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ABSTRAK 

Penelitian ini dilatarbelakangi oleh transformasi digital yang memicu pergeseran perilaku konsumen 

dalam industri fesyen, memunculkan fenomena Rojali (rombongan jarang membeli) dan Rohana 

(rombongan hanya nanya), yaitu konsumen yang mengecek kualitas produk di toko namun 

bertransaksi melalui platform digital karena pertimbangan harga. Kondisi ini turut memengaruhi 

keberlangsungan pusat perbelanjaan konvensional seperti ITC Kebon Kalapa Bandung, yang 

mengalami penurunan okupansi dan jumlah pengunjung, termasuk berdampak pada fluktuasi dan 

penurunan volume penjualan Zonia Fashion sebagai peritel busana muslim di lokasi tersebut. 

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi harga dan kualitas produk terhadap 

keputusan pembelian busana muslim pada Toko Zonia Fashion ITC Kebon Kalapa Bandung, baik 

secara parsial maupun simultan. Metode penelitian yang digunakan adalah kuantitatif dengan 

pendekatan deskriptif dan verifikatif. Populasi penelitian adalah konsumen Zonia  Fashion yang 

jumlahnya tidak diketahui secara pasti (infinite population). Jumlah sampel ditentukan 

menggunakan rumus Lemeshow dengan margin of error 10%, sehingga diperoleh 96 responden 

melalui purposive sampling. Data dikumpulkan melalui kuesioner, ditransformasi dengan Method 

of Successive Interval (MSI), kemudian dianalisis menggunakan regresi linier berganda (SPSS versi 

21.0). Hasil penelitian menunjukkan bahwa persepsi harga (sig. 0,020) dan kualitas produk (sig. 

0,000) masing-masing berpengaruh positif dan signifikan terhadap keputusan pembelian, dengan 

kualitas produk sebagai variabel paling dominan. Secara simultan, kedua variabel berpengaruh 

signifikan (sig. uji F 0,000) dengan Adjusted R Square sebesar 0,603, menunjukkan kemampuan 

menjelaskan 60,3% keputusan pembelian, sedangkan 39,7% sisanya dipengaruhi faktor lain di luar 

model. Hasil ini diharapkan menjadi masukan bagi Zonia Fashion dalam menetapkan strategi harga 

kompetitif dan meningkatkan kualitas produk guna mempertahankan loyalitas pelanggan di tengah 

persaingan platform digital. 

 
Kata Kunci: busana muslim, keputusan pembelian, kualitas produk, persepsi harga 
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ABSTRACT 

 

This research is motivated by digital transformation, which has triggered shifts in consumer 

behavior within the fashion industry, giving rise to the phenomena of Rojali (rombongan jarang 

beli) and Rohana (rombongan hanya nanya), referring to consumers who check product quality in 

stores but complete their transactions through digital platforms due to price considerations. This 

condition has also affected the sustainability of conventional shopping centers such as ITC Kebon 

Kalapa Bandung, which has experienced a decline in occupancy rates and visitor numbers, 

including its impact on the fluctuating and declining sales volume of Zonia Fashion as a Muslim 

fashion retailer at that location. This study aims to analyze the effect of price perception and product 

quality on purchasing decisions for Muslim fashion at Zonia Fashion Store, ITC Kebon Kalapa 

Bandung, both partially and simultaneously.The research method employed is quantitative, using 

descriptive and verificative approaches. The population consists of Zonia Fashion consumers whose 

exact number is unidentifiable (infinite population). The sample size was determined using the 

Lemeshow formula with a 10% margin of error, resulting in 96 respondents obtained through 

purposive sampling. Data were collected using questionnaires, transformed using the Method of 

Successive Interval (MSI), and then analyzed using multiple linear regression (SPSS version 

21.0).The results show that price perception (sig. 0.020) and product quality (sig. 0.000) each have 

a positive and significant effect on purchasing decisions, with product  quality being the most 

dominant variable. Simultaneously, both variables have a significant effect (F-test sig. 0.000) with 

an Adjusted R Square of 0.603, indicating an ability to explain 60.3% of purchasing decisions, while 

the remaining 39.7% is influenced by other factors outside the model. These results are expected to 

provide input for Zonia Fashion in establishing competitive pricing strategies and improving 

product quality to maintain customer loyalty amid competition from digital platforms. 

 
Keywords:, muslim fashion, price perception, product quality, purchasing decision 
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