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ABSTRACT 

This research was conducted in workshop PT. Astra International-

Daihatsu Sales Operation, Semarang branch. Started from a finding which 

showed an indication that the consumer’s decision to utilize the service of  

workshop PT. Astra International-Daihatsu Sales Operation Semarang branch is 

still low. The objective of this research was to analyze the effect of service 

encounter, service convenient and product knowledge on purchase intention and 

purchase decision. 

The approach in this research involved five variables, namely service 

encounter, service convenience, product knowledge and purchase intention that 

can allegedly explain the low purchase decision of services of workshop PT. Astra 

International-Daihatsu Sales Operation Semarang branch. The analysis of this 

research used  Structural Equation Modeling method. 

 The results showed that service encounter, service convenience and 

product knowledge proved positive and significant effect on purchase intention 

and purchase decision. While purchase intention had negative but not significant 

effect on purchase decision. 
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