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ABSTRAK 

PENGARUH SOCIAL IDENTITY, SOCIAL INFLUENCE, DAN 
PERCEIVED VALUE TERHADAP PURCHASE INTENTION 

PADA LAUNDRY 3CIOUS 

 

Bisnis jasa cuci sepatu sudah tidak asing lagi untuk masyarakat perkotaan. 

Oleh karena itu, peluang bisnis di bidang jasa cuci sepatu sangat luas dan 

dipengaruhi oleh banyak factor, salah satunya adalah social identity, social influence, 

dan perceived value. Tujuan dari penelitian ini adalah untuk melihat pengaruh social 

ientity, social influence, dan perceived value terhadap purchase intention pada laundry 

3Cious Surabaya. Survei dilakukan dengan menyebarkan kuesioner kepada 

responden dengan jumlah sampel yang memenuhi kriteria penelitian adalah 116 

responden. Penelitian ini dirancang dengan menggunakan metode kuantitatif 

Teknik pengambilan sampel adalah purposive sampling. Studi ini menggunakan 

analisis regresi linier berganda. Berdasarkan uji hipotesis digunakan untuk 

menjelaskan pengaruh variable bebas terhadap variable bebas terhadap variable 

terikat, hasil penelitian membuktikan bahwa social identity, social influence, dan 

perceived value memiliki dampak signifikan untuk purchase intention. 

 

Kata Kunci: Social identity, Social influence, Perceived value, dan 

Purchase intention 
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ABSTRAC 

THE EFFECT OF SOCIAL IDENTITY, SOCIAL INFLUENCE, AND 
PERCEIVED VALUE ON PURCHASE INTENTION AT 3CIOUS 

LAUNDRY IN SURABAYA 

 

 
The shoe washing service business is no stranger to urban communities. Therefore, business 

opportunities in the field of shoe washing services are very broad and influenced by many factors, 
one of which is social identity, social influence, and perceived value. The purpose of this study 
was to examine the effect of social identity, social influence, and perceived value on purchase 
intention at laundry 3Cious Surabaya. The survey was conducted by distributing 
questionnaires to respondents with the number of samples that met the research criteria were 
116 respondents. This study was designed using quantitative methods. The sampling technique 
was purposive sampling. This study uses multiple linear regression analysis. Based on the 
hypothesis test used to explain the effect of the independent variable on the independent variable 
on the dependent variable, the research results prove that social identity, social influence, and 
perceived value have a significant impact on purchase intention. 

 

 
Keywords: Social identity, Social influence, Perceived value, and 

Purchase intention 
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