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 Abstract: This study aims to analyze and explain the 

influence of product quality and service on consumer 

purchasing decisions at Anna Store in Rokan Hulu 

Regency. This study uses a quantitative approach with a 

purposive sampling technique. The sample size was 

determined using the Slovin formula, resulting in 95 

respondents. Data were collected through observation 

and questionnaires distributed to consumers, then 

analyzed using multiple linear regression to test the effect 

partially and simultaneously. The results showed that 

product quality significantly influences purchasing 

decisions. The better the quality of materials, comfort, 

durability, and product design, the higher the consumer's 

tendency to make a purchase with a calculated T value of 

7.233 and a significance of 0.000. Service also 

significantly influences purchasing decisions, especially 

through a friendly, fast, responsive attitude, and the 

ability to provide clear product information with a 

calculated T value of 8.913 and a significance of 0.000. 

Simultaneously, Product Quality and Service significantly 

influence Purchasing Decisions with an F value of 42.654 

and a significance of 0.000. The coefficient of 

determination value of 0.481 indicates that these two 

variables contribute 48.1 percent to the purchasing 

decision, while the remaining 51.9 percent is influenced 

by other variables. This finding indicates that purchasing 

decisions are influenced by a combination of good 

product quality and satisfactory service, in addition to 

other factors outside the research variables. 
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Introduction 

Increasingly competitive business competition in the era of globalization requires 

every company to understand consumer needs and create products that offer advantages over 

competitors. This is increasingly evident in the fashion industry, which is experiencing rapid 
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growth along with changing trends, lifestyles, and consumer preferences. Changing fashion 

trends in Indonesia have encouraged many businesses to provide products in a variety of 

styles to meet market demand (Yuniawati & Istichanah, 2023). Fashion products, particularly 

clothing, bags, sandals, and accessories, are no longer viewed simply as basic necessities but 

also as a way of expressing themselves, identifying themselves, and embracing a lifestyle. 

These behavioral changes have led consumers to become more selective in choosing products 

to purchase, considering aspects such as quality, design, comfort, availability, and service. 

Therefore, fashion companies and stores need to adapt their business strategies to changing 

consumer expectations to maintain competitiveness and improve purchasing decisions. 

The development of the fashion industry is also reflected in the high preference of 

Indonesians for fashion products. According to Standard Insights data, fashion products are 

the most popular shopping category among Indonesians, accounting for 75% of the total, 

followed by beauty products at 50%, food and beverages at 40%, and home furnishings and 

electronics at 35%. This high level of interest indicates that fashion has become an important 

part of people's consumption patterns. This trend is even stronger among the younger 

generation. A survey of 208 respondents aged 18–25 showed that 58.2% considered fashion 

an important aspect and 40.4% considered it very important, resulting in a total of 98.6% of 

respondents considering fashion an important part of their lives. This demonstrates that 

fashion developments are not only related to clothing needs but also to self-expression and 

increased self-confidence. Similarly, lifestyle can influence a person's behavior and 

consumption decisions, as product choices are often tailored to their habits, needs, and social 

environment. 

The significant opportunities in the fashion industry are also supported by the growth 

of the Indonesian clothing market. Statista data shows that the Indonesian clothing market is 

projected to experience growth across various segments, including women's, men's, and 

children's clothing. This growth indicates relatively strong market demand and significant 

opportunities for fashion businesses. However, this increasing market growth also leads to 

increasingly fierce competition among businesses. Consumers have a wider choice of 

products and stores, allowing them to easily switch to other sellers if the desired product is 

unavailable, the product quality does not meet expectations, or the service received is 

unsatisfactory. Therefore, a company's ability to maintain product quality and provide good 

service is a strategic aspect in influencing consumer purchasing decisions. 

One factor that can influence purchasing decisions is product quality. Product quality 

describes a product's ability to perform its function and meet the needs of the target market 

(Fuadi et al., 2022). In the fashion industry, product quality is becoming increasingly 

important because consumers consider not only product function but also materials, design, 

comfort, durability, fit, aesthetics, and product conformity to expectations. (Zahara, 2023) 

explains that consumers essentially not only buy products but also consider the benefits and 

inherent quality of those products. Several studies have shown that product quality has a 

positive and significant influence on purchasing decisions (Putra & Sofyanita, 2023); 

(Rudiansyah & Suprihhadi, 2022). The better the quality of the product offered, the more 

likely consumers are to make a purchase. However, research by (Fadillah, 2023) shows that 

product quality does not have a significant influence on purchasing decisions. These 

differences in results indicate that the influence of product quality on purchasing decisions is 

not yet fully consistent and remains relevant to study in the context of certain fashion 

businesses. 

In addition to product quality, service quality is a crucial factor in shaping consumer 

purchasing decisions. Service quality is related to a company's ability to provide services that 

meet consumer expectations (Salsabila & Maskur, 2018). Friendly, fast, responsive, 

https://doi.org/10.61536/escalate.v4i02.684
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informative, and solution-providing service can create a positive shopping experience, 

increasing the likelihood of consumers making purchases or repeat purchases (Puspitasari & 

Nurmaning, 2024). Research by (Pratama & Paludi, 2024) and (Afriyani & Batu, 2025) shows 

that service quality has a positive and significant effect on purchasing decisions. However, 

these results do not fully align with research by (Rudiansyah & Suprihhadi, 2022), which 

found that service quality had no effect on purchasing decisions. These differences in findings 

indicate a research gap regarding the consistency of the influence of service quality on 

purchasing decisions, particularly in fashion stores with different consumer characteristics 

and competitive conditions. 

This situation is relevant to the phenomenon that occurred at Anna Store in Rokan 

Hulu Regency. Anna Store, established in 2022 and located in Simpang Tangun, Pasir 

Pengaraian, focuses on fashion products such as women's clothing, bags, sandals, accessories, 

as well as cosmetics and skincare products. Anna Store promotes fashionable, affordable, and 

up-to-date products for both young and adult consumers. Despite its significant market 

potential, internal data indicates challenges in the growth of customer numbers and sales 

turnover. The number of customers decreased from 439 in April 2025 to 322 in May, 274 in 

June, and reached a low of 238 in July. Although the number increased to 283 in August, the 

number dropped again to 244 in September. A similar situation was seen in sales turnover, 

which fell from Rp 40,722,000 in April to Rp 35,457,000 in May, Rp 31,505,000 in June, and 

Rp 26,430,000 in July. Despite a slight increase in August, sales declined again in September 

to Rp 28,872,000. The decline in the number of buyers and sales indicates issues that need to 

be addressed in maintaining consumer purchasing decisions. 

This phenomenon was further reinforced by observations and initial interviews with 

five Anna Store customers. Interviews indicated that some consumers considered product 

quality to be good and appropriate for the price, but they still encountered inconsistent 

product quality. Another significant issue was product availability, particularly for highly 

sought-after products, which were often out of stock, forcing customers to wait or switch to 

another store. Consumers also reported that new product models were not regularly updated, 

limiting product selection. In terms of service, consumers generally considered employees to 

be friendly, but there were still shortcomings in the speed of response, product information, 

and assistance in finding needed products. These conditions indicate that consumer 

purchasing decisions at Anna Store are not solely related to product quality but are also 

influenced by the service experience and the store's ability to provide products according to 

consumer needs. 

Based on this phenomenon, research on purchasing decisions at Anna Store in Rokan 

Hulu Regency is crucial. The decline in the number of buyers and turnover indicates a 

problem that could potentially hinder business sustainability if not promptly identified. In the 

increasingly competitive fashion industry, retaining customers is not enough just through 

affordable prices, but also requires consistent product quality and service that can meet 

consumer expectations. Purchasing decisions are a crucial indicator because they determine 

the sustainability of sales, repeat purchases, and the potential for customer loyalty. By 

understanding the influence of product quality and service quality on purchasing decisions, 

Anna Store can obtain an empirical basis for evaluating product management, stock 

availability, model updates, and service quality improvements. 

The research gap in this study lies in the differences in previous research findings 

regarding the influence of product quality and service quality on purchasing decisions. Some 

studies found that product quality had a positive and significant effect on purchasing 
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decisions (Putra et al., 2022; Rudiansyah & Suprihhadi, 2022), while Fadillah (2023) found 

that product quality had no significant effect. Similarly, research by Pratama and Paludi 

(2024) and Afriyani & Batu (2025) showed a positive and significant influence of service 

quality on purchasing decision. In addition to the research gap, there is a contextual gap 

because some previous studies have not specifically examined local fashion businesses facing 

real problems such as declining customer numbers, declining turnover, limited stock, 

inconsistent product quality, and suboptimal service. Therefore, this study has an urgency to 

empirically test the influence of product quality and service quality on purchasing decisions at 

Anna Store in Rokan Hulu Regency, so that it can provide academic contributions in 

enriching research results on consumer behavior while providing practical input for the 

development of Anna Store's business strategy. 

 

Research Methods 

This study uses a quantitative approach with the aim of analyzing the 

influencequalityproduct and service on purchasing decisions at Anna Store in Rokan Hulu 

Regency. The study was conducted on consumers of Anna Store located in Simpang Tangun, 

Pasir Pengaraian, Rokan Hulu Regency. The study population was all consumers who 

purchased products at Anna Store for six months with a total of 1,800 people. Sampling used 

a purposive sampling technique with the criteria of female consumers, having made purchases 

at Anna Store, domiciled around Rokan Hulu Regency, and being at least 15 years old. Based 

on calculations using the Slovin formula with a 10% error rate, a sample size of 95 

respondents was obtained. Research data were collected through observation and distributing 

questionnaires to respondents to obtain information about product quality, service, and 

purchasing decisions. 

The data analysis technique in this study uses multiple linear regression analysis with 

the help of the SPSS program to determine the effect of product quality and service on 

purchasing decisions, both partially and simultaneously. Before conducting the regression 

analysis, the data were tested through classical assumption tests which include normality, 

multicollinearity, and heteroscedasticity tests. Next, multiple linear regression analysis, 

coefficient of determination, and hypothesis testing were carried out through t-tests to 

determine the effect of each independent variable partially and F-tests to determine the effect 

of product quality and service simultaneously on purchasing decisions. 

 

Results and Discussion 

Classical Assumptions 

1. Normality Test 

Table 1.Normality Test Results 

         One-Sample Kolmogorov-Smirnov Test 
 Unstandardized Residual 

N 95 

Normal 

Parametersa,b 

Mean .0000000 

Standard Deviation 334,722,403 

Most Extreme 

Differences 

Absolute .085 

Positive .042 

Negative -.085 

Test Statistics .085 
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Asymp. Sig. (2-tailed) .085c 

Monte Carlo Sig. (2-

tailed) 

Sig. .467d 

99% 

Confidence 

Interval 

Lower Bound .454 

Upper Bound .479 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. Based on 10000 sampled tables with starting seed 299883525. 

Sourceir: data oipe landineiSPSS 30 research 

Beibased on the tableil 1teisee Test results No.irmality (Oinei-SampleiKoiI knowigoiroiv–

Smirnoiv Teist),dipeiroileih value Asymp. Sig. (2-tailedid)seibeisar 0.085. The significance value 

isirseibut leimoreisar of 0.05, seiso it can be concluded that the data isisidual beidistribution 

no.inormal. 

2. TestMulticollinearity 

Table 2.ResultsMulticollinearity Test 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 13,230 4,452  2,972 .004   

PRODUCT QUALITY .154 .081 .214 1,904 .060 .448 2,233 

SERVICE .515 .111 .520 4,634 .000 .448 2,233 

a. Dependent Variable: PURCHASE DECISION 

Sourceir: data oipe landineiSPSS 30 research 

 

Beibased on the tableil 2, multicollinearity test resultsilineiarity meishows that the value 

of Toileiranceifor variablesil Pro Qualityiduk (X1) and Peiservice (X2) each seibeisar 0.448, and 

Variance valueiInflationinFactir(VIF) seibeisar 2,233. Kareina nilai Toileirancei> 0.10 and VIF < 

10, then it can be concluded that there is no ibecome multikoilineiarity between variablesil 

indeipeindein in moiofil reiGreithis one. 

3. Heteroscedasticity Test 

Table 3.ResultsHeteroscedasticity Test 
           Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,233 2,867  1,128 .262 

PRODUCT QUALITY .004 .052 .013 .086 .931 

SERVICE -.019 .072 -.042 -.269 .788 

a. Dependent Variable: ABS_RES 

Sourceir: data oipe landineiSPSS 30 research 

Beibased on the data above meishows the significance value (P-value)i) variableil Pro 

Qualityiduk 0.931, Peiservice 0.788, seithe significance value of the leimore than 0.05 (5%), 

which isishows that it is not teirdapat variableil indeipeindein that seisignificant way meimeiaffect 

the absolute valueilut reisidual (ABS_REiS). DeiwithiThus, it can be concluded that it is not iface 

geinet heiteiroiskeidensity in moiofil reiGreisi. This is meiindicates that reisidual in moiofil reiGreithe 
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beinature of koiinstant (hoimoiskeidacity), whichithe conditions of the peiimportant so that the 

results eiparameter estimationiteir reiGreiit can be declared valid and unbiased. 

 

Multiple Linear Regression Analysis Test 

Table 4.ResultsMultiple Linear Analysis Test 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 13,230 4,452  2,972 .004 

PRODUCT QUALITY .154 .081 .214 1,904 .060 

SERVICE .515 .111 .520 4,634 .000 

a. Dependent Variable: PURCHASE DECISION 

Sourceir: data oipe landineiSPSS 30 research 

Beibased on the tableil 4 teirseibut it can be concluded thatisame reiGreithe seihow 

beifollows: Y = a + b1X1 + b2X2 + ei    Y = 13.230 + 0.154 + 0.515 + 0.532 

From toiteiFrom the above it can be seen that: 

1. Ko valueiinstant seibeisar13,230meishows that if the variableil Pro Qualityiduk (X1) and 

Peiservice (X2) does notiexperiencing PEichange or beivalue no.il, then the level of KeiPe's 

decisionimbeilian (Y) teitap seibeisar13,230. This value isirepresent the basic values toicourt 

decisionimbeilian seibeilum dipeiinfluence oileih toitwo variablesil indeipeindein. 

2. Ko valueieiphysioin reiGreithe Quality Proiduk (X1) seibeisar0.154Variableil this is meihave 

peiinfluence the poisitive teifacing toicourt decisionimbeilian. This is meiindicates that seievery 

teibecome peiincrease by one unit in aspectik Pro Qualityiduk, then KeiPe's decisionimbeiLian 

Dipreidiction will meilevel upibeisar0.154unit, deiwith variable assumptionsil Peiservice is not 

availableifox. Significance value seibeisar 0.060 (< 0.05) meiprove that peiinfluence teirseibut 

beireal or significant nature. 

3. The regression coefficient of Service (X₂) is 0.515, this shows that Servicehavepositive 

influence on Purchasing Decisions. This means that an increase in Service will be 

followed by an increase in Purchasing Decisions by 0.515. 

4. Influenceother variables from the variables studied are (Ɛ) = 1 – R2 = 1 – 0.481 = 0.519. 

 

Coefficient of Determination (𝑅2) 

Table 5.ResultsCoefficient of Determination Test 

Model Summary 

Model R R Square Adjusted R Square 

Standard Error of the 

Estimate 

1 .694a .481 .470 3.38341 

a. Predictors: (Constant), SERVICE, PRODUCT QUALITY 

b. Dependent Variable: PURCHASE DECISION 

Sourceir: data oipe landineiSPSS 3 research 

Beibased on the tablei5 dipeiroileih R value (koieiphysioin koireilasi) seibeisar 0.694, which 

isishows that teiThere is a very strong relationship between variables il Pro Qualityiduk (X1) and 

Peiservice (X2) teitowards KeiPe's decisionimbeilian (Y). R Square Valueiseibeisar 0.481 

meiindicates that seibeisar 48.1% variation peichanges toicourt decisionimbeiLian can be 

foundiweld oileih toitwo variablesil indeipeindein in moiofil this, namely Pro Quality iduk and 

Peiservice. Seimeibetween the rest seibeisar 51.9% dipeiinfluence oileih variableil others outside 

moiofil peineithis research. 
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Hypothesis Testing 

1. Persian Test (T-Test) 

Table 6.ResultsProduct Quality Percentage Test (T-Test) (X1) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 19,156 4,710  4,067 .000 

PRODUCT 

QUALITY 

.432 .060 .600 7,233 .000 

a. Dependent Variable: PURCHASE DECISION 

   Sourceir: data oipe landineiSPSS 30 research 

Beibased on the results of statistical tests, the significance value is ibeisar 0.000 < 0.05. 

Seiother than that, the calculated t value is ibeisar 7,233 leimoreisar than the t table valueil is 

1.98609. DeiwithiThus it can be concluded that the Quality of Proiduk (X1) 

beirpeiinfluenceisignificant way teitowards KeiPe's decisionimbeiLian (Y). 

 

Table 7.ResultsService Test (T-Test) (X2) 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 16,836 4,086  4.121 .000 

SERVICE .672 .075 .679 8,913 .000 

a. Dependent Variable: PURCHASE DECISION 

Sourceir: data oipe landineiSPSS 30 research 

Beibased on the results of statistical tests, the significance value is ibeisar 0.001 < 0.05. 

Seiother than that, the calculated t value is ibeisar 8,913 leimoreisar than the t table valueil is 

1.98609. The result isirseibut meishow Peiservice (X2) beirpeiinfluenceisignificant way teitowards 

KeiPe's decisionimbeiLian (Y). 

2. Simultaneous Test (F Test) 

Table 8.Simultaneous Test Results (F Test) 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 976,559 2 488,279 42,654 .000b 

Residual 1053.167 92 11,447   

Total 2029,726 94    

a. Dependent Variable: PURCHASE DECISION 

b. Predictors: (Constant), SERVICE, PRODUCT QUALITY 

    Sourceir: data oipe landineiSPSS 30 research 

Beibased on the results of the F test, it is found that iknow that the significance value 

isibeisar 0.000 < 0.05. Seiother than that, the calculated F value isibeisar42,654leimoreisar than the 

F table valueil is 3.10. The result isirseibut meishows that Pro Qualityiduk (X1) and Peiservice 

(X2) seisimultaneous way beirpeihave a significant impactitowards KeiPe's decisionimbeiLian(Y). 
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Table 9.Conclusion ResultsPersian Test (T-Test) 

Noi Variableil F count F 

tableil 

Sig Toidecision Toiteirange 

1 Peiaffect Pro 

Qualityiduk (X1) 

Teitowards 

KeiPe's 

decisionimbeiLian 

(Y) 

 

 

7,233 

 

 

1,986 

 

 

0,000 

 

 

Hoiditoilacquer 

 

 

H1 Diteirhyme 

(beirpeisignificant 

influence) 

2 Peiinfluence 

Peiservice (X2) 

Teitowards 

KeiPe's 

decisionimbeiLian 

(Y) 

 

 

8,913 

 

 

1,986 

 

 

0,000 

 

 

Hoiditoilacquer 

 

 

H2 Diteirhyme 

(beirpeisignificant 

influence) 

Sourceir: data dioilah 2026 

Table 10.Conclusion ResultsSimultaneous Test (F Test) 

Noi Variableil F count F tableil Sig Toidecision Toiteirange 

1 Peiaffect Pro 

Qualityiduk 

(X1), and 

Peiservice (X2) 

Teitowards 

KeiPe's 

decisionimbeiLian 

(Y) 

 

 

42,654 

 

 

3.10 

 

 

0,000 

 

 

Hoiditoilacquer 

 

 

H3 Diteirhyme 

(beirpeisignificant 

influence) 

Sourceir: data dioilah 2026 

Beibased on the tableil 9 (T Test) and Tableil 10 (F Test), it can be concluded that 

seipartial method (T test) variableil Pro Qualityiduk (X1) meihave a calculated value of 

seibeisar7,233the leimoreisar of t tableil seibeisar 1,986 deiwith a significance value of 0.000 

<0.05, seiuntil H₀ ditoilacquer and H₁ diteirhyme, which beirarti Pro Qualityiduk 

beirpeiinfluence poipositive and significant teitowards KeiPe's decisionimbeilian. Seihe 

continued, the variableil Peiservice (X2) meihave a calculated value of seibeisar8,913 the 

leimoreisar of t tableil seibeisar 1,986 deiwith a significance value of 0.000<0.05, seiuntil H₀ 

ditoilacquer and H₂ diteirhyme, which beirarti Peibe serviceirpeiinfluence poipositive and 

significant teitowards KeiPe's decisionimbeilian. The calculated t value of Peithe best 

serviceimoreisar compared to Pro Qualityiduk meishows that Peimy serviceiform a variableil the 

leibih doiminan in meiuntiliinfluence KeiPe's decisionimbeiLian. 

Seeisimultaneous method (F test), dipeiroileih F count value seibeisar42,654the 

leimoreisar from F tableil seibeisar 3.10 deiwith a significance value of 0.000 <0.05, seiuntil H₀ 

ditoilacquer and H₃ diteirhyme, which beirarti Pro Qualityiduk and Peise serviceihow to 

beitogether beirpeihave a significant impactitowards KeiPe's decisionimbeilian. DeiwithiThus, it 

can be concluded that bothipartial or simultaneous methods, Pro Qualityiduk and Peite 

serviceiprove meimbeirikan peihave a significant influence teitowards KeiPe's 

decisionimbeilian, deiwith Peise serviceilike a variableil the most doiMinan. 
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Discussion 

1. The Influence of Product Quality on Purchasing Decisions 

Beibased on the results of the partial test (t-test), the variableil Pro Qualityiduk (X1) 

teiprove meihave peihave a significant influence teitowards KeiPe's decisionimbeilian (Y) on 

Anna Stoireiin the Regencyin RoiHulu. This is proven byiwith the significance value of 

seibeisar 0,000, which is leimore toicil from the significance level of 0.05, seirta t value 

count seibeisar7,233the leimoreisar compared to t tableil seibeisar 1.98609. Deiwithithat's all, 

hypoiteisis who meistate that the quality of proiduk beirpeihave a significant impactifacing 

toicourt decisionimbeiLian can be foundirhyme. 

This result is meishows that seibetter quality proithe duk offered oileih Anna 

Stoireithat meicover the quality of the material, toicomfort peiuse, toipro-prisonersiduk, 

deiscience that meipull, seirta toiseicustom proiduk deijust hopeinsumein then seithe higher it 

getsiceindeiyour roominsumein for meido peimbeilian. Pro qualityiduk meibecome a factir 

peithe thing that is being cuticonsider itinsumein seibeilum meitake toicourt 

decisionimbeilian, especially on proifashionin used in se activitiesidays. 

Meiaccording to the assumptions of peineiliti, diteihypo rhymeiteisis this is 

diseibabkan curryion koinsumein at this time seiincreasingly critical andileiactive in 

meichoose proiduk. Koinsumein not only meiuntiliconsider the price, teibut also 

meiuntiliconsider the long-term benefits of the proithe duk that was givenili. Proiduk deiwith 

good quality will meimbeigive more utility valueitaller, meireduce riskitoidamage, seirta 

meiincrease the sense of peiconfidence when used. This is teimain reileivan for youinsumein 

peireithe lady who meibecome reispoindein in peineithis study, where the aspectitoisteitika 

and keimy comfortihave peiranan peinting in meineimake a choice. 

Seeiother than that, mayoiritas reispoindein beisomewhat at a pro ageiductive (18–22 

years) which isindeirung meifollow the trein but teitap meiuntiliconsider the quality of 

theihow beifor eiphysioinsi peingeiexternal. Koinsumein at this age usually meihave a 

budgetiborder, seiuntil meireiyou will leimoreibe careful in meichoose proithe be dukinar-

beinar meimbeiquality fishiaccording toiwith the price paid. Oileih curryina itu, keitika 

quality proiDuk is considered good and seisuit eikspeitation, then toicourt decisionimbeiLian 

will leieasier to take. 

Teithis muan seithe roadiwith the results of theineiresearch conducted oileih (Samosir 

et al., 2025) which meishows that the quality of the proiduk beirpeiinfluence poipositive and 

significant teifacing toicourt decisionimbeiLian ProiWardah's duk on GeinZ in Koita Paleisis. 

Deiwithithat's all, seeigetting better peirseipsi koinsumein teitowards pro qualityiduk, 

seigetting highericeindeiyour roominsumein for meimbeili proiduk teirseibut. Seihe continued, 

the results of theineiresearch conducted oileih (Fahrula et al., 2026), pro qualityiduk meihave 

peiinfluence poipositive and significant teifacing toicourt decisionimbeilian on 

DistroiOineiThing. DeiwithiThus, it can be concluded that peipro quality improvementithe 

duk offered will meiincrease peiI have free timeinsumein in meitake toicourt 

decisionimbeiLian. 

Seeiother than that, the results of theineiresearch conducted oileih (Winarni et al., 

2025) also meishows that the quality of the proiduk beirpeihave a significant impactitowards 

KeiPe's decisionimbeiLian Koinsumein (Study On Clothing Meireik Zara). DeiwithiThus, it 

can be concluded that seithe higher the quality of the proithe duk that was givenirikan, then 
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seiincreasingly beisar keimaybeinsumein for meido peimbeiLian. Oileih curryina itu, pro 

qualityiduk can be considered asilike a factir peithe important thingirpeiran in meindoiroing 

keicourt decisionimbeiLian Koinsumein. 

Proiduk deiwith good quality will meimbeiRikan toifasting teirseiyourself for 

meinsumein and meiupgrade toipeitrust teirhadap toikoi. Toipeithis belief will meimbeifor the 

image of the poisitive teitowards Anna Stoirei, seiuntil youinsumein not only meido 

peimbeilian seitimes, teibut also beirpoiteinsi meido peimbeirepeat. Oileih curryina itu, 

meitake care of youinsisteinsi quality proiduk meibecome a strategyigi peinting in meicreate 

toimy favoriteiuntilititif and meiuntilikeep it upiquality of peisubscribe. 

 

2. The Influence of Service on Purchasing Decisions 

The results of the partial test (T-Test) alsoishows that the variableil Peiservice (X2) 

beirpeiinfluenceisignificant way teitowards KeiPe's decisionimbeilian (Y) on Anna Stoireiin 

the Regencyin RoiHulu. This is proven byiwith the significance value of seibeisar 0.000 < 

0.05, seirta t value count seibeisar8,913the leimoreisar compared to t tableil seibeisar 

1.98609. Deiwithithat's all, hypoiteisis who meideclare the existence of peiinfluence peite 

serviceifacing toicourt decisionimbeiLian can be foundirhyme. 

Results of theineithis research meiindicates that theiservices providediRikan oileih 

Anna Stoirei, seipeirti keiemployee friendliness, toiceipatan in meiserve, toialertness in 

meihelp meinsumein, seirta toimy abilityimbeiRikan infoipro informationiduk that 

jeiwelding, very meiuntiliinfluence toiyour decisioninsumein in meido peimbeilian. Peigood 

service will meicreate peiexperienced beirbeilanja yang meiyesicatch meireduce toiI doubt 

itinsumein, seirta meiupgrade toifasting seihow toiseidecay. 

Meiaccording to the assumptions of peineiliti, peimy serviceihave peistrong 

influence becauseina inteidirect reaction between koinsumein and employees toikoican 

meimbeifor peirseipsi eimoisioinal yang meideep. Koinsumein that meifeeling appreciated, 

valuedipay attention, and be served byijust like thatipan ceindeirung meihave 

peiexperienced poisitive that meindoiroing keicourt decisionimbeilian. In kointeiks reitail 

fashionin, atmosphere and inteireaction soidamn meibecome part of the peiimportant from 

peiexperienced beirbeilanja. Oileih curryina itu, peiservice is not just aipro leveliseis 

transaction, teibut also meiform part of the strategyigi peithe market that isiroiRieintation 

on keifasting peisubscribe. 

Seeiother than that, the value of koieiphysioin reiGreithe peithe best 

serviceimoreisar compared to pro qualityiduk meishows that peimy serviceihave 

peiinfluence the reilatif leibih doiminan in peineithis research. It can be assumed that in a 

situation where many toikoimeioffer proiduk yang reiLatif Seiappearance, quality of 

peiservice can meibecome a peimbeida utama (diffeireintiatoir) which meiuntiliinfluence 

toiyour decisioninsumein. Peiservices that reispoinsif and koicommunicative can 

meiupgrade toiI'm sureinsumein teitowards proithe duk offered. 

Seicontinued the results of theineiresearch conducted oileih (Afriyani & Batu, 2025), 

DeiwithiThus, the quality of peimy serviceibecome a factir which is very peiimportant 

foribeibusiness continuity, becauseina peigood service can meiupgrade toifastinginsumein 

seirta meimake a proiduk seias the main choice.iother than that, (Norjanah & Anwar, 2025) 

also meishows that the quality of peibe serviceirpeihave a significant impactifacing toicourt 

decisionimbeilian in ToikoiCeimillicioius. Deiwithithat's all, peimy serviceiplay peiran 

peinting in meindoiroing koinsumein for meido peimbeiLian. 
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Optimal service is not just about driving coinsumein to do itpeimbeiLian, Teibut also 

beirpoiteinsi meiimprove youiquality koinsumein seirta meicreate proimoiword of 

mouthimouth (woird oif moiuth). Koinsumein who is satisfied withiwith peice 

serviceindeirung meireikoimeiend toikoitoion oiother people, seiuntil beiimpact on 

peiincreasing number of peisubscribe. Deiwithithat's all, peimy serviceibecome a factir 

strategyiGIS that must be teirus is improved to meiuntilimaintain and meipull meinsumein 

in teingah peibusiness competitionitail fashionin that seimore and moreiuntilititive. 

 

3. Simultaneous Analysis (F Test) 

Beibased on the results of the simultaneous test (F Test), it is determinediroileih F 

value count seibeisar42,654the leimoreisar from F tableil seibeisar 3.10, deiwith the 

significance value of seibeisar 0.000 < 0.05. This result isishows that the variableil Pro 

Qualityiduk (X1) and Peiservice (X2) seihow to beitogether beirpeihave a significant 

impactitowards KeiPe's decisionimbeilian (Y) on koinsumein Anna Stoireiin the Regencyin 

RoiHulu. This is beimeans that toicourt decisionimbeiLian Koinsumein not only 

dipeiinfluence oileih one factir only, meiother meishow the results of koicombination of pro 

qualityigood and peiservices that meisatisfy. Ifitwo variablesil teirseibut dikeiyouitheigood, 

then toicourt decisionimbeiLian Koinsumein will seimore and moreiincrease. 

 

4. Coefficient of Determination (R²) 

The results of the analysisieiphysioin deiteimy terminationishows that the R Square 

valueiseibeisar0.481 or 48.1%, which isimeans that the variableil Pro Qualityiduk and 

Peiservice is able toinjeiweld the variations of peichange toiPe's decisionimbeilian 

seibeisar48.1% SeimeiIn the meantime, the rest isibeisar51.9% dipeiinfluence oileih 

factoiother r that is not testediliti in peineithis research, seipeiprice, proimoiyou, youibusiness, 

and factsir soianother bad luck.iother than that, the value of koieiphysioin koireilasi (R) 

seibeisar 0.694 meishows that there is a strong relationship between the variablesil Pro 

Qualityiduk and Peide serviceiwith KeiPe's decisionimbeilian. DeiwithiThus, it can be 

concluded thatitwo variablesil indeipeindein teirseibutmeihavepeiranan peinting in 

meiuntiliinfluence toicourt decisionimbeiLian Koinsumein Anna Stoireiin the Regencyin 

RoiHulu. 

 

Conclusion and Recommendation 

Based on the results of the research, service has a significant influence on purchasing 

decisions at Anna Store, while product quality does not show a significant influence based on 

the multiple linear regression results. Simultaneously, product quality and service 

significantly influence purchasing decisions, as indicated by an F value of 42.654 with a 

significance value of 0.000. The R Square value of 0.481 indicates that 48.1% of the variation 

in purchasing decisions is explained by product quality and service, while 51.9% is explained 

by other factors outside the research model. This study is limited to Anna Store in Rokan 

Hulu Regency and the variables examined. Future research is recommended to include other 

variables, such as price, promotion, location, and brand image, and expand the research scope 

to different business contexts. 
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