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Abstract

This study aims to analyze the influence of digitalization, service quality, and
product quality on public fashion shopping preferences toward local MSMEs in
the Martapura Kota District. The research employed a quantitative approach
involving 100 respondents selected through purposive sampling techniques.
Data analysis was conducted using multiple linear regression. The partial test
results (t-test) indicate that all three independent variables—digitalization,
service quality, and product quality—have a significant influence on shopping
preferences. The simultaneous test (F-test) also shows that the three variables
collectively have a significant impact on shopping preferences. The coefficient
of determination (R?) of 0.385 indicates that 38.5% of the variation in shopping
preferences can be explained by these three variables. The findings suggest that
optimizing digitalization, enhancing service quality, and maintaining high
product quality are essential strategies for attracting consumer interest in local
MSMEs.
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A. Introduction

The rapid development of digital technology, coupled with the impact of
the COVID-19 pandemic, has significantly transformed consumer behavior.
These changes not only influence how consumers make purchases but also
require businesses—particularly Micro, Small, and Medium Enterprises
(MSMEs)—to adapt their strategies in order to remain relevant and
competitive in an increasingly dynamic market environment.

In the face of growing economic competition, MSME actors must
anticipate changes in the business landscape by implementing effective and
adaptive strategies. Without innovation and responsiveness to these shifts,
MSMEs risk being left behind or eliminated from the market. Therefore,
sustaining business continuity and driving long-term growth have become
imperative for the survival and development of MSMEs.

As a vital pillar of the local economy, MSMEs play a strategic role in
creating employment opportunities, increasing community income, and
supporting regional economic development. However, to maintain and
enhance their competitiveness, MSME actors need to undergo
transformation through the integration of digital technology, improvement
of service quality, and enhancement of product quality. These three factors
are believed to be key determinants in shaping and increasing consumer
shopping preferences for local MSME products.

This study focuses on the fashion MSME sector in Martapura, Banjar
Regency, a region with significant potential yet facing competitive
challenges in the digital era.

B. Research Methodology

This study employed a quantitative approach, aiming to examine the
relationships between variables through systematic and objective statistical
analysis. The primary focus of this approach is the measurement of research
variables to produce results that can be generalized to a broader population.
In this context, the target population consisted of individuals of productive
age residing in the Martapura Kota District, Banjar Regency.

The sample size was determined using the Slovin formula, which allows
researchers to calculate an efficient sample size based on the total
population and an acceptable margin of error (10%). Based on this
calculation, a total of 100 respondents were selected. The sampling
technique used was purposive sampling, wherein respondents were chosen
based on specific criteria relevant to the objectives of the study.



Data were collected using a structured questionnaire designed with a
Likert scale to measure respondents’ perceptions. The data analysis was
conducted using multiple linear regression after undergoing several
classical assumption tests, including validity and reliability tests, as well as
tests for normality, multicollinearity, and heteroscedasticity.

Results and Discussion

The results of the t-test indicate that all three independent variables—
digitalization (sig. 0.000), service quality (sig. 0.017), and product quality
(sig. 0.018)—have a statistically significant influence on consumer shopping
preferences. The significance values, all of which are below the 0.05
threshold, suggest that each variable meaningfully contributes to
consumers' decisions to engage in shopping activities, particularly within
the MSME sector.

These findings reinforce the argument that in the era of the digital
economy, the implementation of adaptive technology, coupled with
responsive service and high-quality products, serves as a crucial
determinant of consumer shopping behavior. Therefore, strategic
improvements in these three areas can be used as a foundation to enhance
the appeal and competitiveness of local MSMEs in an increasingly dynamic
and competitive market environment.

Table of Partial Regression Test Results (t-Test)

Coefficients?




Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t Sig. | Tolerance | VIF
1 | (Constant) 2,336 1,475 1,584 | 0,116
X1 0,290 | 0,063 0,363 | 4,603 | 0,000 0,997 | 1,003
X2 0,170 | 0,070 0,276 | 2,439 | 0,017 0,486 | 2,056
X3 0,304 | 0,127 0,271 | 2,397 | 0,018 0,487 | 2,052

a. Dependent Variable: Y

The results of the F-test show a significance value of 0.000, which is
well below the 0.05 threshold. This indicates that, simultaneously, the
independent variables in the model—namely digitalization, service quality,
and product quality—have a significant influence on consumer shopping

preferences.

Accordingly, the regression model used demonstrates a satisfactory
level of validity in explaining the collective relationship between the three
independent variables and the dependent variable. These findings
underscore the importance of an integrated approach in developing MSME
marketing and service strategies, as the combination of multiple factors
together can significantly impact consumers’ purchasing decisions.




Table of F-Test (Simultaneous Test) Results

ANOVA?
Sum of Mean

Model Squares df Square F Sig.
1 | Regression 114,828 3 38,276 21,649 ,000°

Residual 169,732 96 1,768

Total 284,560 99
a. Dependent Variable: Y
b. Predictors: (Constant), X3, X1, X2

The coefficient of determination (R?) value of 0.385 indicates that this
research model is able to explain 38.5% of the variation in the dependent
variable. Although this figure suggests that a majority of the variation is
influenced by other factors outside the model, the result still provides
important empirical contributions.

These findings affirm that the utilization of digital technology, along
with the enhancement of service and product quality, are significant
determinants in shaping consumer interest in local MSMEs. The implication
of this result suggests that strengthening these aspects has the potential to
enhance the competitiveness and sustainability of MSMEs within the ever-
evolving digital economic ecosystem.

Table of Coefficient of Determination (R-Square Test) Results

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 ,6352 0,404 0,385 1,330

a. Predictors: (Constant), X3, X1, X2

b. Dependent Variable: Y




D. Conclusion

The findings of this study indicate that the three independent variables—
digitalization, service quality, and product quality—have a positive and
significant effect on consumer shopping preferences, both partially and
simultaneously. Empirically, these results affirm that in the context of local
fashion MSMEs in Martapura, strategies focusing on the adoption of digital
technologies, enhancement of service interactions, and consistency in
product quality are crucial in shaping consumers’ purchasing decisions.

Digitalization contributes to expanding market reach, improving
operational efficiency, and facilitating interactions between business owners
and consumers through online platforms. Meanwhile, fast, friendly, and
responsive service has proven to be a key element in fostering customer
loyalty. On the other hand, high product quality provides added value and
strengthens consumer trust in local brands.

Based on these findings, this study recommends that fashion MSME
actors in Martapura actively pursue digital transformation by optimizing the
use of social media, online marketplaces, and digital payment systems.
Furthermore, improving human resource capacity in service delivery and
ensuring consistent product quality control are strategic steps for
maintaining and expanding the customer base. By integrating these three
aspects consistently, local MSMEs are expected to enhance their
competitiveness and ensure business sustainability amid the increasingly
complex challenges of the digital era.
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