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HALAMAN MOTTO 
A. Moto 

1. Sesungguhnya sesudah kesulitan itu ada kemudahan. Maka apabila kamu 

telah selesai (dari suatu urusan), kerjakanlah dengan sungguh-sungguh 

(urusan) yang lain. (Q.S Al-Insyirah 6-7) 

2. Selagi masih muda banyak-banyaklah menggali ilmu supaya berguna 

dikelak nanti 

 

B. Persembahan 

1. Ibu dan Bapakku, yang telah mendukungku, memberiku motivasi dalam 

segala hal serta memberikan kasih sayang yang teramat besar yang tak 

mungkin bisa ku balas dengan apapun 
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ABSTRACT 
 

Appearance has always been a major point in one's judgment. The 

assessment will include physical appearance, nature, and / or personality. Amid 

the interactions that exist between humans, the need to always look neat has 

become a good. Not even a few of the men who try to meet the guidance by going 

to a salon or barbershop to tidy his hair. 

The author tries to do this research to find out how far the influence of 

service marketing mix (product, price, promotion, place / location, person, process 

and physical evidence) to consumer decision at Barbershop Studio Surabaya 

barber shop, because marketing mix is one of the things very important for the 

continuity of a business's business if the company can use the marketing mix 

accurately and accurately. 

In this study the data were collected with aids in the form of 

questionnaires to 100 respondents who were taken from the population. The 

analysis used is multiple linear regression analysis, with validity test instrument 

test, reliability test, and determination using computer application program SPSS 

22.0. 

The results of partial test (t test) are Product (X1), Promotion (X3), 

Location / Place (X4), Person (X5), and Physical Evidence (X7) have significant 

influence to consumer decision, while Price (X2) and Process (X6) has no 

significant effect on consumer decision. The result of simultaneous test (F test) 

shows that 51,712 ≥ 2.11 therefore Ho is rejected and Ha accepted which means 

that independent variables are marketing mix (product X1, price X2, promotion 

X3, location / place X4, person X5, process X6, and physical evidence X7) 

simultaneously (together) to the dependent variable ie consumer decision (Y). 

There is one independent variable between product X1, price X2, promotion X3, 

location / place X4, person X5, process X6, and physical evidence X7 the most 

dominant influence to consumer decisions on Barbershop Studio Surabaya 

haircare services ". shows that the most high value beta coefficients is promotion 

that is equal to 0,569. 

Keywords: Product, Price, Promotion, Location / Place, Person, Process, 

Physical Evidence, and Consumer Decision 
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RINGKASAN 
 

Penampilan selalu menjadi titik utama dalam menilai seseorang. Penilaian 

tersebut akan mencakup tampilan fisik, sifat, dan atau pun kepribadian. Ditengah 

interaksi yang ada antar manusia, kebutuhan untuk selalu tampil rapih telah 

menjadi suatu keharusan. Bahkan tidak sedikit dari kaum pria yang berusaha 

memenuhi tuntunan tersebut dengan mendatangi salon atau barbershop untuk 

sekedar merapikan rambutnya. 

Penulis mencoba melakukan penelitian ini untuk mengetahui seberapa 

jauhkah pengaruh bauran pemasaran jasa (produk, harga, promosi, tempat/ lokasi, 

orang, proses dan bukti fisik) terhadap keputusan konsumen pada jasa pangkas 

rambut Barbershop Studio Surabaya, karena bauran pemasaran merupakan salah 

satu hal yang sangat penting bagi kelangsungan bisnis suatu usaha apabila 

perusahaan itu dapat menggunakan bauran-bauran pemasaran dengan tepat dan 

akurat.  

Dalam penelitian ini data dikumpulkan dengan alat bantu berupa kuesioner 

terhadap 100 responden yang di ambil dari jumlah populasi. Analisis yang 

digunakan yaitu analisis regresi linear berganda, dengan uji instrumen uji 

validitas, uji reliabilitas, dan determinasi menggunakan aplikasi komputer 

program SPSS 22.0 

Hasil dari uji parsial (uji t) adalah Produk (X1), Promosi (X3), 

Lokasi/Tempat (X4), Orang (X5), dan Bukti Fisik (X7) berpengaruh signifikan 

terhadap keputusan konsumen, sedangkan Harga (X2) dan Proses (X6) tidak 

berpengaruh signifikan terhadap keputusan konsumen. Hasil perhitungan uji 

simultan (Uji F) menunjukkan bahwa  51,712 ≥  2,11 oleh karena itu 

Ho ditolak dan Ha diterima yang berarti bahwa variabel bebas yaitu bauran 

pemasaran (produk X1, harga X2, promosi X3, lokasi/tempat X4, orang X5, 

proses X6, dan bukti fisik X7) secara simultan (bersama – sama) terhadap variabel 

terikat yaitu keputusan konsumen (Y). Ada salah satu variabel bebas antara 

produk X1, harga X2, promosi X3, lokasi/tempat X4, orang X5, proses X6, dan 

bukti fisik X7 yang pengaruhnya paling dominan terhadap keputusan konsumen 

pada jasa pangkas rambut Barbershop Studio Surabaya”.Pada hasil penelitian ini 

menujukkan bahwa coefficients beta yang paling tinggi nilainya adalah promosi 

yaitu sebesar 0,569. 

 

Kata Kunci: Produk, harga, Promosi, Lokasi / tempat, Orang, Proses, Bukti Fisik, dan 

Keputusan Konsumen 



xi 
 

 

DAFTAR ISI 

HALAMAN SAMPUL ............................................................................................ i 

HALAMAN JUDUL ............................................................................................... ii 

HALAMAN PENGESAHAN ................................................................................ iii 

SURAT PERNYATAAN ANTI PLAGIAT ........................................................... v 

HALAMAN MOTTO ............................................................................................ vi 

KATA PENGANTAR .......................................................................................... vii 

ABSTRACT ........................................................................................................... ix 

RINGKASAN ......................................................................................................... x 

DAFTAR ISI .......................................................................................................... xi 

DAFTAR TABEL ................................................................................................ xiv 

DAFTAR GAMBAR ............................................................................................ xv 

DAFTAR LAMPIRAN ........................................................................................ xvi 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1. Latar Belakang Masalah ........................................................................... 1 

1.2. Rumusan Masalah ..................................................................................... 4 

1.3. Tujuan Penelitian ...................................................................................... 4 

1.4. Manfaat Penelitian .................................................................................... 5 

1.4.1. Manfaat Teoritis ................................................................................. 5 

1.4.2. Manfaat Praktis .................................................................................. 5 

BAB II TINJAUAN PUSTAKA ........................................................................... 7 

2.1. Hasil Penelitian Terdahulu ........................................................................ 7 

2.2. Landasan Teori.......................................................................................... 8 

2.2.1. Manajemen Pemasaran ...................................................................... 8 

2.2.2. Pemasaran Jasa ................................................................................ 10 

2.2.3. Perilaku Konsumen .......................................................................... 11 

2.2.4. Faktor – faktor yang Mempengaruhi Perilaku Konsumen ............... 12 

2.2.5. Bauran Pemasaran Jasa .................................................................... 12 

2.2.6. Keputusan Pembelian ...................................................................... 19 

2.2.7. Proses Pengambilan Keputusan ....................................................... 20 



xii 
 

2.3. Hubungan Bauran Pemasaran Jasa Terhadap Keputusan Konsumen ..... 21 

2.4. Kerangka Konseptual .............................................................................. 22 

2.5. Hipotesis ................................................................................................. 23 

BAB III METODE PENELITIAN .................................................................... 25 

3.1. Desain Penelitian .................................................................................... 25 

3.2. Tempat dan Waktu .................................................................................. 25 

3.3. Jenis dan Sumber Data ............................................................................ 26 

3.3.1. Jenis Penelitian ................................................................................ 26 

3.3.1.1. Data Kualitatif .................................................................................. 26 

3.3.1.2. Data Kuantitatif ................................................................................ 26 

3.3.2. Sumber Data .................................................................................... 26 

3.3.2.1. Data Primer ...................................................................................... 26 

3.3.2.2. Data Sekunder .................................................................................. 27 

3.4. Populasi dan Sampel ............................................................................... 27 

3.4.1. Populasi ............................................................................................ 27 

3.4.2. Sampel ............................................................................................. 27 

3.5. Definisi Variabel dan Definisi Operasional ............................................ 28 

3.5.1. Definisi Variabel .............................................................................. 28 

3.5.2. Definisi Operasional ........................................................................ 30 

3.6. Skala Pengukuran Variabel ..................................................................... 32 

3.7. Teknik Pengumpulan Data ...................................................................... 33 

3.7.1. Studi Kepustakaan ........................................................................... 33 

3.7.2. Studi Lapangan ................................................................................ 33 

3.8. Proses Pengolahan Data .......................................................................... 34 

3.9. Teknik Pengujian Hipotesis dan Analisis Data ....................................... 35 

3.9.1. Uji Validitas ..................................................................................... 35 

3.9.2. Uji Reliabilitas ................................................................................. 36 

3.9.3. Regresi Linier Berganda .................................................................. 37 

3.9.4. Koefisien Korelasi Berganda ........................................................... 38 

3.9.5. Koefisien Determinasi Berganda ..................................................... 38 

3.9.6. Uji F (Uji Simultan) ......................................................................... 39 

3.9.7. Uji t (Uji Parsial) .............................................................................. 40 



xiii 
 

BAB IV KEADAAN UMUM DAERAH PENELITIAN ................................. 41 

4.1. Profil Perusahaan .................................................................................... 41 

4.2. Visi dan Misi ........................................................................................... 42 

4.3. Gambaran Umum Barbershop ................................................................ 42 

BAB V HASIL PENELITIAN DAN PEMBAHASAN .................................... 43 

5.1. Deskripsi Hasil Penelitian ....................................................................... 43 

5.1.1. Deskripsi Responden Berdasarkan Jenis Kelamin ........................... 43 

5.1.2. Deskripsi Responden Berdasarkan Usia .......................................... 44 

5.1.3. Deskripsi Responden Berdasarkan Pekerjaan .................................. 45 

5.1.4. Deskripsi Responden Berdasarkan Pengeluaran .............................. 46 

5.2. Deskripsi Variabel Penelitian ................................................................. 47 

5.2.1. Deskripsi Variabel Produk (X1), Harga (X2), Promosi (X3), Tempat, 

(X4), Orang (X5), Proses (X6), dan Bukti Fisik (X7) ..................... 47 

5.2.2. Deskripsi Variabel Keputusan Konsumen Pada Jasa Pangkas Rambut 

Barbershop Studio Surabaya (Y) ..................................................... 55 

5.3. Uji Prasyarat Analisis/ Uji Instrumen ..................................................... 56 

5.3.1. Uji Validitas ..................................................................................... 56 

5.3.2. Uji Reliabilitas ................................................................................. 58 

5.3.3. Regresi Linier Berganda .................................................................. 59 

5.3.4. Koefisien Korelasi (r) Berganda ...................................................... 61 

5.3.5. Analisis Determinasi Berganda (r2) ................................................. 62 

5.4. Pengujian Hipotesis ................................................................................ 63 

5.4.1. Uji F (Uji Simultan) ......................................................................... 63 

5.4.2. Uji t (Uji Parsial) .............................................................................. 64 

5.5. Pembahasan Hasil Penelitian .................................................................. 67 

BAB VI SIMPULAN, IMPLIKASI DAN SARAN........................................... 71 

6.1. Simpulan ................................................................................................. 71 

6.2. Implikasi ................................................................................................. 72 

6.3. Saran ....................................................................................................... 73 

DAFTAR PUSTAKA .......................................................................................... 74 

LAMPIRAN ......................................................................................................... 76 

 



xiv 
 

DAFTAR TABEL 

Tabel 3. 1 Instrumen Skala Linkert ...................................................................... 32 

Tabel 5. 1  Deskripsi Responden Berdasarkan Jenis Kelamin ............................. 44 

Tabel 5. 2  Deskripsi Responden Berdasarkan Usia............................................. 45 

Tabel 5. 3  Deskripsi Responden Berdasarkan Pekerjaan .................................... 46 

Tabel 5. 4  Deskripsi Responden Berdasarkan Pengeluaran ................................ 47 

Tabel 5. 5  Hasil analisis Produk (X1) ................................................................. 48 

Tabel 5. 6  Hasil analisis Harga (X2) ................................................................... 49 

Tabel 5. 7  Hasil analisis Promosi(X3) ................................................................. 50 

Tabel 5. 8  Hasil analisis Lokasi/Tempat (X4) ..................................................... 51 

Tabel 5. 9  Hasil analisis Orang (X5) ................................................................... 52 

Tabel 5. 10  Hasil analisis Proses (X6) ................................................................ 53 

Tabel 5. 11  Hasil analisis Bukti Fisik (X7) ......................................................... 54 

Tabel 5. 12  Hasil analisis Keputusan Konsumen (Y) ......................................... 55 

Tabel 5. 13  Hasil Uji Validitas Variabel Penelitian ............................................ 57 

Tabel 5. 14  Hasil Uji Reliabilitas Variabel Penelitian ........................................ 58 

Tabel 5. 15  Regresi Linier Berganda ................................................................... 59 

Tabel 5. 16  Pedoman Koefisien Korelasi ............................................................ 62 

Tabel 5. 17  Koefisien Determinasi ...................................................................... 62 

Tabel 5. 18  Hasil pengujian hasil uji F ................................................................ 63 

Tabel 5. 19  Hasil Pengujian Uji t ........................................................................ 64 

 

 

 

 



xv 
 

DAFTAR GAMBAR 

Gambar 2. 1 Tahap-Tahap Keputusan Pembelian ............................................... 21 

Gambar 2. 2 Kerangka Konseptual Uji Parsial.................................................... 22 

Gambar 2. 3 kerangka Konseptual Uji Simultan ................................................. 23 

Gambar 3. 1 Kurva Uji F ..................................................................................... 39 

Gambar 3. 2 Kurva Uji t ...................................................................................... 40 

 

 



xvi 
 

DAFTAR LAMPIRAN 

Lampiran 1 : Kuesioner ....................................................................................... 77 

Lampiran 2 : Tabulasi Jawaban Responden ........................................................ 81 

Lampiran 3 : Frequencies Identitas Responden .................................................. 83 

Lampiran 4 :Tabel Frekuensi Jawaban Responden ............................................. 84 

Lampiran 5 : Uji Validitas dan Reliability .......................................................... 91 

Lampiran 6 : Uji Regression ............................................................................. 100 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


