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Abstract 
 

His study aims to test and analyze the impact of price and product quality on hijab purchasing decisions on 
e-commerce platforms, especially in Indonesia. The hijab, as part of Muslim fashion, is in high demand in 
the Indonesian digital market, especially in marketplaces such as Shopee. The sample used in this study was 
96 respondents, and the data analysis method used was descriptive and verification with a quantitative 
approach. Path analysis techniques measure the direct and indirect effects between variables. The study 
findings revealed that (1) price significantly impacts purchasing decisions, accounting for 13.78%, and (2) 
product quality significantly impacts purchasing decisions, accounting for 31.43%. The model demonstrates 
a moderate level of influence with a coefficient of determination (R²) of 45.3%. In comparison, 54.7% of the 
other effects came from external variables that were not studied, such as promotions, reviews, and customer 
service. These findings provide insight for hijab business actors in Indonesia to pay more attention to price 
and product quality to improve consumer purchasing decisions. 
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A. INTRODUCTION 

Indonesia, with a population of 282,477,584 in the first semester of 2024, has a substantial hijab 
market share. Based on data from the Directorate General of Dukcapil of the Ministry of Home Affairs 
(Kemendagri), the majority of Indonesia's population, around 87.2%, is Muslim. It makes Indonesia the 
country with the largest Muslim population in the world [1]. In this context, the hijab is a religious symbol 
and an essential part of Muslim women's fashion trends, which evolve with innovative designs, colours, and 
materials [2]. 

The advancement of information technology has accelerated shifts in consumer behaviour. Online 
shopping has emerged as the primary method for purchasing products, including hijabs. Based on 
Similarweb data, Shopee is the largest marketplace in Indonesia, with 237 million visits in September 2023 
[3]. On Shopee, the Muslim fashion category, including hijabs, is one of the most popular products, 
indicating the high demand for fashionable, quality, and affordable hijabs. 

However, behind the high demand, hijab sellers face significant challenges. Consumers are critical of 
product quality, price, and customer reviews before purchasing [4]. Competition on e-commerce platforms 
is getting tighter, and sales instability is a significant problem for hijab sellers. To understand the dynamics 
of this market, research on factors that influence purchasing decisions, especially price and product quality, 
is very relevant. 

Table 1. Characteristics of the Hijab Fashion Market in Indonesia 
Indicator Data 

Total population 282,477,584 people (2024) 
Muslim Population ±246 million people (87.2% of the population) 

Online market share 65% of hijab purchases are made online 

Key decision factors Price, product quality, customer reviews 

Source: Processed data, 2024 
Although previous studies have shown that price and product quality significantly influence 

purchasing decisions [5]–[8], most focus on general fashion products or offline categories. Specific research 
on the Hijab Muslim fashion in Indonesia, especially in e-commerce, is still minimal. The hijab has unique 
characteristics as a product that combines religious, functional and aesthetic aspects. 

In addition, consumer behaviour in e-commerce differs from that in traditional markets. Consumers 
on digital platforms rely more on customer reviews, discount promotions, and product visualization before 
making a purchase decision [9], [10]. It suggests that more in-depth research is needed to understand how 
price and product quality influence online hijab purchasing decisions, especially in Indonesia. 
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This study explores the impact of price and product quality on purchasing decisions in the hijab 
fashion sector of Indonesia's e-commerce market. Specifically, it examines (1) the effect of price on 
purchasing decisions, (2) how product quality—encompassing design, material, and durability—affects 
consumer choices, and (3) the combined influence of both price and product quality on purchasing 
behaviour. Furthermore, the study offers strategic recommendations for hijab business owners to enhance 
their competitiveness in the digital marketplace. 

 
B. LITERATURE REVIEW 

Purchasing decisions are a crucial process that consumers undergo when selecting products to buy. In 
purchasing a hijab through an e-commerce platform like Shopee, these decisions are influenced by several 
factors, with price and product quality being two of the most significant. Both factors are crucial in how 
consumers evaluate and ultimately purchase a product. As a result, it is essential to understand the impact 
of price and product quality on hijab purchasing decisions on Shopee, a platform that consumers widely 
use for online shopping. 

Price is a critical component of the marketing mix that directly affects consumer purchasing behaviour 

[11]. The price set by a company must reflect the product's perceived value and align with the consumer's 

purchasing power. If a product is priced too high, consumers may consider it unaffordable, whereas a price 

that is too low may lead consumers to question the product's quality [12]. Therefore, setting the right price, 

which reflects the value and benefits of the product, is very important in influencing purchasing decisions 

[4]. In addition, price also functions as an indicator of product quality in the eyes of consumers, who often 

assume that higher prices correlate with better [8]. Thus, competitive and market-appropriate prices can 

increase the likelihood of consumers buying the product. 

In addition to price, product quality is another crucial factor in purchasing decisions. Product quality 
encompasses more than just a product's functional features; it also includes how well it meets or exceeds 
consumer expectations. According to Kotler and Armstrong [13], product quality is a characteristic of a 
product that satisfies or surpasses consumer expectations. 

Good-quality products will provide higher satisfaction to consumers, increasing loyalty and 
strengthening brand image. Tjiptono (2012) states that product quality includes dimensions such as 
performance, features, reliability, and product durability, which are very important in determining whether 
the product can meet consumer needs [6]. Good product quality, such as comfortable materials and 
attractive designs on the hijab, will tend to encourage consumers to make purchases. 

The relationship between price and product quality shapes purchasing decisions is strongly 
interconnected [14], [15]. Consumers tend to assess the relationship between the price paid and the quality 
received from the product. Products considered expensive but low quality will often not attract consumer 
interest, and vice versa; products whose low prices do not match quality expectations can reduce 
purchasing interest [11]. Therefore, balancing reasonable prices and sound quality is crucial in attracting 
consumer attention and encouraging purchasing decisions [9], [16], [17]. In this context, companies must 
ensure that price and product quality complement each other to foster a positive consumer perception. 
Previous research by Anggara Tritama et al. (2020) demonstrated that price and product quality 
significantly impact purchasing decisions [6], particularly for fashion products like hijabs. 

Consumer purchasing decisions result from a series of considerations involving various internal and 
external factors. According to Kotler & Armstrong (2008), a purchasing decision is a consumer's final 
decision to buy a product or service after evaluating the available options. [18] . In this case, price and 
product quality are the main factors influencing the evaluation process. Other factors influencing 
purchasing decisions include brand, payment method, and distribution channel [19]. For example, 
consumers who shop at Shopee may be more interested in hijab products that offer competitive prices, high 
quality, and convenience regarding payment methods and shipping of goods. Therefore, companies need to 
understand how these two main factors, namely price and product quality, can directly influence consumer 
purchasing decisions. 

Price and product quality are essential when purchasing the hijab through the Shopee platform. 
Setting a price based on product quality and consumer purchasing power can influence consumer decisions 
to purchase the product. Product quality that meets or exceeds consumer expectations will also increase 
satisfaction and strengthen brand loyalty. Therefore, companies must ensure that the price is comparable 
to the quality provided to increase consumer purchasing interest and positively influence purchasing 
decisions. Thus, this study seeks to analyze how price and product quality influence hijab purchasing 
decisions on Shopee to offer valuable insights to help develop more effective marketing strategies in e-
commerce. 
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C. METHOD 

This research is descriptive and verification research. Descriptive research aims to provide an 
overview of the current phenomenon, namely the influence of price and product quality on hijab purchasing 
decisions on Shopee. This description is based on data collected through surveys, analyzed regularly, and 
factually to describe the relationship between the variables studied [20]–[23]. Turyandi (2019) states that 
the descriptive method describes in detail and factually existing phenomena or problems based on the 
evidence found. Meanwhile, verification research aims to test the relationship between variables and the 
hypothesis that has been proposed. Sugiyono explains that the verification method determines the 
relationship between two or more variables and tests the hypothesis's truth [24]. In this study, the 
hypothesis tested is the influence of price and product quality on hijab purchasing decisions on Shopee. 

The population in this study was all consumers who had ever purchased a hijab from the Agry Hijab 
store on Shopee. This population could not be determined with certainty because there was no specific data 
regarding the number of consumers who purchased Agry Hijab products. Therefore, the researcher 
combined purposive and random sampling methods into Purposive Random Sampling. According to 
Sugiyono, purposive sampling is a sample selection technique that considers specific criteria determined 
by the researcher. In this case, the criteria determined were consumers who had purchased Agry Hijab 
products at least once on Shopee. After determining these criteria, the researcher used random sampling, 
where each member of the target population had an equal opportunity to be selected as a sample. 

The number of samples in this study was calculated using the Cochran formula, often used for large 
populations, and the exact number is still being determined. Based on the calculation, the number of 
samples needed is 96, which is then rounded up to 100 respondents. Therefore, the sample used in this 
study was 100 Agry Hijab consumers who met these criteria. The main instrument used for data collection 
in this study was a questionnaire. This questionnaire consists of questions that focus on three main 
variables: price (X1), product quality (X2), and purchasing decisions (Y). Each question in this 
questionnaire uses a Likert scale, where respondents are asked to assess each indicator on a scale of 1 to 5 
(1 = strongly disagree, 5 = strongly agree). This study measures three main variables, namely: 

1) Price (X1) – This variable includes four dimensions: price affordability, price suitability with 
product quality, price suitability with benefits, and price competitiveness with similar products. 
Indicators for the price variable include questions about price affordability, attractive discounts, 
and price suitability with the quality and benefits of the hijab. 

2) Product Quality (X2) – This variable includes dimensions such as product performance 
(comfortable to wear, absorbs sweat), product features (design and colour variations), reliability 
(stitching quality, product durability), and aesthetics and service. Each of these dimensions is 
measured based on consumer perceptions of hijab products. 

3) Purchase Decision (Y) – The variables influencing purchase decisions include product choice, 
brand choice, distributor choice (Shopee), purchase timing, purchase quantity, and payment 
method. The indicators for these variables include product variety, consumer awareness of brands, 
and factors related to timing and promotions. 

In this study, data analysis was conducted using path analysis to assess the impact of price and product 
quality on hijab purchasing decisions. The T-test is used to evaluate the partial effects of the independent 
variables on the dependent variable. [25] . In contrast, the F-test is used to assess the combined effect of 
the independent variables. The coefficient of determination (R²) also measures how well the independent 
variables (price and product quality) explain the variation in purchasing decisions. All analyses were 
conducted using the SPSS 23 for Windows software. 
 
D. Results 

This study aims to examine the impact of the Price (X1) and Product Quality (X2) variables on Purchase 
Decisions (Y) at the Agry Hijab Online Shop on Shopee. Based on the results of the path analysis, the key 
findings of this study are as follows: 

 
4.1 Coefficient of Determination 

The coefficient of determination (R²) is used to assess the extent to which the independent variables 
(Price and Product Quality) affect the dependent variable (Purchase Decision). An R² value of 0.453, or 
45.3%, indicates that Price and Product Quality significantly impact Purchase Decisions. The remaining 
54.7%—represented by the path coefficient of other variables—is influenced by factors not accounted for 
in the model. 
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Table 2 Determination Test 
 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 0.673 0.453 0.441 4,050 

Predictors (Constant), Product Quality, Price 
 
4.2 The Influence of Price and Product Quality on Purchasing Decisions (Structural Model) 

The structural model shows a positive relationship between Price (X1) and Product Quality (X2) on 
Purchase Decisions (Y) with the respective path coefficients: 
 

𝜌 y ∈ = √1 − 𝑟2𝑦( 𝑥 1 𝑥 2) 

=√1 − 0.453 
= 0.547. 

So, the path coefficient of the other variables is 0.547. 
 
 

 
 

Figure 1. Path Coefficient of Price and Product Quality 
 

The Path Coefficient of Price (X1) to Y = 0.228, and the Path Coefficient of Product Quality (X2) to Y = 
0.478. Price contributes 0.228 to the Purchasing Decision, meaning that if the Price increases by 1 unit, the 
Purchasing Decision will increase by 0.228 units, with a direct effect of 5.20%. Product Quality contributes 
more, namely 0.478, to the Purchasing Decision, which shows that an increase in Product Quality by 1 unit 
will increase the Purchasing Decision by 0.478 units, with a direct effect of 22.85%. 
 
4.3 Simultaneous Testing (F Test) 

The F test reveals that Price and Product Quality significantly influence Purchasing Decisions. With an 
F count of 38.481 and an F table value of 2.36, the condition F count > F table is met. Therefore, H₀ is 
rejected, and H₁ is accepted, indicating that Price and Product Quality significantly influence Purchasing 
Decisions. 

 
F Test (ANOVA) 

 
Model Sum of Squares Df Mean 

Square 
F Sig. 

Regression 1,262,680 2 631,340 38,481 0.000 
Residual 1,525,809 93 16,407 

  

Total 2,788,490 95 
   

 
4.4 Test Each Path Coefficient Partially (t-Test) 

The following is a t-test table for the variables Price (X1) and Product Quality (X2) on Purchase 
Decisions (Y), which includes path coefficients, calculated t values, t tables, and conclusions from 
hypothesis testing for each variable: 

T-test 

Variables B 
Std. 

Error 
Beta t Count t Table Sig. 

Price (X1) 0.418 0.228 0.228 1,835 1,661 0.070 
Product Quality (X2) 0.418 0.109 0.478 3,845 1,661 0.000 
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For Price (X1), the t count of 1.835 exceeds the t table value of 1.661, leading to the rejection of H₀, 

which indicates that price significantly influences Purchasing Decisions. For Product Quality (X2), the t 
count of 3.845 is greater than the t table value of 1.661, resulting in the rejection of H₀, meaning Product 
Quality impacts significantly Purchasing Decisions. Both variables, Price (X1) and Product Quality (X2), 
have a significant positive effect on Purchasing Decisions (Y), with significance values of 0.070 and 0.000, 
respectively, indicating that both factors influence Purchasing Decisions positively at a 90% confidence 
level. 
 
4.5 Total Influence of Price (X1) and Product Quality (X2) on Purchasing Decisions (Y) 

Below is a table that calculates the total impact of the variables Price (X1) and Product Quality (X2) on 
Purchasing Decisions (Y), which includes the direct influence, indirect influence, and overall influence of 
each variable: 

Table 5 Total Influence of Variables 
 

Variables Direct Influence Indirect Influence Total Influence 

Price (X1) 0.228² = 5.20% 
0.228 × 0.478 × 0.787 = 

8.58% 
13.78% 

Product Quality (X2) 0.478² = 22.85% 
0.478 × 0.787 × 0.228 = 

8.58% 
31.43% 

 
Using the path coefficient of 0.228, the direct effect of price on purchasing decisions is 5.20%. Price 

also indirectly influences Product Quality (X2) by 8.58%. Therefore, the total impact of price on purchasing 
decisions is 13.78%. With a path coefficient of 0.478, Product Quality directly affects 22.85% of purchasing 
decisions. Additionally, Product Quality directly influences purchasing decisions through Price (X1) by 
8.58%. The total effect of Product Quality on purchasing decisions is 31.43%. Consequently, Product Quality 
(X2) exerts a more substantial influence on purchasing decisions than Price (X1). 

 
E. DISCUSSION 
5.1 The Influence of Price on Purchasing Decisions 

The findings of this study show that price significantly influences Purchasing Decisions at the Agry 
Hijab Online Shop. It supports the theory that competitive pricing and product quality can enhance 
consumer purchasing behaviour. According to the t-test results, the significance value for the Price variable 
is 0.000, which is lower than the 10% significance level (0.10). It indicates that price has a significant effect 
on purchasing decisions, leading to the rejection of H₀ and acceptance of H₁. Thus, price is crucial in 
purchasing decisions at the Agry Hijab Online Shop. These results are consistent with the study by 
Rachmawati et al. (2020) [8], which also found that price positively and significantly impacts purchasing 
decisions for hijab products. Therefore, price is an essential factor to consider when attracting consumers. 

 
5.2 The Influence of Product Quality on Purchasing Decisions 

The impact of Product Quality on purchasing decisions was also significant in this study. The Product 
Quality variable encompasses several dimensions: Performance, Features, Reliability and Durability, 
performance, Serviceability, Aesthetics, and Perceived Quality. According to the t-test, the significance value 
for Product Quality is 0.000, less than the 10% significance level (0.10), indicating that Product Quality 
significantly influences purchasing decisions. As a result, H₀ is rejected, and H₂ is accepted, confirming that 
product quality is a crucial factor influencing consumer purchasing decisions. These findings align with 
those of Tritama, Nobelson Syarief, and Pusporini (2021), who also concluded that product quality 
positively influences purchasing decisions [8]. 
 
5.3 The Influence of Price and Product Quality on Purchasing Decisions 

The results of the F test indicate that both Price and Product Quality have a significant simultaneous 
effect on Purchasing Decisions. The calculated F value of 38.481 is substantially higher than the F table 
value of 2.36, leading to the rejection of H₀ and the acceptance of H₁. It confirms that both independent 
variables—price and Product Quality—positively and significantly influence the dependent variable, 
Purchasing Decisions. Competitive prices and high product quality are essential in shaping consumer 
purchasing behaviour. 
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Additionally, the R² value (coefficient of determination) of 0.453, or 45.3%, suggests that Price and 
Product Quality changes can explain 45.3% of the variance in purchasing decisions. It indicates that the 
model effectively captures the relationship between these independent variables and purchasing decisions. 

According to the path analysis, the direct effect of Price on Purchasing Decisions is 5.20%, while 
Product Quality has a direct influence of 22.85%. When accounting for the indirect effect of the interaction 
between these two variables, the total influence of Price on Purchasing Decisions is 13.78%, and the total 
influence of Product Quality is 31.43%. Overall, both Price and Product Quality significantly contribute to 
Purchasing Decisions, with Product Quality having the more substantial effect. The total influence of these 
two variables, 45.3%, closely matches the R² value of 45.3%, further validating that Price and Product 
Quality account for a large portion of the variance in purchase decisions. 
 
F. CONCLUSION 

Based on the results of the analysis and discussion, it can be concluded that both price and product 
quality significantly influence the purchase decision at the Agry Hijab online store on Shopee. These two 
variables are essential in determining consumers' purchase decisions, in which product quality has a more 
significant influence than price. The direct influence of product quality on purchase decisions is 22.85%, 
while price has a direct influence of 5.20%, with the total influence of product quality being 31.43% and 
price being 13.78%. Furthermore, the F-test and t-test analysis show that price and product quality 
significantly influence the purchase decision, with the calculated F-value being much higher than the F-table 
and the t-value, indicating the importance of each variable. The coefficient of determination (R²) of 45.3% 
indicates that this model can explain most of the variance in purchase decisions. At the same time, the 
influence of other unidentified factors remains, with the path coefficient of other variables being 0.547. 

This study provides practical insights for Online Shop Agry Hijab and other online stores to improve 
purchasing decisions by considering prices that match and improve product quality. Providing a variety of 
flexible payment methods has also been proven to be important in increasing transaction convenience. 
These findings can be used to develop more effective marketing strategies and improve customer 
experience. 

This study is limited to two main variables, Price and Product Quality, without considering other factors 
such as promotion or brand image. In addition, the study focuses only on the Agry Hijab on Shopee, so the 
results may not apply to all online markets or other platforms. Further research with a broader sample and 
additional variables can provide more comprehensive results. 
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