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Abstract

Purchase decision-making is a critical aspect of consumer behavior that involves evaluating the quality of
products or setvices offered. This study aims to analyze the influence of product quality on consumer purchase
decisions at Hani Salon, a beauty salon located in Medan, Indonesia. As product variety increases in the market,
consumers have become more selective, prioritizing service quality in their choices. A quantitative research
approach was employed, with data collected through questionnaires and interviews. The findings reveal that
product quality has a positive and significant impact on purchase decisions, with a coefficient of determination
(R?) of 90.2%. These results suggest that enhancing product quality at Hani Salon can significantly drive
consumer purchase decisions and offer strategic insights for improving customer satisfaction and loyalty.
Keywords: Purchase Decision, Product Quality, Consumer Behavior

Introduction

Purchasing decisions constitute an aspect of consumer behavior that demonstrates the
deliberate activities of consumers in selecting and acquiring a product or service (Amelia, 2024).
Essentially, consumer decision-making is a process of addressing the challenges encountered by
customers (Amelia & Tambunan, 2024). Researchers selected this variable due to the ongoing
relevance of purchasing decision topics, particularly in light of the growing array of product options
accessible, necessitating customers to evaluate multiple factors prior to making a purchase (Nasib,
2024). Both individual and organizational customers typically exhibit analogous cognitive processes
when selecting items and brands (Salsabillah, 2022). The purchasing choice process transpires when
the provided product satisfies the desires and requirements of consumers (Wasiman, 2021).

Presently, a prevalent purchasing option among consumers involves selecting beauty items
from establishments that offer services and body treatments, predominantly sought after by women.
In Medan City, Hani Salon, situated in Jalan Pintu Air 4 No.74, Medan Baru District, North Sumatra,
is one of the establishments offering these services. Hani Salon provides an assortment of beauty
items, including creambath, hair tonic, face cream, and oil massage. Given the extensive array of
goods available, Hani Salon anticipates that the many options will captivate consumer interest. This
endeavor is undoubtedly followed by the provision of safe, high-quality items.

Marketing is an activity that concentrates on target markets to facilitate profitable trades that
satisfy consumer requirements and aspirations (Nasib et al., 2019). The efficacy of a marketing plan
is a critical determinant of a company's success, with product quality significantly impacting consumer
purchasing decisions for both goods and services (I. Lestari & Nasib, 2021). In an increasingly
competitive business environment, product quality is a vital factor influencing purchasing decisions
(Nasib, Pranata, et al., 2023). This is particularly applicable in the service industry, such as beauty
salons, where the quality of materials utilized not only dictates service outcomes but also molds
consumer opinions of the brand and affects client loyalty (Nasib, Simanjuntak, et al., 2024).

Numerous studies have demonstrated that customers favor products of greater quality, as they
are perceived to deliver optimal advantages and align with consumer expectations (S. Chaniago &

Hou, 2022)(E. H. Sihombing & Nasib, 2020)(Pebri et al., 2020). Nonetheless, issues persist in
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comprehending the degree to which product quality affects purchasing decisions at Hani Salon. As
consumer knowledge regarding product quality escalates, individuals are becoming increasingly
discerning and choosy in their selections, including the selection of salons that utilize high-grade
items.

The phenomena of evolving customer behavior, which is increasingly receptive to information
and product reviews via social media, complicates the comprehension of product quality's influence.
Consequently, it is essential to perform a comprehensive investigation of the impact of product
quality on consumer purchasing decisions at Hani Salon. By comprehending this link, Hani Salon
may formulate more efficacious marketing strategies, enhance consumer contentment, and ultimately
augment sales.

This study is to investigate the impact of product quality on consumer purchasing decisions
and to offer suitable recommendations for the future development of Hani Salon's business. The
study problem is formulated as follows: How does the quality of items utilized at Hani Salon affect
client purchasing decisions? This study aims to investigate the impact of product quality at Hani Salon
on consumer purchasing decisions.

Theoretical Review
Purchase Decision

The consumer purchase decision significantly influences the sustainability of a firm (Rivai et
al., 2021). In a progressively competitive market, consumer choices about products or services
significantly influence a company's success (N. Sari et al., 2023). The decision-making process
comprises multiple steps, beginning with needs identification, followed by information search,
alternative evaluation, purchasing decisions, and post-purchase assessment (Nasib et al., 2022). Each
phase indicates the degree of consumer confidence and contentment with a product (Tezar Arianto
et al, 2021). Consequently, a profound comprehension of purchasing behavior is essential for
formulating effective and lasting marketing strategies (Nasib, Julitawaty, et al., 2023).

This judgment reflects the degree to which a product or service fulfills market expectations
(N. M. Z. F. A. Fadli, 2020). Consequently, commercial entities must comprehend consumer
mindsets and preferences to formulate successful methods that enhance purchase interest (S. Nasib,
2021b). When consumers are content with the quality of products and services, they are likely to
make repeat purchases and serve as effective promoters through word-of-mouth referrals or social
media (Nofriza, 2022). Business sustainability is intricately linked to customer purchasing decisions
(L. Lestari et al., 2020). Steady demand and client allegiance will ensure a reliable revenue stream,
enhance the business's market position, and create avenues for growth and innovation (Haryani et
al., 2023). Conversely, consumer discontent with a product or service may lead to diminished sales,
tinancial losses, and reduced market competitiveness (Rezeki et al., 2024).

Business entities must create marketing strategies that prioritize consumer happiness and
requirements (M. Nasib, 2022). This encompasses enhancing product quality, providing responsive
service, offering competitive pricing, and implementing targeted promotions (Nasib, Harianto, et al.,
2024). Furthermore, fostering effective connection with clients is a method to sustain loyalty and
obtain feedback for prospective product enhancements (S. Nasib, 2021a). Consumer purchase
decisions directly influence a business's success of failure (Junaidi et al., 2022). For small and medium
enterprises, ensuring the consistency of customer purchasing decisions presents a significant
problem, given that demand variations may arise unexpectedly (A. F. Nasib, 2019). A comprehensive
grasp of customer behavior is a strategic imperative for firms to endure and prosper in the face of
market volatility (Khairani, 2023).

Product Quality

The quality of a product significantly influences customer happiness and brand loyalty
(Tambunan et al.,, 2024). Products that excel in performance, durability, aesthetics, and alignment
with consumer needs provide a favorable experience (A. Fadli et al., 2022). When a product fulfills
or above expectations, customers generally experience satisfaction (Hou, 2023a). This happiness
underpins loyalty, wherein customers not only engage in repeat purchases but also advocate for the
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product to others (Simatupang, 2022). Consequently, sustaining consistent product quality is crucial
for fostering enduring relationships between organizations and their consumers (Hou, 2023b).

Product quality reflects the extent to which a product fulfills consumer expectations (F. A. A.
F. E. H. S. R. S. S. Chaniago, 2019). Satisfaction occurs when buyers perceive that the advantages
received are proportional to the price paid (A. Fadli et al., 2021). This contentment fosters customer
loyalty, stimulates repeat putrchases, and promotes product recommendations to others (Alimin et al.,
2025). Moreover, delighted customers are generally more accommodating of price fluctuations and
exhibit greater brand loyalty (Husni, 2023). Consequently, sustaining product quality influences not
just immediate transactions but also fosters enduring relationships between businesses and
consumers (Nasution et al., 2023).

Customer happiness is the primary factor in establishing consumer loyalty (Suditjo et al., 2024).
Satisfied customers are likely to persist in utilizing a product, despite competing offers from rivals
(Kim et al., 2024). This allegiance enhances the company's sustained tevenue and fortifies the brand's
market position (Dahliani & Hp, 2024). Loyal clients frequently act as volunteer advocates by
endorsing products to others. Thus, ensuring satisfaction through continuous product quality is a
crucial approach for sustaining and cultivating a loyal client base (Pratomo, 2024).

Product quality is evaluated not just from a functional perspective but also encompasses the
emotional value perceived by consumers (Syahrin Asman & Desy Surya, 2024). An appealing
appearance, user comfort, and a distinctive impression can enhance a product's emotional allure (N.
Lestari et al., 2019). This is crucial in the beauty and lifestyle sector, where image and user experience
are integral components of product value (Tengku Monica Tan et al., 2024). Consumers purchase
not only utilitarian advantages but also the emotional gratification and sensory experience associated
with the goods, hence enhancing connection and fostering brand loyalty (Ahn, 2024). Numerous
studies indicate that product quality positively and significantly influences consumer satisfaction and
loyalty (Bok, 2024)(Hendry & Kosasih, 2024)(Li et al., 2024). Companies that consistently uphold
product quality are generally more effective in retaining existing customers and recruiting new ones.
This is due to consumers' reliance on products demonstrated to possess supetior quality (Parasari et
al., 2024). Consequently, enhancing quality should be a strategic imperative for organizations in
fostering enduring customer relationships and establishing a sustained competitive edge in a
competitive marketplace (Xiang et al., 2024).

Optimal product quality significantly influences consumers' propensity for repeat purchases
(Daulay, 2021). When consumers are content with the product's performance, durability, and value,
their faith in the brand will increase (E. H. Sihombing et al., 2024). This contentment fosters a
favorable experience that enhances client loyalty (Nasib, Syaifuddin, et al., 2023). Moreover, buyers
frequently endorse the product to others, so indirectly broadening its reach (Aditi et al., 2022).
Consequently, ensuring constant product quality is a potent technique for retaining existing clients
and enhancing the likelihood of repeat purchases in a competitive market (Martin & Nasib, 2021).

High-quality products are fundamental to the sustainability of the company's operations (Lubis
et al., 2023). Products that fulfill consumer expectations will enhance satisfaction levels and foster
brand confidence (Sutejo et al., 2024). This contentment fosters client loyalty, leading to repeat
purchases and recommendations to others (N. S. Sthombing et al., 2025). A favorable reputation for
consistent quality enhances the company's market competitiveness (Fatis et al., 2023). In the long
term, effectively upholding quality standards enables the company to broaden market reach, augment
revenue, and establish durable competitive advantages as a basis for consistent corporate growth
(Effendi et al., 2023).

Methodology

This study employs a quantitative methodology with an associative research design, specifically
aimed at elucidating the relationship or effect among two or more variables. The independent variable
is product quality, and the dependent variable is the consumet's purchase decision. This study seeks
to empirically assess the extent of Product quality's influence on consumer Purchase Decision at Hani
Salon.
The participants in this study were only clients who utilized Hani Salon services in Medan. The
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population number is uncertain and unlimited; therefore, sample determination was conducted using
the incidental sampling technique, which involves selecting individuals who fortuitously visit the salon
and consent to participate as respondents. The sample size was established at 100 respondents to
ensure that the study results could be examined representatively. The data collection method
employed a questionnaire developed from the indicators of Product Quality and Purchase Decision
variables. The questionnaire employed a five-point Likert scale to evaluate the degree to which
consumers perceive product quality and influence their purchasing decisions.

The data acquired from the questionnaire findings were further evaluated by multiple linear
regression analysis utilizing statistical software, including SPSS. Prior to executing the regression
analysis, the instrument's validity and reliability were initially assessed, alongside the classical
assumption tests encompassing normality, multicollinearity, and heteroscedasticity. Multiple
regression analysis is employed to ascertain the extent of Product quality's influence on Purchase
Decision, either concurrently or partially. The test outcomes will be determined by the regression
coefficient, significance (p-value), and coefficient of determination (R?).

Results and Discussions

Results
Respondent Characteristics

Table 1. Respondent Characteristics Based on Gender

Gender Amount Presentation
Woman 12 80%
Man 3 20%

15 100%

The table above indicates that the bulk of responses are women, totaling 12 individuals (80%),
while men comprise 3 individuals (20%). It can be stated that female consumers exhibit greater
dominance in purchasing decisions at Hani Salon.

Table 2. Respondent Characteristics Based on Age

Age Amount Presentation
17-22 year 0 0
23-28 year 15 100%
29-34 year 0 0
>34 0 0
15 100%

The table above indicates that there are 0 (0%) respondents aged 17-22 years, 15 (100%)
respondents aged 23-28 years, and 0 (0%) respondents aged 29-34 years. The bulk of clientele at Hani
Salon are aged between 23 and 28 years.

Table 3. Characteristics of Respondents Based on Occupation

Jobs Amount Presentation
Students 1 6,7%
Employees 11 73,3%
Housewife 3 20%
Others 0 0

15 100%

The table indicates that the predominant demographic of Hani Salon users comprises students,
accounting for 6.7%. This indication demonstrates that the student demographic constitutes the
predominant segment of the Hani Salon clientele, surpassing employees (73.3%), housewives (20%),
and other categories (0%).
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Classical Assumption Test
Normality Test

Figure 1. Data Normality Test Results

Moarmal P-P Plot of Regression Standardized Resicdual

Dependent Variable: Meputusan Pembelian
10

Expected Cum Prab

Omarved Cum Prok

The p-plot above indicates that the points align with the main diagonal and are dispersed along
the diagonal lines, thereby confirming that the data is normally distributed.

Multicollinearity Test
Table 4. Multiconierity Test Results

Coefficients?
Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Product quality 1.000 1.000

a. Dependent Variable: Purchase Decision

The table above indicates that the Tolerance value exceeds 0.10, but the VIF value is less than
10. It may be inferred that the regression model exhibits no indications of multicollinearity.

Simple Linear Regression Analysis

Table 5. Simple Linear Regression Analysis Results

Coefficients?
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Etror Beta
1 (Constant) 2.733 1.862 1.468 0.146
Product quality 0.934 0.047 0.902 19.997 0.000

a. Dependent Variable: Purchase Decision

Based on the values in the table above, the simple linear regression equation will be

Y = 2.733 + 0.934X1 + e.
If there is no influence from the product quality variable (X1 = 0), the purchase decision value is
estimated at 2,733. This shows that there are still other factors outside the model that influence the
purchase decision. Every one-unit increase in product quality will increase purchase decision by 0.934
units, assuming other variables remain constant. This finding indicates a positive and strong influence.
Because the significance value (Sig.) is 0.000 < 0.05, it can be concluded that product quality has a
significant effect on putrchase decisions.
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T Test (Partial)
Table 6: Results of the t-test

Coefficients?
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.733 1.862 1.468 0.146
Product quality 0.934 0.047 0.902 19.997 0.000

a. Dependent Variable: Purchase Decision

Based on the table above, it can be concluded that the independent variable, product quality,
partially on the dependent variable, namely purchase decision, is significant. The t-test results can be
described as follows: Hypothesis 1 reads: There is a positive and significant effect of Hani Salon's
product quality in increasing sales at Hani Salon. From the t-test results above, it can be seen that the
t value for the product quality variable is 6.124. This means that the t value is greater than the t table
or can be written with the t value (19.997) > t table (1.985). The significant value for the product
quality variable is 0.001, where this value is smaller than the predetermined alpha significant level of
0.05 or can be written with a sig value (0.001) < 0.05 sig value. From these results it can be concluded
that H1 is accepted, so that the variable product quality (X1) has a significant effect on purchase
decision (Y) at Hani Salon, and hypothesis 1 is tested.

Test Coefficient of Determination (R2)
Table 7. Test Results of the Coefficient of Determination (R2)

Model Summary®
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .9022 0.813 0.811 2.43315

a. Predictors: (Constant), Product quality
b. Dependent Variable: Purchase Decision

Based on the analysis results in the table above, the coefficient of determination (R-squared)
1s 902. This statistic means that the contribution of the product quality variable in improving product
quality is 90.2%. While the remaining 9.8% is influenced by other variables not discussed in this study.

Discussions
The purchase decision is crucial for enhancing product quality, serving as the cornerstone of
a successful firm. Research findings indicate that Purchase Decision positively influences sales at Hani
Salon. The results of this study align with other research indicating that service quality directly and
significantly influences customer satisfaction levels (Yoon, 2023)(Kumar, 2022)(Ju, 2022). When
customers perceive that the services rendered meet or above their expectations, a sense of
contentment will inherently develop (Razaq et al., 2024). Customer happiness is a crucial element in
fostering loyalty (Novirsari, 2022). Content clients typically persist in using the product or service for
an extended duration and readily endorse it to others (Syaifullah, 2021). Consequently, sustaining and
enhancing service quality is a strategic measure for fostering enduring client relationships and
bolstering the company's competitiveness in a competitive matrket (N. S. E. E. Sari, 2020).
The consequences of these findings demonstrate that Hani Salon has systematically and
effectively enhanced the quality of its services. The primary actions undertaken by Hani Salon are:
1. Workforce Development

Hani Salon employs two individuals who consistently provide training sessions to enhance

workers' consumer communication and complaint management skills. This seeks to deliver

enhanced and responsive service to clients. Grievance Management System: Customer

grievances can be addressed promptly to enhance trust in Hani Salon. typically address

concerns effectively, clarifying issues regarding pricing

2. Enhancement of Hani Salon Amenities
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Enhancements to the layout and sanitation of the Salon have been implemented to foster a
more pleasant shopping atmosphere. These initiatives aim to enhance purchasing decisions
and the shopping experience, anticipated to elevate product quality, attract additional
customers, and fortify Hani Salon's market position.

Conclusions

Based on the findings of this study titled The Influence of Product Quality on Consumer Purchase
Decisions at Hani Salon, it is concluded that product quality plays a significant role in shaping consumer
purchasing behavior. High-quality products used in Hani Salon positively affect customers’ decisions,
as consumers associate quality with superior outcomes in beauty treatments. Although these products
are priced higher than average, customers show a willingness to pay more as long as the perceived
benefits justify the cost. This underscores the importance of maintaining consistent product quality
as a key factor in customer satisfaction and retention.

Salon management should prioritize the continuous evaluation and selection of high-quality
beauty products that align with consumer expectations. Investing in staff training to communicate
product value effectively can further strengthen consumer confidence and loyalty. Moreover,
transparent communication about product benefits and quality can enhance brand trust and
differentiate the salon from competitors.

Further studies could explore the mediating role of customer trust or perceived value between
product quality and purchase decisions. Additionally, comparative research across different service
sectors or geographic locations may offer broader insights into how product quality influences
consumer behavior in various cultural or economic contexts.

References

Aditi, B., Nabella, S. D., Djakasaputra, A., Haryani, D. S., & Nasib. (2022). The Trigger For Falling
Loyalty Originating From Public Relations And Customer Values And Satisfaction. International
Journal Of Artificial Intelegence Research, 6(1), 2022. https://doi.org/10.29099 /ijair.v6il1.1.466

Ahn, J. (2024). Effects of perceived benefit on online rental service customer behavior. Total Quality
Management and Business Exccellence, 35(1), 1-18.
https://doi.org/10.1080/14783363.2024.2393335

Alimin, E., Putra, A. S, Salqaura, S. A., & Tambunan, D. (2025). Exploring local friendliness ,
perceived discrimination , and brand love > s mediation on tourist behavior in Tangkahan ,
North Sumatra. Journal of Applied Sciences in  Travel and Hospitality, 8(1), 36-50.
https://doi.org/https://doi.org/10.31940/jasth.v8i1.36-50

Amelia, R. (2024). The Influence of Brand Image and Ethnic Identity on Decision to Study at
Politeknik Unggul LP3M. Journal of Business Integration and Competitive (JoBIC), 1(1), 31-37.

Amelia, R., & Tambunan, D. (2024). The Influence of Brand Image and Brand Trust on The Decision
to Study in the Tax Accounting Study Program ( Case Study at Politeknik Unggul LP3M ).
Journal of Finance Integration and Business Independence, 1(1), 9-19.

Bok, C. J. S. H. S. (2024). The Impact of Service Quality of Beauty Content on Perceived Beliefs:
Focusing on the Moderating Effect of Promotion Focus. Journal of Logistics, Informatics and Service
Science, 11(1), 362-378. https://doi.org/10.33168/JLISS.2024.0123

Chaniago, F. A. A. F. E. H. S. R. S. S. (2019). Relevansi antara Kualitas Pelayanan dan Fasilitas Produfk
dengan Tarif (Biaya Tol) sebagai Alternatif Pendukung untuk Kepuasan Pengguna Jalan Tol. CV. Adanu
Abimata.

Chaniago, S., & Hou, A. (2022). Pengaruh Lokasi dan Price Discount terhadap Keputusan Pembelian
pada CV. Super Com. Jurnal MAKBIS (Mabkota Bisnis), 1(1), 11-23.

Dahliani, Y., & Hp, A. (2024). Study Of The Influence Of Brand Image, Lifestyle, Store Atmosphere
And Service Quality On Purchasing Decisions At Starbucks In Jember City. International Social
Sciences and Humanities UM]Jentber Proceeding Series, 3(1), 2024.
http://proceeding.unmuhjember.ac.id/index.php/issh

Daulay, N. S. Z. R. (2021). Memaksimumkan Brand Loyalty , Brand Trust Dan Brand Image Melalui
Satistaction. Ekwivalensi, 7(1), 38—47.

37



Journal of Business Integration and Competitive - EISSN: 3089-2120

Effendi, I., Lubis, A., & Nasib. (2023). Behavior of university students cannot buy smartphones. JPPI
(Jurnal Penelitian Pendidikan Indonesia), 9(1), 188—194. https:/ /doi.org/https:/ /doi.org/10.29210/
020221857

Fadli, A., Amalia, F., Novirsari, E., Amelia, R., & Fathoni, M. (2021). The Influence Of Marketing
Communications On Loyalty Through Satistaction. Journal of Business and Management Review,
2(12), 850-860. https://doi.org/10.47153 /jbmr212.2982021

Fadli, A., Syahlina, M., Amelia, R., Ningsih, S., & Affiah, H. (2022). The Influence of Price and Product
Quality on Purchase Decisions at Meimei Plaga Marelan. 11(2), 1040-1045.

Fadli, N. M. Z. F. A. (2020). Analysis Of Impact Factors On College Decisions On Private College
Lecture In Medan City. International Journal of Business and Management Invention (I|BMI), 9(3), 18—
24.

Faris, S., Layoji, J., Anggesti, R., & Nasib. (2023). The Influence Of Price, Promotion And Location
On Consumer Loyalty At PT. Karya Sukses Maju Bersama. Management Studies and
Entreprenenrship Jonrnal, 4(3), 6123—6132.

Haryani, D. S., Nasib, & Zahra, A. (2023). The Influence Of Brand Image, Payment System, And
Promotion On Interest In College At The Universitas Mahkota Tricom Unggul. International
Journal of Accounting, Management, Economics and Social Sciences (IJAMESC), 1(3), 35-47.
https://doi.org/https://doi.org/10.61990/ijamesc.v1i3.17

Hendry, & Kosasih, H. (2024). The Influence of Service Quality and Brand Image on Customer
Satisfaction (Case Study at Bankaltimtara). Jurmal Arbitrase : Econonzy, Management and Accounting,
8(2), 1-11. https://doi.org/10.24903 /je.v8i2.760

Hou, A. (2023a). The Effect of Brand Image, Packaging, Location, and Service Quality on Customer
Satisfaction in Rathan Bakery and Cake Shop Products. Jambu Air: Journal Of Accounting
Management Business And International Research, 2(2), 101-108.
https://doi.org/10.57235 /jambuair.v2i2.678

Hou, A. (2023b). Utilization of Tools on the Internet As an Effort To Increase Brand in Ukm Ud
Qoqom Foods. Jurnal Ekonomi, 12(02), 1-9.
http://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/1388%0Ahttps:/ / ejour
nal.seaninstitute.or.id/index.php/Ekonomi/article/download/1388/1256

Husni, E. H. S. T. H. D. T. N. C. T. (2023). The Influence of Family, Peers and Brand Image on the
Decision to Study at Universitas Mahkota Tricom Unggul. ProBisuis : Jurnal Manajemen, 14(6),
683-691. https://doi.org/10.62398/probis.v14i6.415

Ju, S. (2022). An Empirical Study on the Influence of Service Quality of Association on Customer
Satisfaction : the Moderating Effect of Willingness to Participate. Journal of System and Management
Sciences, 12(4), 39-56. https://doi.org/10.33168/JSMS.2022.0403

Junaidi, Lubis, Z., Effendi, 1., Fadli, A., Nasib, Aulia, M. R., & Siregar, M. P. A. (2022). The Effect
of Product Quality Perceptions on Purchasing Decision of TSP 36 Fertilizer: Consumer
Knowledge and Reference Group as Mediating Variable. Infernational Journal of Chemical and
Biocheniical Sciences, 22, 119-126.

Khairani, R. D. V.N. J. B. E. Y. A. D. M. R. A. N. B. S. A. E. M. T. R. (2023). Pemasaran Bisnis Era
Digital. CV. Media Sains Indonesia.

Kim, L., Maijan, P., & Yeo, S. F. (2024). Developing customer service quality: Influences of job stress
and management process alignment in banking industry. Sustainable Futures, 8(1), 1-10.
https://doi.org/10.1016/j.sftr.2024.100311

Kumar, P. (2022). Electronic Customer Relationship Management (E-CRM) and Customer Loyalty:
The Mediating Role of Customer Satisfaction in the Banking Industry. International Journal of E-
Business Research, 18(1), 1-22. https://doi.org/10.4018 /IJEBR.293292

Lestari, I., Chaniago, S., Nasib, Fadila, Z., Daulay, Z. F., & Lubis, D. S. (2020). The Role of Switching
Barrier to Become Intervening Variables between Brand Image and Trust on User Loyalty Halal
Labeled Cosmetics. International Jonrnal of Advanced Science and Technology, 29(3), 13352—-13359.

Lestari, I., & Nasib, A. K. H. M. (2021). Manajemen & Bisnis Modern. In Jakarta: PT Rineka Cipta.
Pena Persada.

Lestari, N., Nasib, Chaniago, S., Azzahra, A. S., & Effendi, I. (2019). Trust Identification And

38



Journal of Business Integration and Competitive - EISSN: 3089-2120

Smartphone Purchase Decisions (Structural Equation Modeling Approach). International Journal
of Civil Engineering and Technology (IJCIET), 10(02), 1020-1032.

Li, T., Cai, L., Liu, Y., Yuen, K. F., & Wang, X. (2024). From a functional service to an emotional
‘saviour’ A structural analysis of logistics values for in-home consumers. Journal of Retailing and
Consumer Services, 78(May), 1-8. https://doi.org/10.1016/j.jretconser.2023.103696

Lubis, A., Effendi, 1., Nasib, N., Bhastary, M. D., & Fadli, A. (2023). Decision to Choose a College
Viewed from Personal Selling, Brand Image, and Brand Trust as Intervening Variables. Society,
11(2), 729-741. https:/ /doi.org/10.33019 /society.v11i2.579

Martin, & Nasib. (2021). The Effort to Increase Loyalty through Brand Image, Brand Trust, and
Satisfaction as Intervening Variables. Society, 9(1), 277-288.
https://doi.org/10.33019/society.v9i1.303

Nasib. (2024). The Influence of Ethnic Identity and Brand Trust on College Choice Decisions ( Case
Study at I'T & B Campus ). Journal of Business Integration and Competitive (JoBIC), 1(1), 10-20.

Nasib, A. F. (2019). Konsep Intisari Strategi pemasaran. CV. Pena Persada.

Nasib, Amelia, R., & Lestari, I. (2019). Dasar Pemasaran. In Dasar Pemasaran. Deepublish.

Nasib, Azhmy, M. F., Nabella, S. D., Rusiadi, & Fadli, A. (2022). Survive amidst the Competition of
Private Universities by Maximizing Brand Image and Interest in Studying. A/~Ishlab: Jurnal
Pendidikan, 14(3), 3317-3328. https://doi.org/10.35445 /alishlah.v14i3.2037

Nasib, Harianto, E. N. R. K. A. F. A., Albert, M. R. R., Martin, D. T, Satrianny, 1. P., Hou, M. D. B.
D.D.R. A A, & Tamba, Z. R. D. D. P. A. I. F. U. (2024). Mengenal bisnis 5.0. PT. Pena Persada
Kerta Utama.

Nasib, Julitawaty, W., Aulia, M. R., Harahap, A. R., & Lubis, A. (2023). The Role of Destination
Image in Building Coffee Business Development in Central Aceh through Tourism Packages ,
Attraction , and Tourist Consciousness. Jourmal of Hunan University (Natural Sciences) , 50(6), 1—
12. https://doi.org/https:/ /doi.org/10.55463 /issn.1674-2974.50.6.5

Nasib, M. (2022). Membangun Loyalitas Mabasiswa Sebagai Upaya Meningkatkan Jumiah Mabasiswa Barn.
CV. Global Aksara Pers.

Nasib, Pranata, S. P., Tampubolon, A., Novirsari, E., Amelia, R., Pasaribu, D. S. O., Theodora, E.
M., Hou, A., Ginting, N. M. B., Rivai, A., Anggusti, M., Pasaribu, D. D., & Banuari, N. (2023).
Bisnis Dasar Dan Etika Dalam Berbisnis. MTU Press.

Nasib, S. (2021a). Maksimalisasi Peningkatan Kepuasan Pelanggan Pada PT. Lautan Abadi Pratama
Melalui Promosi Dan Kualitas Pelayanan Pada PT. Lautan Abadi Pratama. Eonomi Bisnis, 27(1),
550-561.

Nasib, S. (2021b). Meningkatkan Keputusan Pembelian Melalui Kualitas Produk, Promosi dan
Kepercayaan pada PT. Weedo Niaga Global. Ekuivalensi, 7(1), 48-57.

Nasib, Simanjuntak, O. D. P., Julitawaty, W., Effendi, 1., & Lubis, A. (2024). Membangun Citra
Pergurnan Tinggi & Minat Kuliah (Kajian Teoritis Dan Praktis). PT. Pena Persada Kerta Utama.

Nasib, Syaifuddin, & Rusiadi. (2023). Modeling the Impact of Tourism Brand Love and Brand Trust
on Increasing Tourist Revisit Intention : An Empirical Study. Journal of Systems and Management
Sciences, 13(4), 399—415. https://doi.org/10.33168 /JSMS.2023.0424

Nasution, M. 1., Syahlina, M., Hou, A., Tambunan, D., & Chaniago, S. (2023). The Influence Of
Communication And Organizational Culture On Job Satisfaction At PT. Mitra Agung.
International Journal of Acconnting, Management, Economics and Social Sciences, 1(3), 186—197.

Nofriza, S. T. H. S. N. B. (2022). The Effect of Market Orientation and Product Innovation on
Performance-Mediated Competitive Advantage Marketing ( Case Study of MSME Boutiq
Women in Medan Market Center ). International Jonrnal of Applied Finance and Business Studies,
10(1), 23-30.

Novirsari, N. D. T. E. (2022). Perilaku Konsumen dan Pemasaran Perguruan Tinggi Swasta. In
Perilakn  Konsumen dan  Pemasaran  Pergnrnan  Tinggi Swasta (pp. 1-158). Pena Persada.
http://www.surabaya.go.id/dinamis/?id=743

Parasari, N. S. M., Pranajaya, I. K. W., & Maheswari, A. A. I. A. (2024). The Effect of Quality of
Service, Purchase Interest, Brand Trust on Purchase Decision. Jurnal llmiah Akuntansi Kesatnan,
12(1), 197-206. https:/ /doi.org/10.37641 /jiakes.v12i1.2496

Pebri, P., Marpaung, D., Husni, & Nasib. (2020). Improving Consumers Purchasing Decisions On

39



Journal of Business Integration and Competitive - EISSN: 3089-2120

CV. Nagasakti Mandiri Electronic. International Journal of Research and Review, 7(July), 435—442.

Pratomo, F. R. (2024). The Influence of Service Quality , Product Quality , Price and Promotion on
the Purchase Decision of Starbucks Coffee in Tangerang. ECo-Syne: Economics Synchronization,
1(2), 2-7.

Razaqg, M. R., Robin, Harianto, A., Fathoni, M., & Nasib. (2024). Analysis of Factors Affecting the
Risk of Business Failure of Food Sector SMEs in Binjai City. Primanomics : Jurnal Efkonomi &
Bisnis, 22(3), 1-14. https:/ /doi.otg/https://doi.org/10.31253 /pe.v22i3.3222

Rezeki, 1., Bangun, J., Naufal, M. D. R, Faris, S., Ekonomi, F., & Indonesia, U. P. (2024). Pengaruh
Kualitas Produk , Harga Dan Promosi Terhadap Keputusan Pembelian Barang Di PT ACE
Hardware Dumai. JEKKP (Jurnal Ekonomi Kenangan Dan Kebijakan Publik), 6(1), 97-104.

Rivai, A., Amalia, F., Chaniago, S., Martin, & Nasib. (2021). Electronic Word-Of-Mouth (E-Wom)
Model And Consumer Decisions On Pantai Cermin Tourism. International Journal of Science,
Technology & Management, 6(2), 1510-1519. https://ojs.unm.ac.id/JEST/article/view/36669

Salsabillah, F. M. (2022). The Influence of Service Quality and Security on Customer Satisfaction at
PT . Bank Rakyat Indonesia Persero Tbk Kabanjahe Branch. The 75z Proceeding of The International
Conference on Economics and Business, 1(2), 698-712.

Sari, N., Hou, A., Pranata, R. P., & Fadli, A. (2023). Influence On Product Quality Buying Decisions
Through Brand Images At PT. Assa Belawan. Proceeding International Conference Gebyar Hari
Keputeraan Prof. H. Kadirun Yahya 105 in 2022, 385-395.

Sari, N. S. E. E. (2020). Konsep Intisari Strategi Pemasaran Lanjutan (Issue December 2019). CV. Pena
Persada.

Sihombing, E. H., & Nasib. (2020). The Decision of Choosing Course in the Era of Covid 19 through
the Telemarketing Program , Personal Selling and College Image. Budapest International Research
and Critics Institute-Journal, 3(4), 2843—2850.

Sihombing, E. H., Nasib, Harianto, A., Razag, M. R., & Hou, A. (2024). Pengaruh Digital Marketing
dan Penanganan Keluhan terhadap Loyalitas Pelanggan Coffe Shop di Kota Medan. Arus Jurnal
Sosial Dan Humaniora (AJSH), 4(2), 1-7.

Sihombing, N. S., Siburian, R. M., & Surya, E. D. (2025). Uncovering the Role of Mindfulness in
Increasing Repeat Visit Intention : A Study on Tangkahan Langkat Tourism. Soczety, 13(1), 328—
349. https:/ /doi.org/10.33019/society.v13i1.801

Simatupang, A. S. A. H. E. M. T. S. P. E. O. (2022). Influence Of Trust, Quality Of Service, And
Word Of Mouth On The Decision To Use The Services Lion Parcel Service (Case Study on
Lion Parcel Pos Charity Company). Ekonomi, 11(02), 858—862.

Sudirjo, F., Candra Dewi, L. K., Desty Febrian, W., Sani, I., & Dharmawan, D. (2024). The
Measurement Analysis of Online Service Quality Toward State Banking Customers Using
Structural Equation  Modeling.  Jurnal  Informasi  Dan  Teknologi, 6(1), 50-56.
https://doi.org/10.60083/jidt.v6il.471

Sutejo, B., Dewi, R., Rusiadi, Faris, S., & Nasib. (2024). Word of Mouth as a Mediator between Ethnic
Identification, Brand Image, and College Selection Decisions: An Empirical Investigation of
Private Universities in Medan City, Indonesia. Journal of Logistics, Informatics and Service Science,
17(10), 153-172. https://doi.org/10.33168/JLISS.2024.1009

Syahrin Asman, M., & Desy Surya, E. (2024). Café Atmosphere, And Quality Service To Increase
Customer Loyalty Mediate By Satisfaction. International Journal of Management, Economic and
Accounting, 2(1), 18-27. https://doi.otg/10.61306/ijmea

Syaifullah, N. D. T. (2021). Perilaku Konsumen (Studi Dalam Pemilihan Perguruan Tinggi). In
Perilakn Konsumen (Studi Dalam Pemiliban Pergurnan Tinggi): Vol. Maret. Nuta Media.

Tambunan, D., Hou, A., Nasib, Hs, W. H., & Pasaribu, D. (2024). The Role of Financial Literacy and
Self-Motivation in Fostering Entrepreneurial Interest and Self-Efficacy among University
Students.  Jowrnal  of  Logistics,  Informatics  and  Service  Science,  11(1), 136-145.
https://doi.org/10.33168/J1.ISS.2024.0109

Tengku Monica Tan, Tengku Monica Tan, Sofiyan Sofiyan, Hendry Hendry, & Alex Tribuana
Sutanto. (2024). The Effect Of Service Quality and Promotion On Customer Loyalty With
Customer Satisfaction as a Moderating Variable at PT. Global Trans Nusa. Jurmal of Management
and Social Sciences, 2(2), 37-48. https://doi.org/10.59031 /jmsc.v2i2.389

40



Journal of Business Integration and Competitive - EISSN: 3089-2120

Tezar Arianto, Mulyono, S., Arta, I. P. S., Chaniago, S., & Nasib. (2021). Increasing Vocational
Education Decisions Through Social Media , and Price Reduction Through Brand Trusts.
Proceedings of the 2nd Annual Conference on Blended 1 earning, Educational Technology and Innovation
(ACBLETI 2020), 560, 390-395.

Wasiman, N. S. A. M. Z. F. (2021). Do Purchase or Do no Purchase ? Customer Purchasing Decisions
By Using OVO Application. Proceedings of the 2nd Annual Conference on Blended 1 earning, Educational
Technology and Innovation (ACBLETI 2020) Do, 560(Acbleti 2020), 386—389.

Xiang, W. R., Lee, Y. K., & Wang, W. L. (2024). Does Online Travel & Retail Distribution Agency’s
e-Service Quality Improve Customer Satisfaction, Trust, and Loyalty? Journal of Distribution
Science, 22(10), 91-102. https://doi.org/10.15722/jds.22.10.202410.91

Yoon, S. (2023). A Study on Satisfaction and Continuous Use Intention of OTT Platform Digital
Content Provision Service-Based on Value Based Acceptance Model. Journal of System and
Management Sciences, 13(2), 488-500. https://doi.org/10.33168/JSMS.2023.0233

41



	Introduction
	Methodology
	Results and Discussions
	Results
	Respondent Characteristics
	Table 1. Respondent Characteristics Based on Gender
	The table above indicates that the bulk of responses are women, totaling 12 individuals (80%), while men comprise 3 individuals (20%). It can be stated that female consumers exhibit greater dominance in purchasing decisions at Hani Salon.
	Table 2. Respondent Characteristics Based on Age
	The table above indicates that there are 0 (0%) respondents aged 17-22 years, 15 (100%) respondents aged 23-28 years, and 0 (0%) respondents aged 29-34 years. The bulk of clientele at Hani Salon are aged between 23 and 28 years.
	The table indicates that the predominant demographic of Hani Salon users comprises students, accounting for 6.7%. This indication demonstrates that the student demographic constitutes the predominant segment of the Hani Salon clientele, surpassing emp...
	Classical Assumption Test
	The table above indicates that the Tolerance value exceeds 0.10, but the VIF value is less than 10. It may be inferred that the regression model exhibits no indications of multicollinearity.
	Discussions

	Conclusions



