffiecct on the
dependent variable.
b. If t arithmetic< t table or Sigst count> o, then the independent variable parisal no sigaifieeffect on the
dependent variable.

Path Analysis

In this study, there are four variables, whereitttependent variable, Personal Factors (X1), Referé&roup
(X2), and the intervening variable is the PurchgsiPecision (Y1) and the dependent variable Customer
Satisfaction (Y2). Ghozali, (2011) suggested pathlysis is an extension of the analysis of multilshear
Recourse, or path analysis is the use of regressialysis to assess the causality relationship dmtwariables
(model casual) predetermined based on the theatly.gnalysis is used to test the effect of inteingrariables.
That can be done by the path analysis is to detertthie pattern of relationships between three oemariables
and can not be used to confirm or reject the hygmishof causality imaginary.

Path Diagram

Path diagram is a tool to depict graphically, theicture of causality between the independent bbes
intervening (intermediary) and dependent. To presan relationship of causality path diagram ussggbols
arrow-headed one (single-headed arrow), this ineica direct influence of exogenous or interverdmgl
dependent variables, darts also connect error thithdependent variable, and to present the caoelatr
covariance between two variables using the doubdsad arrows (two-headed arrow). Each variable is
symbolized in the form of a box while the otherightes analyzed in the model or the error describetthe
form of a circle.

RESULTS AND DISCUSSION
Ordinal Data transformation to the Data IntervaSiy
Data obtained from the questionnaire are the rat& dan not be processed directly in the studyeduired a
process called drbagai data transformation is agg®to change the data rates that are readydodbgzed by
using Method Successive Interval (MSI). Guidelifgsdegree of influence:
1. 0.000 to 0.199 show the influence of very laseak that did not exist.
2. 0.200 to 0.399 show the influence of low or weak
3. 0,400 - 0,699 shows the influence of moderasufiicient.
4. 0.700 to 0.899 indicates a strong influenceigin.h
5. 0.900 to 1.000 sangat shows the influence ofgtor very high.
Appraisal scale used to perform a range of scal&safing formula (Sugiono, 2009):

Information:

Rs = Range Scale

n = Number of Samples

m = number of alternative answers to each item

The scale ranges from formulation derived intemadles of each category is 128, so it can be peepar
a range of scales as follows:

Scale ranges: Criteria:
160-287 Very Weak
288-415 Weak
416-543 Medium
544-671 Strong
672-799 Very Strong

Test Instruments
Validity test
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Validity test is done by comparing the value radcalated by the value of r table at a significalee!| of 5%. If

r count> r table gauge used is declared valid, \aeel versa, if the count< r table gauge used is not valid. R
value table can be seen in the table with the emuatN-2 = 160-2 = 158 = 0,155.Dan count r obtdirzes
follows:

Table 2
Validity test

Ite R Decisi
Variable arithmeti | r table

m c on

FP1 0,518 0,155 Valid

FP2 0,648 0,155 Valid
Personall™ 51 795 0,155 Valid
factors

FP4 0,797 0,155 Valid

FP5 0,798 0,155 Valid

KlR 0,836 0,155 Valid

K2R 0,765 0,155 Valid
Referenc| KR | 75, 0,155 Valid
egroup | 3

K4R 0,663 0,155 Valid

K5R 0,523 0,155 Valid

Kpt. .

P1 0,871 0,155 Valid
Buying | Kpt. | 459 0,155 | Valid
decision| P2

Kpt. .

P3 0,887 0,155 Valid

Kps .
Custome| P1 0,801 0,155 Valid

r Kps .

satisfacti| .P2 0873 0155 valid
on KF'?SS 0,834 0155 | Valid

Source: Data Processing, 2015

Test Reliability
Similarly, validity testing, reliability testing ialso done statistically by calculating the magiéuCornbarh's
Alpha. If the resulting alpha coefficient0.6, the indicators are said to be reliable cstiworthy.
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Table 3
Reliability Test Results
Cro
nbac .
Variablel h's gﬁ%@; Decisions
Alph
a
Personal| 0,75| 0,6 reliable
factors 9
Referend 0,75| 0,6 reliable
eGroup| 4
Buying |[0,86| 0,6 reliable
decision| 6
Custome 0,78 0,6 reliable
r 0
satisfacti
on

Source: Data Processing, 2015

From the table above can be seen the value obilitjaof the variables> 0.6. What this means is that the
measuring instruments used in this study is redigbltrustworthy.

Test Reliability Test The coefficient of determiioat (R2)
Table 4
Coefficient of Determination Substructure Track |

Model Summary”
Mo R [Adjuste| Sd. Error

del R [Squar| dR of the
e |Square| Edtimate

14.67Q9 .449| .442 .66152
a|

Source: Data Processing, 2015

Dari tabel di atas diketahui besarnya koefisieremginasi adalah 0,449 atau 44,9. Hal ini berarti
bahwa sebesar 44,9% dipengaruhi variabel faktobagdri dan kelompok referensiserta sisanya 55,1%
dipengaruhi oleh faktor lain yang tidak tercakupadapenelitian ini.

Tabel 5
Koefisien Determinasi Substruktur Jalur Il

Model Summary”
R

R |Squar
e

Mode Adjusted R| Sd. Error of

Sguare | the Estimate

1 |15 .664 .657 46929

a

Sumber:Data Olahan,2015

From the table above can be seen the value obilgleof the variables> 0.6. What this means is that
the measuring instruments used in this study iabrkel or trustworthy.
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Test Reliability Test The coefficient of determiioat (R2)
Tabel 4
Koefisien Determinasi Substruktur Jalur |

Model Summary®

Mod R Sqiar Ad“;?ed d. Error of
d the Estimate
e Square
1] .67Q .449 442 .66157

a|

Source: Data Processing, 2015

From the table above in mind the magnitude of theffecient of determination is 0.449 or 44.9. This
means that 44.9% of the variable factors influermgg@ersonal and group referensiserta the remabints is
influenced by other factors not included in thigdst.

Tabel 5
Koefisien Determinasi Substruktur Jalur Il

Model Summary®

R "
Adjusted R | Sd. Error of
Model | R ngar Square the Estimate
.8
1 |15| .664 .657 .46929
a

Source: Data Processing, 2015

From the table above in mind the magnitude of thefficient of determination is 0.664 or 66.4%. This
means that 66.4% of variables influenced persawbfs, reference groups, and purchasing decisionkthe
remaining 33.6% is influenced by other factorsinotuded in this study.

Partial Hypothesis Testing (Test T)

Retrieved t tabelpada significance level of 5% (taiked) with df = n - k - 1 of 1,655.Dengan itieown that:

1. Personal Factors. Personal Factors that t (#:86fable (1.655). So it can be said that the dreakFactors
positive and significant effect on purchasing decis of Honda motorcycles in Pekanbaru.

2. Reference Group. Reference hitungKelompok thé®.739)> t table (1.655). So it can be said thnt t
Reference Group and a significant positive infleerm purchasing decisions of Honda motorcycles in
Pekanbaru.

Tabel 6
Koefisien Jalur Substruktur Jalur Il
Coefficient$
Unstandardiz Standard
zed
ed oy
- Coefficien
Model | Cosfficients ts
d.

B Error Beta t Sg.
1(Constant)] .059 .194 .305 767
Personal
factors 436 .090 344 4.867 .00d
Referencq
group .350 .084 .279 4.064 .00d
Buying
decision | .277 .057 .30 4.894 .00d
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Coefficient$

Unstandardiz Sandardi

ed zed
. Coefficien

Model | Cosfficients ts
Sd.

B Error Beta t Sg.
1(Constant)] .059 .194 .305 .761
Personal
factors 439 .090 344 4.8671 .00Q
Referencq
group .3500 .084 279 4.062 .00Q
Buying
decision | .277 .057 .304 4.899 .00

Source: Data Processing, 2015

Retrieved t tabelpada significance level of 5% (taiked) with df =n-k -1

equal to 1.655. Thus it is known that:
1. Personal Factors. Personal Factors that t (#:86fble (1.655). So it can be said that the dreakFactors

positive and significant impact on customer satisfsm Honda motorcycles in Pekanbaru.

2. Reference Group. Reference hitungKelompok thgt.Q62)> t table (1.655). So it can be said thnt t
Reference Group and a significant positive effectastomer satisfaction Honda motorcycles in Pe&anb

3. Purchase Decision. Purchasing Decision that89@)> t table (1.655). So it can be said thatPRliechase
Decision positive and significant impact on custosaisfaction Honda motorcycles in Pekanbaru.

Results Path Analysis

Table 7

Variables Influence Relationships categor

Koefisien Path Power / Influence
0,05 -0,09 Weak
moderate
0,10-0,29 moderate
Strong
> 0,30 Strong

Source: (Haryadi et. Al, 2011)

The results of hypothesis testing lines can be sethe following table:

Tabel 8
Results Path Analysis

coefficient Line

Inter- Direct In(é{re I-Erf(f)(te?:lt Infoorrr]natl
Variable | Impac Impac
Testing t myta
X1— Yy 0,409 0,409 Strong
Xo— Yy 0,314 0,314 Strong
X1 —>Y;2 0,344 0,125 0,469 Strong
X2— Y2 0,279 0,096 0,375 Strong

Yi—> Y2 0,306

0,306 Strong

Source: Data Processing, 2015
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H1: Personal Factors and Significant Positive &ffsgainst Buying Decision

Hypothesis 1 will be tested in accordance withpgheadigm that reflects the hypothesis that thaiarfte
of personal factors on purchase decision. If abtd then the first hypothesis is rejected. Thiamsethat there is
no positive influence of the independent varialmesvidually against the dependent variable. Coseby, if t> t
table then the hypothesis 1 is accepted. This mibahshere is a positive influence of the indepasmid/ariables
individually against the dependent variable. If finebability value of 0.05 is less than or equah® probability
value or Sig Sig- 0.05, then the first hypothesis is rejected, ianginsignificant. Conversely, if the probability
value of 0.05 is greater than or equal to the frdipavalue or Sig Sig< 0.05, then the hypothesis 1 is accepted,
that is significant. Based on the results obtaibgdhe path coefficient of 0.409 with a t value4o867 and a
significance value of 0.000. Obtained t table aigmificance level of 5% (one-tailed) with df = k - 1 equal to
1.655. This means that the Personal Factors pestid significant impact on the purchase decisioHanda
motorcycles in Pekanbaru atau in other words, gpethesis is accepted.

H2: Reference Group and Significant Positive Effégainst Buying Decision

Hypothesis 2 will be tested in accordance withpgheadigm that reflects the hypothesis that thereefe
group influence on purchasing decisions. If t deathen hypothesis 2 is rejected. This meansttieat is no
positive influence of the independent variablesviddially against the dependent variable. Conversiélt> t
table then the second hypothesis is accepted. mbans that there is a positive influence of thesfrshdent
variables individually against the dependent vdeial§ the probability value of 0.05 is less thanegual to the
probability value or Sig Sig 0.05, then hypothesis 2 is rejected, it meangmnifitant. Conversely, if the
probability value of 0.05 is greater than or eqoahe probability value or Sig Sig0.05, the second hypothesis
is accepted, that is significant. Based on theltesibtained by the path coefficient of 0.314 wath value of
3.739 and a significance value of 0.000. Obtairkdble at a significance level of 5% (one-tailedthvaf = n - k
- 1 equal to 1.655. This means that the Referenoaigsand a significant positive influence on thechase
decision of Honda motorcycles in Pekanbaru atather words the second hypothesis is accepted.

H3: Personal Factors Influencing Positive and Eigant Customer Satisfaction

Hypothesis 3 will be tested in accordance with gagadigm that reflects the hypothesis that the
influence of personal factors on customer satigfactf t <t table then the hypothesis 3 is reject€his means
that there is no positive influence of the indepamdvariables individually against the dependeniabde.
Conversely, if t> t table then the third hypothédsisccepted. This means that there is a positifieeince of the
independent variables individually against the deleat variable. If the probability value of 0.09éss than or
equal to the probability value or Sig Skg 0.05, the third hypothesis is rejected, it meamsignificant.
Conversely, if the probability value of 0.05 is gter than or equal to the probability value or Sig< 0.05, the
third hypothesis is accepted, that is signific@dsed on the results obtained by the path coefficé 0.344
with a t value of 4.867 significance value of 0.0Qbtained t table at a significance level of 5%¢tailed)
with df = n - k - 1 equal to 1.655. This means ttie Social Factors positive and significant impactthe
Customer Satisfaction of Honda motorcycles in Pblamatau other words accepted hypothesis 3.

HA4: Positively Reference Group and SignificanttGoger Satisfaction

Hypothesis 4 will be tested in accordance withpgheadigm that reflects the hypothesis that theiarfte
of the reference group on customer satisfactioh.<f table then the hypothesis 4 is rejected. Tismns that
there is no positive influence of the independeatiables individually against the dependent vaeabl
Conversely, if t> t table then the hypothesis 4dsepted. This means that there is a positiveantia of the
independent variables individually against the dejeat variable. If the probability value of 0.09éss than or
equal to the probability value or Sig Sig0.05, then the hypothesis 4 is rejected, it mdaasgnificant.
Conversely, if the probability value of 0.05 is gter than or equal to the probability value or Sig < 0.05,
then the hypothesis 4 is accepted, meaning signiiz. Based on the results obtained by the pagifficeent of
0.279 with a t value of 4.062 significance valueOd#00. Obtained t table at a significance leveb%f (one-
tailed) with df = n - k - 1 equal to 1.655. This ans that the Reference Group has a positive amifisant
impact on the Customer Satisfaction of Honda mgtes in Pekanbaru atau other words accepted hgpisth
4.
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H5: Purchasing Decisions and Significant Positiffed on Customer Satisfaction

Hypothesis 5 will be tested in accordance with paeadigm that reflects the hypothesis that infleenc
purchasing decisions on customer satisfaction.<f table then the hypothesis is rejected 5. Theams that
there is no positive influence of the independeatiables individually against the dependent vaeabl
Conversely, if t> t table then the hypothesis isepted 5. This means that there is a positive eénfte of the
independent variables individually against the aejeat variable. If the probability value of 0.09éss than or
equal to the probability value or Sig Stg0.05, 5 hypothesis is rejected, it means insigaift. Conversely, if
the probability value of 0.05 is greater than ouado the probability value or Sig Sig0.05, 5 hypothesis is
accepted, meaning significantly. Based on the teslitained by the path coefficients of 0.306 &96.t value
and significant value of 0.000. Obtained t tabla atgnificance level of 5% (one-tailed) with dh= k - 1 equal
to 1.655. This means that the Purchase Decisioitiy@and significant impact on the Customer Satiibn of
Honda motorcycles in Pekanbaruatau other wordspéeddypothesis

H6: Personal Factors Influencing Customer Satigfacthrough Purchase Decision as an interveninigvks.

From the table above 5:17 is obtained direct imfage of personal factors to customer satisfaction at
0.344. And obtained the indirect influence of peeddactors on customer satisfaction through thelmsing
decisions of 0.125. Thus it is known that the dieftect (0.344)> the indirect effect (0.125). Frtme results of
hypothesis testing can be concluded that the psecHacision is not an intervening variable in thatronship
between personal factors to customer satisfaclibis. means that the hypothesis 6 is rejected.

H7: Reference Group Influences Customer Satisfadtierough Purchase Decision as an intervening bigria

From the above table obtained by the direct infb@eaf the reference group on customer satisfadtion
0.279. And obtained the indirect influence of theference group on customer satisfaction through the
purchasing decisions of 0.096. Thus it is knowrt tha direct effect (0.279)> the indirect effect0®6). From
the results of hypothesis testing can be conclilkatthe purchase decision is not an interveningbke in the
relationship between the reference group with custcosatisfaction. This means that the hypothes@s&jected.

V. CONCLUSION AND RECOMMENDATIONS

CONCLUSION

Based on the results of research and discussibhalsebeen described, the

authors draw the following conclusion:

1) Personal Factors positive and significant impacthe purchase decision. This study concludasttie
Personal factors have an important role in detangithe Purchase Decision Honda motorcycles in
Pekanbaru. Purchase of Honda motorcycles in Pekanba

2) Reference Group positive and significant impatthe purchase decision. This study concludettkiea
Reference Group has an important role in determirtire Purchase Decision Honda motorcycles
pekanbaru.

3) Personal Factors positive and significant inat customer satisfaction. This study concludes the
Personal factors have an important role in custayagsfaction Honda motorcycles pekanbaru.

4) Based on the study results showed that thehlaseReference Group positive and significant inhyac
the Customer Satisfaction Honda motorcycles in Riekau.

5) The result showed that the purchase decisioiabha positive and significant impact on the Custo
Satisfaction Honda motorcycles in Pekanbaru.

6) Based on the path analysis showed that fagigkadi tidak positive and significant impact oreth
Customer via theatisfaction Purchase Decision Honda motorcycléekanbaru.

7 Based on the results of the analysis showedthigapath Refrensi group is not positive and sicgunt
impact on customer satisfaction through the purelizgision of Honda motorcycles in Pekanbaru.

Suggestion

Based on the research results and conclusionbdlivatbeen described

previously, the authors propose the following sstjges:

1) The company must be able to maintain and ingtbe indicators that affect Personal Factors irchase
make dicision Honda to be accepted by customergatBrvariables proved to have a real effect plartia
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needs more attention. As for covering the privadgable is the age and stage of life cycle, ocdapat
income, lifestyle, personality and self-concept.

2) The company Honda motorcycles further improstationships with customers and also those who deal
directly with customers such as friendship groups groups shopping. Because the act as a refegeoup
and additional reference material consideratiorctmtomers to purchase.

3) For further research is expected to examintofamther than personal variables and referencapgrin
influencing purchasing decisions and customerfaatisn.
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