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RINGKASAN 

 

Tumbuhnya jasa Barbershop khusus pria di dominasi oleh konsumen remaja 

pria dan dewasa muda yang sudah tidak gengsi lagi dalam bersolek. Tingginya 

permintaan pada Barbershop pada akhrirnya mendorong munculnya Barbershop 

baru yang juga meningkatkan persaingan dalam industri ini. Penelitian ini dilakukan 

pada konsumen Broadway Barbershop di Surabaya. Broadway Barbershop yang 

merupakan Barbershop dengan layanan premium yang berawal dari Surabaya. 

Broadway Barbershop termasuk Barbershop yang mencatatkan pertumbuhan yang 

pesat di Surabaya.Tujuan yang ingin didapatkan dalam penelitian ini adalah 

membuktikan dan menganalisis pengaruh perceived value, brand image, dan 

kualitas layanan terhadap minat beli konsumen pada Broadway Barbershop di 

Surabaya. 

Alat analisis data dalam penelitian ini menggunakan uji validitas, uji 

reliabilitas, uji normalitas, analisisregresi linier berganda, uji-t,uji F, dan analisis 

determinasi. Metode pengambilan sampel menggunakan tehnik accidental sampling. 

Jumlah sampel yang diteliti sebesar 100 responden. 

Hasil penelitian menunjukkan Perceived Value berpengaruh signifikan 

terhadap Minat Beli konsumen jasa Broadway Barbershop di Surabaya. Brand 

Image berpengaruh signifikan terhadap Minat Beli konsumen Broadway Barbershop 

di Surabaya. Kualitas Layanan berpengaruh signifikan terhadap Minat 

Belikonsumen Broadway Barbershop di Surabaya. Perceived Value, Brand Image 

dan Kualitas layanan secara simultan berpengaruh signifikan terhadap Minat beli 

konsumen pada Broadway Barbershop di Surabaya.Berdasarkan uji R2 diketahui 

bahwa kontribusi variabel perceived value, brand image dan kualitas layanan 

terhadap naik turunnya minat beli konsumen sebesar 69,3%. Sisanya sebesar 30,7 % 

dipengaruhi oleh variabel-variabel diluar penelitian seperti variabel pendapatan, 

promosi, harga, life style, budaya, status sosial dan kepribadian seorang konsumen 

itu sendiri. 

 

Kata Kunci : Perceived Value, Brand Image, Kualitas layanan, Minat Beli    
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SUMMARY 

 

The growth of male-only Barbershop services is dominated by male 

teenagers and young adult consumers who are no longer prestige in preening. The 

high demand for Barbershop in the end led to the emergence of new Barbershop 

which also increased competition in the industry. This research was conducted on 

Broadway Barbershop consumers in Surabaya. Broadway Barbershop which is a 

Barbershop with premium services that started from Surabaya. Broadway 

Barbershop including Barbershop which recorded rapid growth in Surabaya. The 

aim of this research is to prove and analyze the effect of perceived value, brand 

image, and service quality on consumer buying interest at Broadway Barbershop in 

Surabaya. 

Data analysis tools in this study used validity, reliability, normality, multiple 

linear regression analysis, t-test, F-test, and determination analysis. The sampling 

method uses accidental sampling technique. The number of samples studied was 100 

respondents. 

The results showed the Perceived Value significantly influenced the 

Purchase Interest of Broadway Barbershop service consumers in Surabaya. Brand 

Image has a significant effect on Buy Interest in Broadway Barbershop consumers in 

Surabaya. Service Quality has a significant effect on Belikonsumen Broadway 

Barbershop's Interest in Surabaya. Perceived Value, Brand Image and Service 

Quality simultaneously have a significant effect on consumer buying interest at 

Broadway Barbershop in Surabaya. Based on the R2 test it is known that the 

contribution of perceived value, brand image and service quality variables to the ups 

and downs of consumer buying interest is 69.3%. The remaining 30.7% is 

influenced by variables outside of research such as income, promotion, price, life 

style, culture, social status and personality of a consumer. 

 

Keywords : Perceived Value, Brand Image, Service Quality, Purchase Interest 
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ABSTRAK 

 

 Pertumbuhan layanan Barbershop khusus pria didominasi oleh remaja pria 

dan konsumen dewasa muda yang tidak lagi bergengsi dalam perawatan.  Tingginya 

permintaan Barbershop pada akhirnya mendorong munculnya Barbershop baru yang 

juga meningkatkan persaingan di industri.  Penelitian ini dilakukan pada konsumen 

Broadway Barbershop di Surabaya.  Broadway Barbershop yang merupakan 

Barbershop dengan layanan premium yang dimulai dari Surabaya.  Broadway 

Barbershop termasuk Barbershop yang mencatat pertumbuhan pesat di Surabaya.  

Tujuan dari penelitian ini adalah untuk membuktikan dan menganalisis pengaruh 

nilai yang dirasakan, citra merek, dan kualitas layanan terhadap minat beli 

konsumen di Broadway Barbershop di Surabaya. 

 Alat analisis data dalam penelitian ini menggunakan validitas, reliabilitas, 

normalitas, analisis regresi linier berganda, uji-t, uji F, dan analisis determinasi.  

Metode pengambilan sampel menggunakan teknik accidental sampling.  Jumlah 

sampel yang diteliti adalah 100 responden. 

 Hasil penelitian menunjukkan Nilai Perceived secara signifikan 

mempengaruhi Minat Beli konsumen layanan Broadway Barbershop di Surabaya.  

Citra Merek memiliki pengaruh signifikan terhadap Minat Beli konsumen Broadway 

Barbershop di Surabaya.  Kualitas Layanan berpengaruh signifikan terhadap Minat 

Beli konsumen Broadway Barbershop di Surabaya.  Nilai Persepsi, Citra Merek, dan 

Kualitas layanan secara bersamaan memiliki pengaruh signifikan terhadap minat beli 

konsumen di Broadway Barbershop di Surabaya.  Berdasarkan uji R2 diketahui 

bahwa kontribusi nilai persepsi, citra merek dan variabel kualitas layanan terhadap 

naik turunnya minat beli konsumen adalah 69,3%.  Sisanya 30,7% dipengaruhi oleh 

variabel di luar penelitian seperti pendapatan, promosi, harga, gaya hidup, budaya, 

status sosial dan kepribadian konsumen itu sendiri. 

 Kata kunci: Nilai Persepsi, Citra Merek, Kualitas layanan, Minat Beli. 
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ABSTRACT 

 

The growth of male-only Barbershop services is dominated by male 

teenagers and young adult consumers who are no longer prestige in grooming. The 

high demand for Barbershop in the end prompted the emergence of new 

Barbershops which also increased competition in the industry. This research was 

conducted at Broadway Barbershop consumers in Surabaya. Broadway Barbershop 

which is a Barbershop with premium services that started from Surabaya. Broadway 

Barbershop including Barbershop which recorded rapid growth in Surabaya. The 

aim of this research is to prove and analyze the effect of perceived value, brand 

image, and service quality on consumer buying interest at Broadway Barbershop in 

Surabaya. 

Data analysis tools in this study used validity, reliability, normality, multiple 

linear regression analysis, t-test, F test, and determination analysis. The sampling 

method uses accidental sampling technique. The number of samples studied was 100 

respondents. 

The results showed the Perceived Value significantly influenced the 

Purchase Interest of Broadway Barbershop service consumers in Surabaya. Brand 

Image has a significant effect on the Buy Interest of Broadway Barbershop 

consumers in Surabaya. Service Quality has a significant effect on the Buy Interest 

of Broadway Barbershop consumers in Surabaya. Perceived Value, Brand Image 

and Quality of service simultaneously have a significant effect on consumer buying 

interest at Broadway Barbershop in Surabaya. Based on the R2 test it is known that 

the contribution of perceived value, brand image and service quality variables to the 

ups and downs of consumer buying interest is 69.3%. The remaining 30.7% is 

influenced by variables outside the study such as income, promotion, price, life 

style, culture, social status and personality of a consumer itself. 

Keywords: Perceived Value, Brand Image, Quality of service, Interest Buy 
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