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ARTICLEINFO ABSTRACT

H&M plays a major role in the fashion industry, and it is important for brands
to maintain and develop their customers' purchasing decisions. This study
was conducted to measure the effect of brand image, product quality, service
quality on purchasing decisions of H&M customers in Medan. This study used
a questionnaire given to H&M customers in Medan, who had visited and

g:;: r‘:l(/ioi:g:ge made purchases in the last two years before the questionnaires were
Product quality distributed. The sampling method used is non-probability, namely snowball

sampling. The data analysis technique used is multiple linear regression. The
results of H&M Medan’s customers showed that brand image had a
significant partially influence on the purchase decision and product quality
had a significant partially influence on the purchase decision. Meanwhile,
service quality has no significant influence on the purchase decision. Next,
brand image, product quality and service quality simultaneously have a
significant influence on purchase decision at H&M Medan.
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1. INTRODUCTION

The development of the fashion industry is currently increasingly diverse, especially the fashion
industry on digital platforms such as e-commerce is increasingly stretched because products are easier to
sell and have a wider reach. Currently, Indonesia is ranked fourth with 3.51 percent of the world's
population, so it has good prospects to become a target for the global fast fashion market [1]. The
Indonesian fashion market consists of several local brands and global brands. In retail sectors such as major
department stores, Indonesia is dominated by many major foreign brands including H&M, and some of its
main competitors are Zara, UNIQLO, Mango, etc. However, with the COVID19 pandemic happening, Chief
Executive Officer of H&M Helena said that he would close 350 stores across the country [2]. H&M was
involved in a racism-related scandal in 2018 [3]. This is because one of the internet advertising catalog has
a black boy wearing a hoodie model with the words "coolest monkey in the jungle" written on it. Moreover,
based on Google Reviews, there are several complaints from customers regarding the quality of services
and products from H&M. For example, they got at H&M was very bad and unfriendly, where one of the
employees deliberately harassed them so they only rated 1 and 2 stars. There is also a review from one
customer who said that most of the materials from H&M products are made of synthetic materials which
tend to dry out which causes irritation to the skin. As for previous research written by Trisnawati & Widya
(2018) regarding the effect of product quality, brand image, and service quality on purchase decisions at
Myoutfit Fashion Store Bekasi Branch [4] and Matthew & Gerald (2020) about the effect of country of origin
toward brand image and perceived quality toward buying decisions at Uniqglo store in Jakarta region and
many more previous researches that can be a guide in conducting research in this journal [5]. That being
said, this research is going to specifically analyze whether the chosen variables; brand image, product
quality and service quality influence the purchase decision of H&M Medan'’s customers.

2, METHOD

The population of this study are consumers who buy H&M products in Medan. The samples used in
this study are H&M consumers ranging in age from 15 to 60 years old. Using snowball sampling, the
questionnaires are first delivered to a set of people who meet the criteria, which include people between
the ages of 15 and 60, and customers who had ever visited and purchased products from H&M Medan in
the previous two years. This strategy is used by researchers when they need at least 5 times more
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respondents than variables to analyze, hence with 24 questions, researchers will require atleast 120 people
to reply.

This study uses primary and secondary data, by distributing questionnaires via google form to H&M
customers in Medan, who have visited and made purchases in the last two years. Meanwhile, the researcher
will use relevant sources such as websites, journal articles, and e-books as the secondary data.

This study uses quantitative methods. The data that has been collected using data collection
technique which is questionnaire is then processed using the SPSS V 25 application. It is tested with
normality, heteroscedasticity, multicollinearity, and linearity tests. Furthermore, multiple linear regression
testing, coefficient of determination and followed by hypothesis testing consisting of t test and F test.

3. RESULT AND DISCUSSION
3.1 General View of H&M

H&M offers a wide range of current clothing models in a variety of sizes. There is a wide range of
clothing offered, including casual wear, workwear, sporting, and even swimwear. In addition, there are
accessories, backpacks, and shoes provided. H&M's most popular product is basic tees, which come in a
variety of models, but most other fashion retailers only offer one basic tees model.

AM

Source: https://freebiesupply.com/logos/hm-logo-2/ (2021)
Figure. 1 H&M’s Logo

As shown in Figure. 1 above is the logo of H&M. H&M, or Hennes & Mauritz AB, is a Swedish fashion
retailer that was founded in 1947 [6]. Validity and reliability can be used to determine the feasibility of a
questionnaire. Researchers utilized Google Forms to send out online questionnaires to 30 participants, with
selection criteria including people aged 15 to 60 and consumers who had ever visited, and people who had
ever purchased products from H&M Medan in the last two years.

3.2 Research Result
3.2.1 Test of Research Instrument

According to Utari (2018), the minimum number of respondents collected in the pretest is at least
30, and the Central Limit Theorem theory states that n 30 is required to obtain a normal sample from the
population of respondents. As a result, for the pretest, the authors will collect 30 samples [7]. Validity and
reliability can be used to determine the feasibility of a questionnaire. Researchers utilized Google Forms to
send out online questionnaires to 30 participants, with selection criteria including people aged 15 to 60
and consumers who had ever visited, and people who had ever purchased products from H&M Medan in
the last two years. This validity test is performed by comparing the rcount calculated with the reable from the
Pearson correlation column in SPSS. The rtwable value was determined using the df = n calculation, and the
significance level was set at 5%. (0.05). Where df = 30, resulting in a rtable of 0.361. If rcount is more than rtabie,
the questionnaire is considered to be valid.

Table. 1 Validity Test of Brand Image (X1)

™ Hesune
1| H&M s & well-known brand in Medan. (679
2 | Customers will easily recogniee HEM® products by its logo. 0.629
3 | HEM brind 18 keown for 1ls good reptalion 0.853
4 H&M s known for being a prestigious brumd 0, 7RI
§ | H&M brand is known os its trustworthy brand 0.854
i Customers feel that products from H&M have competitive sdvaniage 0657
over ofher brands
5 | Every time customers hear branded clothes, they immediately think of 0.637
H&M brand LT
# | HEM offers up to date prosducts 0,444

Table. 2 Validity Test of Product Quality (Xz2)
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g H&M provides vanous products maging from woman, man, 1o 0374
children apparel. -~
10| Customer feels comforishle with the quality of the product used. 0,750
i Hé&M aifers I.'I:II'II"I'!E'H:IL:!CI'I-'E items made of high-quality materials that 0801
| moel CORSUIher expectations. e 1| B
12 | H&M oflers products with long lasting quality 0,802
13 | H&M offers different style of seasonal products. 06073
14 | HEM oflers products with umique designs, 062
Table. 3 Validity Test of Service Quality (Xs)
15 | The H&M emplovees are well-dressed. 0540
16 | The H&M emplovees are friendly. 0806
17 | H&M staffs are eager to assist customer in meeting their needs 0.850
15 H&M emplovees do not make customens wait for a long time in 0,868
ful illing their requests. !
19 | Customens are well handled by H&M employess 0.773
Table. 4 Validity Test of Purchase Decision (Y)
i H&:\'I wh-l;.p ﬂ'l.l.ull:lrrlcn' I.:Il:lﬂ!‘l!l.‘l" [m:hlcm. (). Tl
11 Cusiomers make sure about the availability of H&M promotions f.A49
= helfane pun:;hlm:lng
22 | Cusiomers like the product design offered by H&M 09401
) The availability of warranty period triggers cusiomers 10 come back 0812
~ | again to do another purchise, B
24 | Customers will recommend Hé&M brand 10 their family and friends. 072

The reliability coefficient was computed and compared to Cronbach's alpha, which was found to be
0.7.If the variable's value surpasses 0.7, it is regarded reliable. The entire results of the reliability tests are
shown in the table below:

Table. 5 Reliability Test Result

v |G
Prand Image (X1} ] Ty
Pradurt Quality (X1 f .78
Service Omality (X1) 3 {17 3
Purchuse Deelsion (V] 1 pes

3.2.2 Descriptive Statistics

Descriptive statistics are data summaries that can represent the entire population or a portion of it.
The form consists of a set of short descriptive coefficients that characterize the objectin question [8]. There
are a total of 130 respondents who respond to the circulated questionnaire. In addition, 4.8% of
respondents had never shopped at H&M Medan in the previous two years, while 95.2% have. From 120
responders, there are 60 male (50%), while the other 60 are female (50%). This illustrates that male and
female respondents have similar numbers. This means the H&M market is people of both genders. This can
happen because H&M provides a variety of products for both men and women. Furthermore, the
respondents are primarily persons between the ages of 18 - 20 which made up 85% of the total
respondents. People in between 40 - 50 years old made up 3.34%, people below 18 years old made up
2.5%. Meanwhile, people above 50 years old only made up 0.83%, and people in between 29-39 years old
made up 8.33%. From the data, it shows that H&M target market are mostly people in their youths, this can
happen due to the fact that H&M is a fast fashion company which mainly offers trendier clothes which then
attracts people in their 18-30s.

3.2.3 Classical Assumption Test Result
Normality Test

The normality test is used to verify whether the standardized residual value in the regression model
is regularly distributed [9]. The authors tested normality using two methods: graphical analysis and
statistical analysis. Normality criterias for graph analysis are the regression model fits the condition of
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normality if the data spreads around the diagonal line and follows the diagonal line's direction and the
regression model fails the normality assumption if the data spreads far from the diagonal and/or does not
follow the direction of the diagonal line.

amsnagrem
Crammnsiers Gariniie Fursimee Desmiee
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Figure. 2 Histogram Graph Analysis of Normality Test

Figure above illustrates a normal distribution pattern in the histogram graph, with the graph
forming a bell shape and without leaning to the right or left. As a result, the data is normally distributed.
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Figure. 3 P-Plot Analysis of Normality Test

The graph of the normal probability plot in Figure above demonstrates that the points are
distributed around the diagonal line and follow its direction. As a consequence, the regression model
complies to the assumption of normality since it fulfills the normality criteria in the first graph analysis,
namely that the data is normally distributed.

Table. 6 One - Sample Kolmogorov Smirnov of Normality Test

Ume-Sampls Balmogaro-Smerpay Ton
Lmtnmsbardiand Brvdual
| N (B
| Sermal Parsssterias Mean L
: Sl Dhrvimtios L.TTRISETR
I Mowt Extreme Difference Abialiile [LLirs
Pastive [Tk
EPpAlnT Q.07
1 Tond Sdndiuiic [ TTeE]
Asymp. Sig. {F-tailedy i T4e
o Tmi distnibebam i Noemal
b Caliiilate] from data
e Lillictors Sigaifictnce Correcticn

Table above determines the size of the Asymp value. When the Asymp. Sig (2 tailed) is greater than
0.05, it is assumed that the residual variable is normally distributed. This conclusion is consistent with the

normality test results from the prior graph analysis, which demonstrated that the data is normally
distributed.

Heteroscedasticity Test

Theoretically, the heteroscedasticity test tries to discover if a group's members have the same
variance. In this study, the heteroscedasticity test using the Scatterplot graph and the Glejser test were
employed to determine the presence or absence of heteroscedasticity.
1. The Scatter Plot

The Influence of Brand Image, Product Quality and Service Quality towards the Purchase Decision of H&M’s
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Figure. 4 Scatter Plot Analysis of Heteroscedasticity Test

Figure above demonstrates that the dots are spread at random and are positioned both above and
below the number 0 on the Y axis. As a result, there is no heteroscedasticity in the regression model,
and the regression model may be used to predict the dependent variable of customer purchase decision
based on the input of the independent variables brand image, product quality, and service quality.

2. Glejser
The Glejser test can be used to demonstrate the existence of a regression model. The absolute ratio is
regressed against each independent variable. There is no heteroscedasticity if the significance value
between the independent variable and the absolute residual is greater than 0.05.

Table. 7 Glejser Test of Heteroscedasticity Test

Corilrirning
= Unatandardised Standardised
& Corfliciemis Cnefficimis v | s
] Spd. Erver Beia
[ Csmntanij LT3 LasT LRt ] MR
Hrand liiage LIRS nosn n0Ew MA24E (0534
I Frodict ”
i ook ol 00T FELY FETH]
Service amality iy naxi I (86 e ] &7
|n Dependent Varmahle: ABS RES

From the results of the heteroscedasticity test calculated with SPSS V.25 are shown in table above
shows that there is no heteroscedasticity in the regression model.

Multicollinearity Test

The multicollinearity test is necessary to identify whether there are independent variables in a
model that have a relationship with each other [10]. The multicollinearity test attempts to evaluate whether
the independent variables in the regression have a perfect or very strong linear connection. A
multicollinearity test can be carried out by checking the TOL (tolerance) and VIF values (Variance Inflation
Factor). The model is declared to have no multicollinearity if the VIF value is < 10 and the TOL value is >
0.1.

Table. 8 Multicollinearity Test

CorfTicienten
Mol Unstandardized Standiariized Collinwarity
Coeflicionts Coelficknts o ™ Statinticy
B Sail. Errer Betn Toberance | VIF
(Constant) | 1022 1.5% 0,43 {10,521
i 0.421 LTS [T a.753| 0 nar  |23K2
limags |
. ¥
:;‘::'; iR L1 LR 2n2aj0085] L34 i_'.'lll
Sarview 1 - : |
Quality 0% oot [T 0417 0eha| 0454 }l TLE]
a Depemdem Varisble: Purchase Decinon

The Influence of Brand Image, Product Quality and Service Quality towards the Purchase Decision of H&M’s
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As a result, the independent variables of brand image, product quality and service quality do not
display multicollinearity, indicating that the variable passes the classical multicollinearity assumption test.

Multiple Linear Regression Analysis Test Result
Multiple regression was used to see how much the independent variable affected the dependent

variable [11]. Based on statistical software testing, the findings of the multiple linear regression equation
are as follows:

Table. 9 Multiple Linear Regression Analysis Test

Cacllhibrilin

sl U nutastariised Sdanddartised

€ osiFickenin Cnalficieniy =
[:] Sbl Error Bl
(U mmatanr) a2 = U] i
Brand lmmge | 0021 Ll i 6753 0
1
:::u-: AT LT 01w TAOTH 00T
Service Drmaliny [l Q0T nng 5170
& Dependestl Vastabde: Puichsie D i

According to table. 9, the regression equation model formula is:
Y=1.022 + 0.421X1 + 0.187X2 + 0.039X3 + 1.59
The table above shows that brand image variable has a greater influence on customer purchase than

product quality and service quality with service quality as the variable with the least influence on customer
purchase decision.

3.2.4 Coefficient Determination Test Result
The coefficient of determination analysis is used to calculate the proportion of the independent

factors that contribute to the dependent variable. The following table displays the complete coefficient of
determination analysis results:

Table. 10 Coefficient of Determination (R2) Test
Model Summary
Model] R |H Sguare| Adjusted R Square| St Error af the Estimate
| Thin| D616 0,606 I.302

a Predictors: (Constant), Service Quality, Brand Image, Product Cuality

The adjusted R Square number is 0.606 based on the output of table. 10 above, alternatively it can
be computed using the following formula:
D =r2x100%
D =0.606x 100%
D = 60.6%
The variance in the model's independent variables of brand image (X1), product quality (Xz), and

service quality (X3) affect 60.6% of the variation in the dependent variable customer purchasing decision
(Y) of H&M Medan.

3.2.5 Hypothesis Testing Result
t-test

The t-test is used to examine if the independent variable affect the dependent variable individually
[12]. An independent variable has a substantial effect on the dependent variable if the significant
probability value is smaller than 0.05 (5%). The following conditions are used to assess whether the
hypothesis is accepted or rejected:
1. If teount > trable then Ho is rejected and Ha is accepted.
2. If tcount < trable then Ho is accepted and Ha is rejected.

The Influence of Brand Image, Product Quality and Service Quality towards the Purchase Decision of H&M’s
Customers in Medan- Tamara Fransiska, Alfonsius
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Table. 11 Result of t-Test

Cosfficientss
Modal WUnstandardized Standardized
Coefficiants Coefficients t | sig.
[+ ] Std. Error Bata
(Constant) 1.022 1.59 0LB43 (0521
Brand Imags | 0421 ooe2 oE 753 O
1 Product
Quality 0,187 oge2 a.198 2.028|0.045
Sarvice 2
Guaiity .03 0078 G038 0517 | 0606
i Dapanden] Vanable: Purchass Decision

Based on table. 11 above, it can be concluded as follows:

1. The significant value of brand image is 0 which is < 0.05, which means brand image partially influences
the customer purchase decision. This can be proved in another way by looking at teount > tiable- table iS
calculated using df=n-k,df= 120 - 4 with a significant 5% yielding a value 0f 1.98063. t.qun:variable brand
image is 6.753 which is > 1.98063. Therefore, it has been proven that Ha1 is accepted.

2. The significant value of product quality is 0.045 which is < 0.05, which means product quality partially
influences the customer purchase decision.This can be proved in another way by looking at teount > teable-
tiable IS calculated using df = n-k, df = 120-4 with a significant 5% yielding a value of 1.98063. t.,uyc variable
product quality is 2.029 which is > 1.98063. Therefore, it has been proven that Ha2 is accepted.

3. The significant value of service quality is 0.606 which is > 0.05, which means that service quality does
not partially affect the customer purchase decision. This can be proved in another way by looking at tcount
< table- trable is calculated using df = n-k, df = 120-4 with a significant 5% yielding a value of 1.98063. teount
variable service quality is 0.517 which is < 1.98063. Therefore, it has been proven that Ha3 is rejected.

F-Test

The F-test is used to examine if the independent variables brand image, product quality and service
quality influence the dependent variable customer purchase decision at the same time [12]. The following
criteria can be used to identify two or more independent variables that have a significant effect on the
dependent variable [13]:
1. Significant value < 0.05
2. If Feount > Frable

Table. 12 Result of F-Test

ANOV AL
[ Madet Sum of Squares| df |Mean Square| F Sig.
Regression G04.488 3 201486 |62.052 000G
1 Residual 376679 118 3247
Total 861,167 118
a Dependent Variable: Purchase Decision
b Prediclors: (Constant), Senvice Ouality, Brand Image, Produet Quality

The obtained Frble results are 2.68 As seen in table. 12 above, the Feount value is 62.052, which is
greater than 2.68. As a result, the independent variables brand image, product quality and service quality
influence the dependent variable customer purchase decision at the same time, indicating that Ha4 is
accepted.

3.3 Discussion

The purpose of this study is to analyze the influence of brand image, product quality, and service
quality on customer purchase decisions at H&M Medan. Based on the data analysis and calculated results,
the following further analysis of the results will be described in this section.

The Influence of Brand Image, Product Quality and Service Quality towards the Purchase Decision of H&M’s
Customers in Medan- Tamara Fransiska, Alfonsius
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3.3.1 The Influence of Brand Image towards Customer Purchase Decision

In the research, this brand image variable includes four measurement indicators: recognition,
reputation, affinity, and domain. According to the findings of the study, H&M Medan has a positive brand
image in the minds of its customers. The results of the partial significance test (t-test) show that brand
image has a positive and significant influence on customer purchasing decisions at H&M Medan. This is
also aligned with the statement of Pratama and Rubi (2019) [14].

3.3.2 The Influence of Product Quality towards Customer Purchase Decision

From the research, this product quality variable includes six measurement indicators: form,
performance quality, perceived quality, durability, style and design. According to the findings of the study,
H&M Medan has a positive product quality in the minds of its customers. The results of the partial
significance test (t- test) show that product quality has a positive and significant influence on customer
purchasing decisions at H&M Medan. The research result is supported by previous research with the same
variables Saidatul & Rofiah (2019) that stated that product quality has positive and significant influence
on customer purchase decisions [15].

3.3.3 The Influence of Service Quality towards Customer Purchase Decision

From the research, this service quality variable includes five measurement indicators: reliability,
tangibility, empathy, responsiveness, and assurance. According to the findings of the study, H&M Medan
has a positive service quality in the minds of its customers. The results of the partial significance test (t-
test) show that product quality has no significant influence on customer purchasing decisions at H&M
Medan. This result contrary to previous research conducted by Dapas, et al. (2019) [16] which states that
service quality has a significant and positive influence towards customer purchase decision.

3.3.4 The Influence of Brand Image, Product Quality and Service Quality towards Customer

Purchase Decision

According to the results of this study's simultaneous test (F-test), brand image, product quality, and
service quality all have a positive and significant influence on customer purchasing decisions. Based on F-
test result, brand image, product quality and service quality variables simultaneously significantly
influence customer purchase decision at H&M Medan. The results of this research is supported by a
previous research by Trisnawati & Widya (2018) [4] which states that customer purchase decision is
affected by many factors, including brand image, service quality and product quality.

4. CONCLUSION

Based on the previously described research discussion, the writer concluded that the brand image
has a partially positive and substantial influence on consumer purchase decisions at H&M Medan. Product
quality has a partially positive and significant influence on customer purchase decisions at H&M Medan.
Service quality has no significant influence on customer purchase decisions at H&M Medan. Brand image,
product quality, and service quality simultaneously have a significant influence on the dependent variable
of customer purchase decision at H&M Medan. The R Square of 60.6% indicates the percentage of brand
image, product quality, and service quality variables that influence customer purchase decisions, with the
remaining 39.4% explained by other factors not examined in this study, such as product price, product
style, store environment, and so on.
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