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MOTTO 

“Dan (ingatlah), sesungguhnya bersama kesulitan itu ada kemudahan." 

-Q.S. Al-Insyirah: 5- 

 

“You can't go back and change the beginning, but you can start where you are and 

change the ending.”  

-C.S. Lewis- 
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RINGKASAN 

Yolanda Yusnie Vitaloka, 2024, Pengaruh Perceived Quality dan Brand Loyalty 

Terhadap Keputusan Pembelian Hijab Zoya Pada Konsumen Wanita di Kota 

Surabaya  

 

Industri fashion muslim mengalami pertumbuhan pesat karena meningkatnya 

kesadaran akan busana sesuai prinsip keagamaan dan gaya hidup modern. Dengan 

populasi muslim yang besar, termasuk di Indonesia, perusahaan berinovasi untuk 

bersaing di pasar yang kompetitif. Indonesia menempati peringkat ketiga dalam 

sektor modest fashion dengan konsumsi USD 129 miliar pada 2023, menunjukkan 

potensi pasar yang besar, khususnya untuk hijab. Perusahaan seperti Zoya fokus pada 

persepsi kualitas produk untuk menarik konsumen. Zoya, didirikan pada 2005, 

menawarkan hijab berkualitas tinggi dengan inovasi dan desain terkini, menciptakan 

persepsi positif dan loyalitas merek di antara konsumen. Penelitian ini membahas 

mengenai pengaruh parsial dan simultan dari variabel Perceived Quality dan Brand 

Loyalty terhadap Keputusan Pembelian Hijab Zoya. Penelitian ini bertujuan untuk 

mengetahui dan menganalisis pengaruh Perceived Quality dan Brand Loyalty 

terhadap Keputusan Pembelian Hijab Zoya di Kalangan Konsumen Wanita di Kota 

Surabaya. Teori yang digunakan dalam penelitian adalah Teori Pemasaran, 

Manajemen Pemasaran, Brand Equity, dan Perilaku Konsumen. Berdasarkan hasil 

analisis, seluruh data telah memenuhi Uji Reliabilitas dan Uji Validitas sehingga 

dapat dilanjutkan ke pengujian hipotesis. Hasil analisis parsial menyatakan bahwa 

Perceived Quality tidak berpengaruh signifikan terhadap keputusan pembelian Hijab 

Zoya. Namun, Brand Loyalty berpengaruh signifikan terhadap Keputusan Pembelian 

Hijab Zoya. Berdasarkan hasil analisis simultan menyatakan bahwa variabel 

Perceived Quality dan Brand Loyalty berpengaruh signifikan terhadap Keputusan 

Pembelian Hijab Zoya. 

Kata kunci: Perceived Quality, Brand Loyalty, Keputusan Pembelian 

  



ix 

 

SUMMARY 

Yolanda Yusnie Vitaloka, 2024, The Effect of Perceived Quality and Brand 

Loyalty on Purchasing Decisions for Zoya Hijab for Female Consumers in 

Surabaya City 

 

The Muslim fashion industry is experiencing rapid growth due to the 

increasing awareness of religious clothing and modern lifestyles. With a large 

Muslim population, including in Indonesia, companies are innovating to 

compete in a competitive market. Indonesia ranks third in the modest fashion 

sector with a consumption of USD 129 billion by 2023, showing great market 

potential, especially for hijab. Companies like Zoya focus on the perception 

of product quality to attract consumers. Zoya, founded in 2005, offers high-

quality hijab with the latest innovations and designs, creating positive 

perceptions and brand loyalty among consumers. This study discusses the 

partial and simultaneous effects of the Perceived Quality and Brand Loyalty 

variables on the Zoya Hijab Purchasing Decision. This study aims to 

determine and analyze the effect of Perceived Quality and Brand Loyalty on 

Zoya Hijab Purchasing Decisions among Female Consumers in Surabaya 

City. The theories used in the study are Marketing Theory, Marketing 

Management, Brand Equity, and Consumer Behavior. Based on the results of 

the analysis, all data has met the Reliability Test and Validity Test so that it 

can proceed to hypothesis testing. The partial analysis results state that 

Perceived Quality has no significant effect on the Zoya Hijab purchase 

decision. However, Brand Loyalty has a significant effect on the Zoya Hijab 

Purchase Decision. Based on the results of simultaneous analysis, it states 

that the Perceived Quality and Brand Loyalty variables have a significant 

effect on the Zoya Hijab Purchasing Decision. 

Keywords: Perceived Quality, Brand Loyalty, Purchasing Decisions 
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ABSTRAK 

Perkembangan industri fashion muslim di Indonesia telah mendorong pertumbuhan 

berbagai produk hijab, membuat perusahaan semakin aktif dan responsif dalam 

memenuhi kebutuhan pasar dengan meningkatkan persepsi kualitas dan loyalitas 

merek, terutama pada konsumen wanita. Persepsi positif terhadap kualitas produk 

dapat menciptakan keyakinan dan kepercayaan konsumen, yang pada akhirnya 

menghasilkan loyalitas dalam keputusan pembelian. Salah satu perusahaan yang 

telah berperan penting dalam industri ini adalah Zoya, yang didirikan oleh Fenny 

Mustafa pada tahun 2005. Zoya dikenal karena inovasi-inovasi terbaru dalam busana 

muslimah. Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

Perceived Quality dan Brand Loyalty terhadap Keputusan Pembelian Hijab Zoya 

pada konsumen wanita di kota Surabaya. Metode penelitian yang digunakan adalah 

metode kuantitatif dengan analisis deskriptif. Populasi penelitian adalah konsumen 

wanita di Kota Surabaya, dan sampel penelitian dikumpulkan menggunakan metode 

Non-probability Sampling melalui teknik Purposive Sampling, dengan jumlah 

sampel sebanyak 100 sampel. Pengumpulan data dilakukan melalui kuesioner 

Google Form. Hasil penelitian menunjukkan bahwa secara parsial, Perceived 

Quality tidak memiliki pengaruh signifikan terhadap Keputusan Pembelian Hijab 

Zoya. Namun, variabel Brand Loyalty menunjukkan pengaruh signifikan terhadap 

keputusan pembelian Hijab Zoya. Secara simultan, variabel Perceived Quality dan 

Brand Loyalty memiliki pengaruh signifikan terhadap Keputusan Pembelian Hijab 

Zoya. Temuan ini menegaskan bahwa Brand Loyalty memainkan peran penting 

dalam keputusan pembelian konsumen, lebih dari sekadar persepsi kualitas produk. 

Dengan hasil ini, perusahaan dapat lebih fokus pada strategi meningkatkan loyalitas 

merek untuk mendorong keputusan pembelian, meskipun tetap memperhatikan 

kualitas produk. Penelitian ini memberikan wawasan bagi perusahaan dalam 

menyusun strategi pemasaran yang lebih efektif untuk memenangkan persaingan di 

industri fashion muslim yang terus berkembang. 

Kata kunci: Perceived Quality, Brand Loyalty, Keputusan Pembelian 
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ABSTRACT 

The development of the Muslim fashion industry in Indonesia has encouraged the 

growth of various hijab products, making companies more active and responsive in 

meeting market needs by increasing quality perceptions and brand loyalty, especially 

among female consumers. Positive perceptions of product quality can create 

consumer confidence and trust, which ultimately results in loyalty in purchasing 

decisions. One company that has played an important role in this industry is Zoya, 

which was founded by Fenny Mustafa in 2005. Zoya is known for its latest 

innovations in Muslimah fashion. This study aims to determine and analyse the effect 

of Perceived Quality and Brand Loyalty on Zoya Hijab Purchasing Decisions for 

female consumers in Surabaya city. The research method used is quantitative method 

with descriptive analysis. The research population was female consumers in 

Surabaya City, and the research sample was collected using the Non-probability 

Sampling method through Purposive Sampling technique, with a total sample size of 

100 samples. Data collection was carried out through a Google Form questionnaire. 

The results showed that partially, Perceived Quality did not have a significant effect 

on the Zoya Hijab Purchase Decision. However, the Brand Loyalty variable shows 

a significant influence on the Zoya Hijab purchase decision. Simultaneously, the 

Perceived Quality and Brand Loyalty variables have a significant influence on the 

Zoya Hijab Purchasing Decision. These findings confirm that Brand Loyalty plays 

an important role in consumer purchasing decisions, more than just perceived 

product quality. With these results, companies can focus more on strategies to 

increase brand loyalty to drive purchasing decisions, while still paying attention to 

product quality. This research provides insights for companies in developing more 

effective marketing strategies to win the competition in the growing Muslim fashion 

industry. 

Keywords: Perceived Quality, Brand Loyalty, Purchasing Decisions 
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