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ABSTRAK 

 

 Penelitian ini bertujuan untuk menganalisis pengaruh promosi, harga, dan 

kualitas layanan terhadap keputusan pembelian jasa cuci sepatu Marlonggarage 

pada Generasi Z di Surabaya. Perkembangan industri jasa perawatan sepatu yang 

semakin meningkat seiring perubahan gaya hidup masyarakat, khususnya Generasi 

Z yang memiliki perhatian terhadap penampilan dan tren, mendorong pelaku usaha 

untuk memahami faktor-faktor yang dapat memengaruhi keputusan pembelian 

konsumen. Namun, masih terdapat perbedaan hasil penelitian terdahulu terkait 

pengaruh promosi, harga, dan kualitas layanan terhadap keputusan pembelian 

sehingga diperlukan penelitian lebih lanjut. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode survei melalui penyebaran kuesioner kepada 100 

responden Generasi Z di Surabaya yang mengetahui atau pernah menggunakan jasa 

cuci sepatu Marlonggarage. Teknik pengambilan sampel menggunakan non-

probability sampling dengan metode purposive sampling. Data dianalisis 

menggunakan uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi linier 

berganda, uji t, uji F, dan koefisien determinasi dengan bantuan program SPSS. 

Hasil penelitian menunjukkan bahwa promosi berpengaruh positif namun tidak 

signifikan terhadap keputusan pembelian jasa cuci sepatu Marlonggarage pada 

Generasi Z di Surabaya. Harga berpengaruh positif dan signifikan terhadap 

keputusan pembelian jasa cuci sepatu Marlonggarage pada Generasi Z di Surabaya. 

Kualitas layanan berpengaruh positif dan signifikan terhadap keputusan pembelian 

jasa cuci sepatu Marlonggarage pada Generasi Z di Surabaya. Secara simultan, 

promosi, harga, dan kualitas layanan berpengaruh signifikan terhadap keputusan 

pembelian jasa cuci sepatu Marlonggarage pada Generasi Z di Surabaya. Penelitian 

ini memberikan implikasi bahwa harga dan kualitas layanan menjadi faktor utama 

yang perlu diperhatikan oleh Marlonggarage dalam meningkatkan keputusan 

pembelian konsumen, khususnya Generasi Z. Selain itu, penelitian ini diharapkan 

dapat menjadi referensi bagi penelitian selanjutnya yang berkaitan dengan 

keputusan pembelian pada industri jasa perawatan sepatu. 

Kata Kunci: Promosi, Harga, Kualitas Layanan, Keputusan Pembelian, Jasa Cuci 

Sepatu Marlonggarage, Generasi Z. 
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ABSTRACT 

 This study aims to analyze the influence of promotion, price, and service 

quality on purchasing decisions for Marlonggarage shoe cleaning services among 

Generation Z in Surabaya. The growth of the shoe care service industry, driven by 

changes in people's lifestyles, particularly among Generation Z who are highly 

concerned with appearance and trends, encourages business owners to understand 

the factors that influence consumers' purchasing decisions. However, previous 

studies have shown inconsistent findings regarding the influence of promotion, 

price, and service quality on purchasing decisions, indicating the need for further 

research. This study employs a quantitative approach using a survey method by 

distributing questionnaires to 100 Generation Z respondents in Surabaya who are 

familiar with or have used Marlonggarage shoe cleaning services. The sampling 

technique used was non-probability sampling with a purposive sampling method. 

The data were analyzed using validity tests, reliability tests, classical assumption 

tests, multiple linear regression analysis, t-tests, F-tests, and the coefficient of 

determination with the assistance of SPSS software. The results of this study 

indicate that promotion has a positive but insignificant effect on purchasing 

decisions for Marlonggarage shoe cleaning services among Generation Z in 

Surabaya. Price has a positive and significant effect on purchasing decisions for 

Marlonggarage shoe cleaning services among Generation Z in Surabaya. Service 

quality also has a positive and significant effect on purchasing decisions for 

Marlonggarage shoe cleaning services among Generation Z in Surabaya. 

Simultaneously, promotion, price, and service quality have a significant effect on 

purchasing decisions for Marlonggarage shoe cleaning services among Generation 

Z in Surabaya. This study implies that price and service quality are the main factors 

that need to be considered by Marlonggarage in improving consumers’ purchasing 

decisions, particularly among Generation Z. Furthermore, this study is expected to 

serve as a reference for future research related to purchasing decisions in the shoe 

care service industry. 

Keywords: Promotion, Price, Service Quality, Purchasing Decisions, 

Marlonggarage Shoe Cleaning Services, Generation Z. 
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