Inovbiz: Jurnal Inovasi Bisnis 14 (2026) 230-244

Inovbiz

” Website: www.ejournal.polbeng.ac.id/index.php/IBP
polbeng Email: inovbiz@polbeng.ac.id —=

The Effect of Design Quality and Service Quality on
Business Performance in Sewing Service SMESs in
Lubuklinggau

Muhammad Farhan?!, Fatma Oktarendah?, Metha Aditya®
DUniversitas PGRI Silampari, Jl. Mayor Toha, Air Kuti, Kec. Lubuklinggau Tim. I, Kota Lubuklinggau,
Sumatera Selatan 31625
2) Universitas PGRI Silampari, JI. Mayor Toha, Air Kuti, Kec. Lubuklinggau Tim. I, Kota Lubuklinggau,
Sumatera Selatan 31625
3)Universitas PGRI Silampari, JI. Mayor Toha, Air Kuti, Kec. Lubuklinggau Tim. I, Kota Lubuklinggau,
Sumatera Selatan 31625

farhanpkp81@gmail.com

ARTICLE INFO ABSTRACT

-f This study aims to determine and analyze the effect of design quality and service
‘ quality on business performance among sewing-service MSMEs in Lubuklinggau,
both partially and simultaneously. This research employed a quantitative approach

with a causal associative research design. The population consisted of sewing-
E service MSMEs in Lubuklinggau that met the research criteria, totaling 70 business

units. The sample consisted of 33 respondents selected using purposive sampling.
Data were collected through questionnaires using a Likert scale and observations.
The data were analyzed using multiple linear regression with the assistance of
SPSS 25, including validity, reliability, classical assumption, t-test, F-test, and
coefficient of determination analyses. The results showed that design quality had a
positive and significant effect on business performance, with a t-value of 6.328 and
a significance value of 0.000 < 0.05. Service quality also had a positive and
significant effect on business performance, with a t-value of 7.352 and a
significance value of 0.000 < 0.05. Service quality had a more dominant effect than
design quality. Simultaneously, design quality and service quality had a positive
and significant effect on business performance, with an F-value of 50.416 and a
significance value of 0.000 < 0.05. The coefficient of determination (R2) of 0.771
indicates that 77.1% of the variation in business performance can be explained by
design quality and service quality, while the remaining 22.9% is influenced by other
factors outside the research model. Therefore, improving design quality, particularly
service quality, is an important factor in enhancing the business performance of
sewing-service MSMEs in Lubuklinggau.
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1. Introduction

The Indonesian national economy is highly
dependent on micro, small, and medium enter-
prises (MSMEs). This sector not only plays an
important role in driving the people’s economy
but also serves as a major source of employment
for the majority of the population. According to
data from the Ministry of Cooperatives and Small
and Medium Enterprises of the Republic of Indo-
nesia, by the end of 2024, more than 30 million
enterprises were expected to be registered
through the single data collection system.
MSMEs contribute more than 60% to the national
Gross Domestic Product (GDP) and absorb 97%
of the total national workforce (Ministry of Coop-
eratives and Small and Medium Enterprises of
the Republic of Indonesia, 2024). This contribu-
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tion demonstrates that the government, academ-
ics, and business actors themselves must contin-
ue to pay attention to the sustainability and per-
formance improvement of MSMEs so that this
sector can survive and grow amid increasingly
complex business competition.

One of the MSME subsectors with unique
characteristics and a relatively broad market is
the tailoring or garment service business. This
type of business operates in the production of
clothing, either based on individual orders or to
fulfill larger-scale needs such as uniforms, formal
wear, and casual clothing. The continued growth
of the fashion industry has also encouraged de-
mand for tailoring services, as the clothing market
has diverse segments in terms of age, gender,
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and types of clothing required by consumers.
However, the increasing business opportunities in
this sector are accompanied by growing competi-
tion among tailoring service providers. Therefore,
each MSME is required to have its own competi-
tive advantage in order to retain customers and
expand its market share (Purwati et al., 2022).

Business competition in the tailoring sector
has increasingly been experienced by MSME
actors in developing cities, not only in major cities
but also in cities such as Lubuklinggau. As one of
the cities experiencing continuous economic and
population growth, the demand for tailoring ser-
vices in Lubuklinggau continues to increase, both
for everyday clothing, school and institutional
uniforms, and clothing for special occasions. This
condition has encouraged the emergence of hew
tailoring businesses, resulting in increasingly in-
tense competition among tailors and home-based
garment businesses. In such a situation, busi-
ness actors who rely solely on basic sewing skills
without paying attention to design and service
aspects tend to lose customers, as consumers
now have more alternatives, including online tai-
loring services and garment businesses from
outside the region that offer more varied designs.

Design quality has become one of the factors
increasingly considered by consumers of tailoring
services. Consumers no longer simply expect
garments to be neatly sewn, but also demand
models and designs that follow current fashion
trends, suit their body shapes, and reflect their
personal styles. In addition to increasing the vis-
ual appeal of a product, good design can en-
hance its value and serve as a distinguishing
factor between one tailoring business and anoth-
er (Sulistyo, 2023). A common phenomenon ob-
served in the field is that some tailoring MSMEs
in Lubuklinggau still offer relatively monotonous
designs and are less responsive to fashion de-
velopments. As a result, some consumers, par-
ticularly younger consumers, tend to switch to
tailoring service providers perceived as more
creative and innovative in offering a variety of
clothing models.

In addition to design quality, service quality is
another important factor that influences customer
perceptions and satisfaction with tailoring ser-
vices. Good service quality is reflected in the
timely completion of orders, friendliness in com-
municating with customers, willingness to accept
feedback or design revisions, and the ability to
consistently meet customer expectations (Halim
et al., 2021). In practice, a number of tailoring
MSMEs in Lubuklinggau still face customer com-
plaints regarding delays in completing orders,
insufficient communication concerning the pro-
gress of work, and discrepancies between the
finished garments and the customers’ initial re-
quests. Such conditions have the potential to
reduce customer trust and satisfaction, which
may ultimately have a direct impact on the sus-
tainability and overall performance of the busi-
ness (Shaff et al., 2024).

Business performance is an important indica-
tor that reflects the success of an MSME in carry-
ing out its business activities. It can be measured
through indicators such as revenue growth, an
increase in the number of customers, operational
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efficiency, and long-term business sustainability.
Good business performance is influenced by var-
ious internal and external variables, including the
quality of products or designs offered and the
quality of services provided to customers (Pak-
pahan, 2021). If these two aspects are not
properly managed, tailoring MSMEs may face
stagnation or even a decline in performance, as
reflected in decreasing order volumes and in-
creasingly intense competition with similar busi-
nesses. Similar challenges have been encoun-
tered by various garment MSMEs in different
regions due to weak design innovation and ser-
vice quality (Luthfiyah & Fadila, 2021).

Based on the aforementioned phenom-
ena, there appears to be a gap between con-
sumer expectations regarding the quality of de-
signs and tailoring services and the actual condi-
tions still found among some tailoring MSMESs in
Lubuklinggau. On the one hand, the tailoring ser-
vice market in the city has considerable potential
due to regional economic growth and the signifi-
cant contribution of MSMEs to the national econ-
omy (People's Consultative Assembly of the Re-
public of Indonesia, 2024; DPP GAPEMBI, 2024).
On the other hand, not all business actors have
been able to optimize design quality and service
quality as strategies for improving their business
performance. In fact, the sustainability of MSMEs
largely depends on their ability to adapt to contin-
uously changing market needs and expectations
(Directorate General of Treasury, Ministry of Fi-
nance of the Republic of Indonesia, 2022). This
condition highlights the need for scientific investi-
gation to determine the extent to which design
quality and service quality influence the business
performance of tailoring MSMEs in Lubuklinggau.

2. Literature Review
2.1 Resource-Based View (RBV)

This theory was first introduced by Wernerfelt
(1984) and further developed by Barney (1991),
who emphasized that a firm's competitive
advantage and value arise from its ability to
manage internal resources, both tangible
resources (assets, capital, and technology) and
intangible resources (skills, creativity, and
managerial capabilities) (Barney, 1991, as cited
in Nakhwah, 2025). Barney classified strategic
resources into four categories, known as the
VRIN framework: valuable, rare, inimitable, and
non-substitutable. Resources that meet all four
criteria can serve as the foundation for firms,
including MSMEs, to achieve sustainable
competitive advantage while simultaneously
improving their business performance.

In the context of sewing-service MSMEs,
design quality and service quality can be viewed
as internal capabilities (intangible resources)
possessed and managed by business owners.
Design quality reflects creative and innovative
capabilities in producing valuable, unique, and
difficult-to-imitate clothing products, while service
quality reflects managerial and relational
capabilities in building customer trust and
satisfaction. The Resource-Based View (RBV)
framework is widely used to explain variations in
business marketing tactics and levels of
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competitiveness, as the core of RBV is that a
company'’s ability to access, control, and properly
manage its resources determines how
competitive and how well the company performs
(Raharjo & Siregar, 2022). Therefore, if sewing-
service MSMEs are able to manage design
quality and service quality as strategic resources
that are valuable, rare, and difficult to imitate,
their business performance is theoretically
expected to improve sustainably.

2.2 Design Quality Theory

Product design is one of the aspects that de-
termines a product’s attractiveness and added
value in the eyes of consumers. Design quality
can be defined as the totality of a product’s char-
acteristics in terms of form, style, and function
that are able to fulfill customers’ functional and
aesthetic needs. A well-designed product is not
only visually attractive but can also differentiate
the product from competitors and increase its
selling value (Sulistyo, 2023).

Kotler and Keller, as described by Sulistyo
(2023), explain that product quality, including
design, can be measured through several dimen-
sions: (1) form, which relates to the product’s
size, physical structure, and model; (2) features,
namely additional characteristics that comple-
ment the basic function of the product; (3) per-
formance quality, referring to the basic level of
product quality when operated or used; (4) con-
formance quality, namely the degree to which the
product conforms to the promised specifications;
(5) durability, referring to the product’s ability to
withstand long-term use; (6) style, namely the
product’s appearance that provides a distinctive
appeal to consumers; and (7) design itself, which
represents the totality of characteristics that influ-
ence the appearance and function of a product
based on consumer needs. In the context of sew-
ing-service MSMEs, these dimensions are re-
flected in the variety of clothing models, the suit-
ability of garment cuts to customers’ body
shapes, the accuracy of sewing details, and the
tailor’s ability to follow the latest fashion trends.

2.3 Service Quality Theory

Service quality is defined as an effort to fulfill
customers’ needs and desires through fast and
accurate service delivery in order to meet cus-
tomer expectations regarding a service. Service
quality is more complex than product quality be-
cause it involves direct interaction between ser-
vice providers and customers. Therefore, its
evaluation is strongly influenced by each custom-
er's experience and perception (Halim et al.,
2021).

Five dimensions are commonly used to
measure service quality, as adapted in service
marketing studies by Halim et al. (2021), namely:
(1) tangibles, referring to the appearance of phys-
ical facilities, equipment, and service providers;
(2) reliability, referring to the ability to provide
services accurately, consistently, and on time as
promised; (3) responsiveness, referring to the
willingness to assist customers and provide
prompt service; (4) assurance, referring to the
knowledge, courtesy, and ability of employees to
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build customer trust; and (5) empathy, referring to
personal care and attention to customers’ needs.
In tailoring services, these five dimensions are
reflected in the neatness of the business premis-
es, timely completion of orders, prompt respons-
es to complaints or revision requests, the tailor's
expertise and friendliness, and the willingness to
listen to each customer’s specific needs.

2.4 Business Performance Theory

Business performance refers to the results
achieved by a business unit within a certain peri-
od, reflecting the extent to which the business
has successfully achieved its established objec-
tives. Good business performance is indicated by
consistent improvements in the company’s key
operational and financial aspects and serves as
an indicator of the effectiveness of managing the
resources owned by the business (Pakpahan,
2021).

Common indicators used to measure
business performance, particularly in MSMEs,
include sales or revenue growth, customer
growth, operational cost efficiency, profitability,
and long-term business sustainability. In line with
the RBV perspective, superior business
performance is a consequence of a company’s
ability to effectively manage internal resources
that are valuable, rare, difficult to imitate, and
non-substitutable, thereby creating a competitive
advantage that ultimately leads to improved
performance (Raharjo & Siregar, 2022). In
sewing-service MSMEs, business performance
can be observed through an increase in the
number of orders, growth in regular customers,
and the ability of the business to continue
operating and developing amid competition.

2.5 Theoretical Framework and Hypothesis
Development

This study uses the Resource-Based View
(RBV) as the grand theory underlying the rela-
tionship between design quality, service quality,
and business performance. RBV explains that a
business can achieve competitive advantage and
improve its performance through the effective
management of valuable, rare, difficult-to-imitate,
and non-substitutable internal resources. In sew-
ing-service MSMEs, design quality and service
quality can be viewed as intangible internal capa-
bilities owned and managed by business owners.
Design quality reflects creative and innovative
capabilities in producing valuable and distinctive
clothing products, while service quality reflects
managerial and relational capabilities in building
customer trust and satisfaction.

Based on this perspective, differences in the
performance of sewing-service MSMEs can be
explained by differences in the quality of internal
resources and capabilities possessed by each
business. Therefore, the ability of sewing-service
MSMEs to manage design quality and service
quality effectively is expected to contribute to
competitive advantage and improved business
performance.

The theoretical framework of this study
places design quality (X1) and service quality
(X2) as independent variables and business per-
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formance (Y) as the dependent variable. Both
independent variables are expected to influence
business performance, either partially or simulta-
neously.
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Figure 1. The conceptual framework

Based on this integrated theoretical
foundation and the research gaps identified, the
following conceptual framework and hypotheses
are proposed:

2.6 Research Hypotheses
1. The Effect of Design Quality on Busi-
ness Performance

Design quality is one of the internal capa-
bilities that, from the RBV perspective, can be-
come a source of competitive advantage when it
provides valuable and distinctive characteristics
that are difficult for competitors to imitate. In tai-
loring services, innovative designs, designs that
follow current fashion trends, and designs that
meet customer needs can increase product at-
tractiveness and differentiate the business from
its competitors.

Better design quality can increase cus-
tomer satisfaction, encourage repeat purchases,
and generate recommendations to other potential
customers. These conditions can ultimately con-
tribute to increased sales or revenue and cus-
tomer growth. This relationship is supported by
Sulistyo (2023), who found that product design
has a positive and significant effect on consumer
purchasing decisions. In addition, Luthfiyah and
Fadila (2021) found that limited design variation
can become a weakness that hinders the perfor-
mance of tailoring businesses. Therefore, design
quality that is managed effectively is expected to
contribute directly to improved business perfor-
mance in sewing-service MSMEs.

H1: Design quality has a significant effect on
business performance in sewing-service
MSMEs in Lubuklinggau.

2. The Effect of Service Quality on Busi-
ness Performance

Service quality is also an important inter-
nal capability that plays a role in shaping custom-
ers’ perceptions and trust toward sewing-service
MSMEs. Reliable, responsive, and empathetic
services can provide positive customer experi-
ences, which may increase customer loyalty and
encourage repeat transactions.

Conversely, poor service, such as delays
in completing orders or inadequate communica-
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tion with customers, may reduce customer trust
and cause customers to switch to competing
businesses. This relationship is supported by
Shaff, Andrian, and Anas (2024), who found that
service quality has a significant effect on con-
sumer satisfaction in MSMEs. Furthermore, Pak-
pahan (2021) emphasizes that the quality of in-
ternal resource management, including service
capabilities, contributes positively to business
performance. Therefore, superior service quality
is expected to become one of the factors deter-
mining improved business performance among
sewing-service MSMEs.

H2: Service quality has a significant effect on
business performance in sewing-service
MSMEs in Lubuklinggau.

3. The Simultaneous Effect of Design Qual-
ity and Service Quality on Business Perfor-
mance

From the RBV perspective, optimal com-
petitive advantage and business performance are
generally not produced by a single resource
alone, but rather through the combination of
complementary internal resources and capabili-
ties. Design quality that is attractive but not sup-
ported by good service may be insufficient to
retain customers in the long term. Likewise,
friendly and responsive service without high-
quality products and designs may not be suffi-
cient to create overall customer satisfaction.

Therefore, design quality and service
quality are expected to have a stronger effect
when they are managed simultaneously and inte-
grated into the business development strategy.
Purwati et al. (2022) also support this argument
by showing that marketing strategies combining
product design innovation and service improve-
ment can contribute to the development of
MSME-scale clothing businesses.

Thus, the simultaneous management of

design quality and service quality is expected to
have a significant effect on business performance
in sewing-service MSMEs in Lubuklinggau.
H3: Design quality and service quality simul-
taneously have a significant effect on busi-
ness performance in sewing-service MSMEs
in Lubuklinggau.

3. Method

This study employed a quantitative approach
with a causal associative research design. The
quantitative approach was used to examine the
relationship between measurable variables based
on numerical data obtained from respondents.
The causal associative design was selected to
analyze the influence of design quality (X1) and
service quality (X2) on business performance (Y)
among sewing-service MSMEs in Lubuklinggau.
Data were collected through a survey using a
structured questionnaire and subsequently
analyzed statistically to test the proposed
hypotheses.

3.1 Research Model
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The research model was developed to explain
the causal relationships between Design Quality,
Service Quality, and Business Performance
among sewing-service MSMEs in Lubuklinggau.
Conceptually, this research is based on the

Resource-Based View (RBV), which views in-
ternal resources and capabilities as important
factors in creating competitive advantage and
improving business performance. In the context
of sewing-service MSMEs, design quality repre-
sents the creative and innovative capabilities of
business owners in producing clothing products
that are attractive, valuable, and distinctive, while
service quality represents managerial and rela-
tional capabilities in providing services, building
customer trust, and maintaining customer rela-
tionships.

Design quality is expected to influence busi-
ness performance because attractive, innovative,
and customer-oriented designs can increase
product appeal, differentiate the business from
competitors, encourage repeat purchases, and
potentially increase sales and customer growth.
Meanwhile, service quality is expected to influ-
ence business performance because reliable,
responsive, and customer-oriented services can
create positive customer experiences, strengthen
customer trust, and encourage repeat transac-
tions. Thus, both design quality and service quali-
ty are considered internal capabilities that can
contribute to improving the performance of sew-
ing-service MSMEs.

Furthermore, the research model assumes
that Design Quality and Service Quality simulta-
neously influence Business Performance. From
the RBV perspective, competitive advantage and
optimal business performance are not necessarily
generated by a single resource, but can arise
from the combination of complementary internal
resources and capabilities. Therefore, attractive
design quality supported by good service quality
is expected to provide greater value to customers
and strengthen the ability of sewing-service
MSMEs to compete and sustain their businesses.

Based on this framework, Design Quality (X1)
and Service Quality (X2) are positioned as inde-
pendent variables, while Business Performance
(Y) is positioned as the dependent variable. The
model examines the partial effects of design qual-
ity and service quality on business performance,
as well as their simultaneous effect. This model is
intended to provide an empirical explanation of
how the management of internal capabilities in
the form of design and service quality can con-
tribute to the improvement of business perfor-
mance among sewing-service MSMEs in Lu-
buklinggau.

3.2 Research Location and Time

This study was conducted among sewing-
service MSMEs located within the administrative
area of Lubuklinggau, South Sumatra Province,
which are distributed across several districts,
including Lubuklinggau Timur, Lubuklinggau
Barat, Lubuklinggau Utara, and Lubuklinggau
Selatan. The research was planned to be
conducted over a period of approximately two to
three months, beginning with the initial
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observation and development of research
instruments, followed by guestionnaire
distribution to respondents, and concluding with
data processing and analysis.

3.3 Population and Sample

The population of this study consisted of sew-
ing-service  MSMEs operating in Lubuklinggau,
South Sumatra. Based on field observations con-
ducted in 2026, there were 70 sewing-service
MSMEs that met the predetermined population
criteria. The criteria included businesses that
actively operated in Lubuklinggau, had been op-
erating for 1-5 years, had at least two permanent
tailors, had regular customers, and were willing to
participate as respondents.

The sample was determined using purposive
sampling, a sampling technique based on specific
considerations and criteria established according
to the objectives of the study. This technique was
selected because not all sewing-service MSMEs
in Lubuklinggau met the characteristics required
for the research. The minimum sample size was
determined using the Slovin formula with a 5%
margin of error. Based on a population of 70
MSMEs, the minimum sample obtained was 33
respondents. The respondents were the owners
or managers of sewing-service MSMEs who met
the predetermined criteria.

3.4 Research Instrument
1. Questionnaire

The research instrument used in this study
was a structured questionnaire developed based
on the indicators of the research variables and
the relevant theoretical foundations. The ques-
tionnaire was selected as the main instrument
because this study employed a quantitative ap-
proach and survey method to obtain primary data
directly from respondents. The questionnaire was
distributed directly to the owners or managers of
sewing-service MSMEs in Lubuklinggau.

The questionnaire consisted of three main
sections, each measuring one research variable.
The first section contained 8 statements measur-
ing Design Quality (X1), the second section con-
tained 8 statements measuring Service Quality
(X2), and the third section contained 8 state-
ments measuring Business Performance (Y).
Therefore, the questionnaire consisted of a total
of 24 statements that were answered by each
respondent.

The instrument used a five-point Likert scale
to measure respondents’ perceptions of each
statement. The response categories consisted of
(1) Strongly Disagree, (2) Disagree, (3) Neutral,
(4) Agree, and (5) Strongly Agree, with scores
ranging from 1 to 5. This measurement scale was
used consistently for all research variables.

The questionnaire items for Design Quality
(X1) covered indicators related to clothing model
variation, suitability of garment cuts to customers’
body shapes, accuracy of sewing details, ability
to follow fashion trends, and uniqueness or dis-
tinctive characteristics of the design. Service
Quality (X2) was measured through the five
SERVQUAL dimensions, namely tangibles, relia-
bility, responsiveness, assurance, and empathy.
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Meanwhile, Business Performance (Y) was
measured based on indicators reflecting business
sales or revenue growth, customer growth, op-
erational efficiency, profitability, and business
sustainability.

2. Observation

In addition to the questionnaire, this study al-
so employed direct observation as a supporting
data collection technique. Observation was con-
ducted by visiting sewing-service MSMEs in Lu-
buklinggau to obtain a direct overview of the con-
ditions of the businesses, production processes,
and interactions between business owners and
customers. The observation focused on aspects
related to design quality, service quality, and
business performance, such as the variety and
characteristics of clothing designs, the tailoring
process, the condition of the business premises,
the way tailoring services were provided, and
interactions with customers.

The observation data were used as support-
ing information to provide a more comprehensive
understanding of the phenomena examined in the
study. The observation results were not used as
the primary data for statistical analysis, as the
main quantitative data were obtained through
guestionnaires distributed to the selected re-
spondents. This procedure follows the research
design in which observation serves to enrich the
researcher's understanding of the actual condi-
tions of sewing-service MSMEs in Lubuklinggau.

3.5 Data Analysis Technique
1. Validity Test

Validity testing is used to determine whether a
questionnaire is valid or not. A questionnaire is
considered valid if its questions are able to
measure and reveal what is intended to be
measured (Ghozali, 2021). In this study, validity
was tested using the Pearson Product Moment
correlation technique. In other words, the score of
each statement item was correlated with the total
score of the variable.
2. Reliability Test

The reliability test is used to evaluate the
questionnaire as an indicator of a variable. A
guestionnaire is considered reliable if a respond-
ent’s answers to the statements are consistent or
stable over time. In this study, reliability was test-
ed using Cronbach’s Alpha method. An instru-
ment is considered reliable if the Cronbach’s Al-
pha value is 2 0.60 (Ghozali, 2021).
3. Classical Assumption Test

Before conducting multiple linear regression
analysis, this study first performed classical
assumption tests to ensure that the resulting
regression model meets the BLUE (Best Linear
Unbiased Estimator) criteria. The classical
assumption tests include the normality test,
multicollinearity test, and heteroscedasticity test.
The normality test is used to determine whether
the disturbance variables or residuals in the
regression model are normally distributed
(Ghozali, 2021). In this study, the normality test
was conducted using the Kolmogorov-Smirnov
Test, with the criterion that if the significance
value (Asymp. Sig.) is > 0.05, the data are
normally distributed, whereas if the significance
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value is < 0.05, the data are not normally
distributed. The multicollinearity test aims to
determine whether there is a correlation among
the independent variables in the regression
model, with the criteria that a Tolerance value >
0.10 and VIF < 10 indicate that the regression
model is free from multicollinearity (Ghozali,
2021). Furthermore, the heteroscedasticity test
aims to determine whether there is an inequality
of residual variance from one observation to
another in the regression model; therefore, a
good regression model is one that does not
experience heteroscedasticity.
4. Multiple Linear Regression Analysis
Multiple linear regression analysis is used to
determine the effect of two or more independent
variables on one dependent variable (Sugiyono,
2022). In this study, multiple linear regression
analysis is used to examine the effect of design
quality (X;) and service quality (X;) on business
performance (Y), both partially and simultaneous-
ly. The multiple linear regression equation model
used in this study is as follows:
Y:a+b1X1+b2X2+e
Description:
Y = Business Performance
a = Constant (the value of Y when X; and X, = 0)
b; = Regression coefficient of Design Quality (X;)
b, = Regression coefficient of Service Quality

(X2)

Xy = Design Quality
Xz = Service Quality
e = Error

This analysis aims to determine the direction
and magnitude of the effect of each independent
variable on business performance.

5. Hypothesis Testing

Hypothesis testing is conducted to determine
the significance of the effect of the independent
variables on the dependent variable. The t-test
(partial) is used to determine the effect of each
independent variable individually on the depend-
ent variable. If the significance value is < 0.05,
the hypothesis is accepted. The F-test (simulta-
neous) is used to determine the joint effect of the
independent variables on the dependent variable.
If the significance value is < 0.05, the regression
model is considered significant. In addition, the
coefficient of determination (R?) is used to deter-
mine the extent to which the independent varia-
bles contribute to explaining the dependent vari-
able. An R? value close to 1 indicates that the
model has a stronger ability to explain variations
in the dependent variable.

4. Results and Discussion
4.1 Respondent Characteristics

The research was conducted among tailoring
MSMEs in Lubuklinggau, involving a total of 33
respondents. The researcher obtained an
overview of the respondents’ profiles based on
age, gender, and length of business operation.
1. Respondent Profile Based on Age
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Age Profile of Business Owner Respondents

Picture 2. Age Profile of Business Owner
Respondents

Based on the “Age Profile of
Customer/Consumer Respondents” graph above,
out of a total of 33 respondents, the 31-40 age
group represents the largest group of
customers/consumers, consisting of 12
respondents or 36.40%. This is followed by the
20-30 and 41-50 age groups, each consisting of
9 respondents or 27.30%. Meanwhile,
respondents aged 51 years and above represent
the smallest group, with only 3 respondents or
9.10%. This pattern indicates an increase from
the younger age group to a peak at 31-40 years,
followed by a gradual decline among older age
groups. These findings suggest that individuals
aged 31-40 years constitute the main customer
segment or the most active target market.
Overall, the productive age group of 20-50 years
accounts for approximately 90.9% of the total
respondents, indicating that the businesses
studied primarily serve customers of productive
age, while the proportion of older customers is
considerably smaller.
2. Respondent Profile Based on Gender

Gender Profile of Business Owners

o]

Picture 3. Gender Profile of Business Owners
Based on the gender profile of business
owners shown in the graph above, it can be seen
that, out of the total respondents in this study, 17
business owners are male, representing 51.5%,
while 16 business owners are female,
representing 48.5%. These data indicate that the
proportion of male and female business owners is
relatively balanced, although male business
owners are slightly more dominant than female
business owners, with a difference of only
approximately 3%. This finding indicates that the
businesses included in this study are not
predominantly managed by one gender, but are
operated by both male and female business
owners with nearly equal levels of participation.
3. Respondent Profile Based on Length of
Business Operation
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Respondent Profile Based on Length of Business
Operation

Picture 4. Respondent Profile Based on Length
of Business Operation
The majority of tailoring respondents have
been operating their sewing businesses for 5
years or more, totaling 16 respondents (48.48%).
Respondents whose businesses have been
operating for 3-4 years amounted to 11
respondents (33.33%), while those with 1-2
years of business experience accounted for 6
respondents (18.18%). These data indicate that
most of the tailoring MSMEs included in this
study are relatively established and experienced
businesses, in accordance with the population
criteria established in the research.

4.2 Data Analysis Results

Before the research instrument was used to
collect data from all respondents, validity and
reliability tests were conducted on 24 question-
naire statement items consisting of the design
quality (X;), service quality (X;), and business
performance (Y) variables. The testing was con-
ducted using data from 33 respondents with the
assistance of the SPSS program.
1. Validity Test

Before the research instrument was used to
collect data from all respondents, validity and
reliability tests were conducted on 24 question-
naire statement items consisting of the design
quality (X;), service quality (X;), and business
performance (Y) variables. The testing was con-
ducted using data from 33 respondents with the
assistance of the SPSS program.
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Picture 5. Design Quality Validity Test

The results show that all 8 statement items of
the Design Quality (X;) variable have r-count
values greater than the r-table value. Based on
the validity test using the Pearson correlation with
33 respondents (N = 33), the r-table value at a
5% significance level with df = N — 2 = 31 is
0.344. The analysis results indicate that all
question items have r-count values greater than
the r-table value, namely X1.1 (0.936), X1.2
(0.894), X1.3 (0.904), X1.4 (0.853), X1.5 (0.866),
X1.6 (0.833), X1.7 (0.846), and X1.8 (0.854), with
a significance value (Sig. 2-tailed) of 0.000 for all
items, which is less than 0.01. Therefore, it can
be concluded that all eight question items for the
X, variable are valid and suitable for use as
research instruments.

{

Picture 6. Service Quality Validity Test

The results show that all 8 statement items of
the Service Quality (X;) variable have r-count
values greater than the r-table value. Based on
the validity test using the Pearson correlation with
33 respondents (N = 33), the r-table value at a
5% significance level with df = N - 2 = 31 is
0.344. The analysis results indicate that all
question items for the X, variable have r-count
values greater than the r-table value, namely
X2.1 (0.825), X2.2 (0.865), X2.3 (0.851), X2.4
(0.780), X2.5 (0.832), X2.6 (0.812), X2.7 (0.780),
and X2.8 (0.843), with a significance value (Sig.
2-tailed) of 0.000 for all items, which is less than
0.01. Therefore, it can be concluded that all eight
question items for the X, variable are valid and
suitable for use as research instruments.
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Picture 7. Business Performance Validity
Test

The results show that all 8 statement items of
the Business Performance (Y) variable have r-
count values greater than the r-table value.
Based on the validity test using the Pearson
correlation with 33 respondents (N = 33), the r-
table value at a 5% significance level with df = N
- 2 = 31 is 0.344. The analysis results indicate
that all question items for the Y variable have r-
count values greater than the r-table value,
namely Y1 (0.817), Y2 (0.845), Y3 (0.794), Y4
(0.843), Y5 (0.893), Y6 (0.804), Y7 (0.827), and
Y8 (0.793), with a significance value (Sig. 2-
tailed) of 0.000 for all items, which is less than
0.01. Therefore, it can be concluded that all eight
question items for the Y variable are valid and
suitable for use as research instruments.
2. Reliability Test

The reliability test is used to determine
whether the research instrument is reliable or not.
In this study, reliability was assessed using
Cronbach’s Alpha, with an instrument considered
reliable if the Cronbach’s Alpha value is greater
than 0.60. The results of the reliability test are
presented in the table below.
Table 1. Reliability Test

No. Variable Cronbach’s AlphaNumber  of

Iltems  Description

1 Design Quality (X;) 0954 8
Reliable

2 Service Quality (X3) 0931 8
Reliable

3 Business Performance (Y) 0.933 8
Reliable

Based on the summary of data presented in
Table 4.7, the results of the reliability test using
Cronbach’s Alpha show that the Design Quality
variable (X;) has a Cronbach’s Alpha value of
0.954, the Service Quality variable (X.;) has a
value of 0.931, and the Business Performance
variable (Y) has a value of 0.933, with each vari-
able consisting of 8 question items. Since all
Cronbach’s Alpha values are above 0.90 and
substantially exceed the minimum reliability
threshold of 0.60, it can be concluded that the
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three research instruments (X;, Xz, and Y) are
highly reliable (excellent) and suitable for con-
sistently measuring the variables in this study.

4.3 Classical Assumption Test

Before conducting multiple linear regression
analysis, a classical assumption test was first
conducted to ensure that the regression model
used met the requirements of the Best Linear
Unbiased Estimator (BLUE). The classical as-
sumption tests included the normality test, multi-
collinearity test, and heteroscedasticity test.
1. Normality Test

The normality test aims to determine whether
the residual data in the regression model are
normally distributed. A good regression model is
one in which the residual data are normally dis-
tributed. In this study, normality was tested using
the One-Sample Kolmogorov-Smirnov Test, with
the results presented in the table below.

One-Sample Kolmogorov-Smirnov Test
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Picture 8. Normality Test
Based on the results of the normality test
presented in Table 4.8, the One-Sample
Kolmogorov-Smirnov Test conducted on the
residual data from 33 respondents (N = 33)
produced a Test Statistic value of 0.081 and an
Asymp. Sig. (2-tailed) value of 0.200. The Test
Statistic value of 0.081 represents the largest
absolute difference between the observed
cumulative distribution of the residual data and
the theoretical normal cumulative distribution,
with the maximum difference occurring between
the positive difference of 0.073 and the negative
difference of —0.081. Meanwhile, the Asymp. Sig.
(2-tailed) value of 0.200 is based on the Lilliefors
Significance Correction, which is applied because
the mean and standard deviation of the normal
distribution are estimated from the sample data.
The residual standard deviation is 2.46224209,
indicating the variation or spread of the residual
values around their mean. Since the significance
value of 0.200 is greater than 0.05 (0.200 > 0.05),
it can be concluded that the residual data in this
study are normally distributed. Therefore, the
normality assumption is satisfied, and the
regression model is appropriate for further
analysis.
2. Multicollinearity Test
The multicollinearity test aims to determine

whether a high correlation exists among the in-
dependent variables in the regression model. A
good regression model should not have a correla-
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tion among the independent variables. In this
study, multicollinearity was tested by examining
the Tolerance and Variance Inflation Factor (VIF)
values. A model is considered free from multicol-
linearity if the Tolerance value is > 0.10 and the

Conffsleres

VIF value is < 10.
Picture 9. Multicollinearity Test

Based on the multicollinearity test results
presented in Table 4.9, the multiple linear
regression analysis produced the regression
equation Y = -3.545 + 0.512X; + 0.635X,. The
Design Quality variable has a t-count value of
6.328 with a significance value of 0.000 (< 0.05),
while the Service Quality variable has a t-count
value of 7.352 with a significance value of 0.000
(< 0.05). These results indicate that both
variables have a positive and significant effect on
Business Performance, with Service Quality
having a relatively stronger effect (Beta = 0.644)
than Design Quality (Beta = 0.555). Furthermore,
the multicollinearity test results show that both
independent variables have a Tolerance value of
0.995 (> 0.10) and a VIF value of 1.005 (< 10).
Therefore, it can be concluded that there is no
multicollinearity among the independent variables
in the regression model.
3. Heteroscedasticity Test

The heteroscedasticity test aims to determine
whether there is unequal variance of residuals
from one observation to another in the regression
model. A good regression model is one that does
not exhibit heteroscedasticity and is therefore
considered homoscedastic. In this study, the
Glejser test was used by regressing the absolute
residual values against the independent varia-
bles. If the significance value of each independ-
ent variable is > 0.05, it can be concluded that
heteroscedasticity does not occur in the regres-
sion model

Coofficients”
Standaray

Picture 10. Heteroscedasticity test

Based on the heteroscedasticity test results
presented in Figure 4.8, the Glejser test, which
regressed the absolute residual values
(Abs_RES) against the independent variables,
showed a significance value of 0.612 for the
Design Quality variable (with a t-count of —0.513
and B = -0.025) and 0.535 for the Service Quality
variable (with a t-count of 0.628 and B = 0.033).
Since the significance values of both variables
are greater than 0.05 (0.612 > 0.05 and 0.535 >
0.05), it can be concluded that there is no



Muhammad Farhan, et al

indication of heteroscedasticity in the regression
model for either Design Quality or Service
Quality. These results support the findings of the
previous scatterplot test, indicating that the
regression model in this study satisfies the
homoscedasticity assumption and is suitable for
further analysis.
4.4 Multiple Linear Regression Analysis

This study employs multiple linear regression
analysis to examine the effects of the independ-
ent variables, namely Design Quality (X;) and
Service Quality (Xz), on Business Performance
(Y) as the dependent variable.

Coafficients”
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Picture 11. Multiple Linear Regression Analysis
Based on the data presented in Table 4.9, the

results of the multiple linear regression analysis
produced the equation Y = -3.545 + 0.512X; +
0.635X,, with a t-table value of 2.042 at a 5%
significance level (df = 33 - 2 - 1 = 30). The De-
sign Quality variable has a t-count value of 6.328,
which is greater than the t-table value, with a
significance value of 0.000 (< 0.05). Meanwhile,
the Service Quality variable has a t-count value of
7.352, which is also greater than the t-table val-
ue, with a significance value of 0.000 (< 0.05).
Therefore, both variables have a positive and
significant partial effect on Business Perfor-
mance, with Service Quality having a relatively
more dominant effect (Beta = 0.644) than Design
Quality (Beta = 0.555).

1.) The regression equation can be interpreted as
follows. First, the constant value of —3.545 in-
dicates the estimated value of Business Per-
formance when Design Quality and Service
Quality are equal to zero. The constant has a
t-count of —1.286 and a significance value of
0.208, indicating that it is not statistically sig-
nificant because 0.208 > 0.05. However, the
constant remains an essential component of
the regression equation as the intercept.
Design Quality (X;) has a regression coeffi-
cient (B) of 0.512, with a t-count of 6.328 and
a significance value of 0.000. Since the t-
count is greater than the t-table value (6.328
> 2.042) and the significance value is less
than 0.05, Design Quality has a positive and
significant effect on Business Performance.
This means that every one-unit increase in
Design Quality is associated with an increase
of 0.512 units in Business Performance, as-
suming Service Quality remains constant (ce-
teris paribus). The Beta value of 0.555 indi-
cates a relatively strong contribution of Design
Quality to Business Performance.

Service Quality (X,) has a regression coeffi-
cient (B) of 0.635, with a t-count of 7.352 and
a significance value of 0.000. Since the t-
count is greater than the t-table value (7.352
> 2.042) and the significance value is less
than 0.05, Service Quality has a positive and
significant effect on Business Performance.

2.

N
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This means that every one-unit increase in
Service Quality is associated with an increase
of 0.635 units in Business Performance, as-
suming Design Quality remains constant. The
Beta value of 0.644 indicates that Service
Quality has a greater relative contribution than
Design Quality, making Service Quality the
most dominant factor affecting Business Per-
formance in this regression model.

4.5 Hypothesis Testing

Hypothesis testing is conducted to determine
whether the proposed hypotheses in this study
are accepted or rejected based on the results of
statistical analysis. In this study, hypothesis
testing is used to examine the effects of Design
Quality (X;) and Service Quality (X,) on Business
Performance (Y). The hypothesis testing consists
of a partial test (t-test) to determine the individual
effect of each independent variable on the
dependent variable and a simultaneous test (F-
test) to determine the joint effect of the
independent variables on the dependent variable.
In addition, the coefficient of determination (R?) is
used to determine the extent to which the
independent variables can explain variations in
the dependent variable.
1. Partial Test (t-Test)

The t-test is used to examine the effect of
each independent variable on the dependent
variable partially.
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Picture 12. Partial Test (t-Test)

Based on the picture, the partial test was
conducted to determine the individual effect of
each independent variable, namely Design
Quality and Service Quality, on the dependent
variable, Business Performance. The critical t-
table value was determined at a 5% significance
level using the degrees of freedom formula df = n
- k. Based on the sample size and the number of
independent variables used (33 - 2 = 31), the t-
table value used as the reference was 1.697. The
results of the testing for each variable are
presented as follows:

1.) The Design Quality (X,) variable obtained a t-
count value of 6.328, which is greater than the
t-table value of 1.697, with a significance
value of 0.000, which is less than 0.05. These
results indicate that H; is accepted, meaning
that Design Quality (X;) has a positive and
significant  partial effect on Business
Performance (Y).

2.) The service quality variable obtained a t-value
of 7.352, which is greater than the t-table
value of 1.697, and a significance value of
0.000, which is less than 0.05. These results
indicate that H2 is accepted, meaning that the
service quality variable (X2) has a positive
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and significant partial effect on business

performance (Y).
2. Simultaneous Test (F-Test)

The simultaneous test is used to examine the
effect of all independent variables jointly on the
dependent variable.

anova'

Picture 13. Simultaneous Test (F-Test)

The results of the simultaneous test in Table
4.11, based on the F-test (simultaneous) in the
ANOVA table, show that the calculated F-value is
50.416. This value is obtained by dividing the
Mean Square Regression (326.028) by the Mean
Square Residual (6.467), namely 326.028 =+
6.467 = 50.416. Meanwhile, the Mean Square
Regression is obtained by dividing the Sum of
Squares Regression (652.056) by the Regression
df (2), while the Mean Square Residual is ob-
tained by dividing the Sum of Squares Residual
(194.004) by the Residual df (30).

The F-table value of 3.316 is obtained from
the F-distribution table at a 5% significance level,
with dfl = 2 (the number of independent varia-
bles: Design Quality and Service Quality) and df2
= 30 (calculated using N -k -1=33-2-1=
30). Since the calculated F-value (50.416) is
greater than the F-table value (3.316) and the
significance value (0.000) is less than 0.05, it can
be concluded that Design Quality and Service
Quality simultaneously (jointly) have a positive
and significant effect on Business Performance.
Therefore, the regression model is considered fit
and suitable for predicting Business Perfor-
mance.

3. Coefficient of Determination Test (R?)
Model Summary

Adjusted R Std. Error of
Madel R R Square Square the Estimate
1 a78? T 754 254299
a. Predictors: (Constant), KUALITAS PELAYAMAN, KUALITAS
DESAIN

Picture 14. Coefficient of Determination Test (R?)

The results of the coefficient of determination
testin Table 4.12, based on the Model Summary,
show an R value of 0.878, indicating the multiple
correlation coefficient between Design Quality
and Service Quality jointly with Business Perfor-
mance. This value falls into the very strong rela-
tionship category (within the interval of 0.80—
1.000).

The R Square (R?) value of 0.771 is obtained
by squaring the R value (0.878 x 0.878 = 0.771),
indicating that 77.1% of the variation in Business
Performance can be explained by Design Quality
and Service Quality simultaneously, while the
remaining 22.9% is explained by other factors
outside the research model.

Meanwhile, the Adjusted R Square value of
0.755 represents the R Square value adjusted by
considering the number of independent variables
and the sample size in the model, resulting in a
more accurate estimate. Thus, 75.5% of the vari-
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ation in Business Performance is explained by
the model after adjustment.

The Std. Error of the Estimate value of
2.54299 is obtained from the square root of the
Mean Square Residual value in the previous
ANOVA table (V6.467 = 2.543), indicating the
level of error or deviation of the model in predict-
ing Business Performance.

4.6 Discussion

The Effect of Design Quality and Service
Quiality on the Business Performance of Sewing-
service MSMEs in Lubuklinggau. The data analy-
sis in this study was conducted using SPSS 25,
with the following results:

1. The Effect of Design Quality on Business
Performance of Sewing-service MSMEs in
Lubuklinggau

The results of the analysis show that the De-
sign Quality variable has a regression coefficient
of 0.512, with a calculated t-value of 6.328, which
is greater than the t-table value of 1.697, and a
significance value of 0.000, which is less than
0.05. These findings indicate that Design Quality
has a positive and significant effect on the Busi-
ness Performance of Sewing-service MSMEs in
Lubuklinggau. This means that the better the
design quality produced by tailoring businesses,
in terms of model suitability, size accuracy, stitch-
ing neatness, and the relevance of the fashion
trends offered, the higher the business perfor-
mance achieved.

Product design is one of the important ele-
ments of the product mix that plays a role in
shaping consumers’ perceptions of the value and
superiority of a product compared with competi-
tors (Marketing Management and Consumer Be-
havior, 2021). An attractive design that meets
consumer needs can provide distinctive differen-
tiation, encouraging consumers to choose and
entrust their tailoring needs to businesses capa-
ble of providing better designs. This, in turn, can
increase order volume, customer loyalty, and
business revenue, which are indicators of busi-
ness performance.

Thus, it can be stated that design is not mere-
ly an aesthetic element but also a strategic factor
that can be managed by tailoring MSMEs to im-
prove their competitiveness and business per-
formance amid increasingly competitive market
conditions.

2. The Effect of Service Quality on Business
Performance of Sewing-service MSMEs in
Lubuklinggau

The results of the analysis show that the Ser-
vice Quality variable has a regression coefficient
of 0.635, with a calculated t-value of 7.352, which
is greater than the t-table value of 1.697, and a
significance value of 0.000, which is less than
0.05. These findings indicate that Service Quality
has a positive and significant effect on the Busi-
ness Performance of Sewing-service MSMEs in
Lubuklinggau. Furthermore, Service Quality has a
greater contribution than Design Quality, as indi-
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cated by its Beta value of 0.644 and higher calcu-
lated t-value.

Service quality reflects how business owners
treat customers, starting from the order ac-
ceptance process, timeliness of completion,
friendliness, and responsiveness to customer
complaints. In service-based businesses such as
tailoring, service is a crucial element because the
products produced are customized and highly
dependent on direct interaction between business
owners and customers. Fast, friendly, and cus-
tomer-oriented service can build trust, which ulti-
mately encourages customers to reuse the ser-
vice repeatedly, thereby contributing to improved
business performance.

These results are consistent with previous re-
search showing that service quality affects con-
sumer satisfaction in MSMEs, as well as the
study by Asti and Ayuningtyas (2020), which ex-
amined the effect of service quality, product quali-
ty, and price on consumer satisfaction. The study
found that good service quality consistently con-
tributes to higher levels of customer satisfaction
in small and medium-sized businesses. Similarly,
an international study conducted by Fida et al.
(2020) demonstrated that service quality affects
customer loyalty and satisfaction in the service
sector, confirming that the relationship between
service quality and business performance is uni-
versal and not limited to a particular sector. In
addition, research on service quality gaps in
MSMEs further emphasizes that systematic ser-
vice quality management is important for improv-
ing customer experiences and maintaining sus-
tainable business performance.

The stronger influence of Service Quality
compared with Design Quality also indicates that
in service-based businesses such as tailoring, the
human touch and customer experience through-
out the transaction process are key determinants
of business success, even more so than the
technical aspects of the final product alone.

3. The Simultaneous Effect of Design Quality
and Service Quality on Business Performance
of Sewing-service MSMEs in Lubuklinggau

The results of the simultaneous test (F-test)
show that the calculated F-value is 50.416, which
is greater than the F-table value of 3.316, with a
significance value of 0.000, which is less than
0.05. These results demonstrate that Design
Quality and Service Quality simultaneously have
a positive and significant effect on the Business
Performance of Sewing-service MSMEs in Lu-
buklinggau. Furthermore, the coefficient of de-
termination (R Square) of 0.771 indicates that
77.1% of the variation in Business Performance
can be jointly explained by these two variables,
while the remaining 22.9% is influenced by other
factors outside the research model, such as
price, business location, promotion, business
capital, and entrepreneurial competence.

These findings reinforce the view that the
success of service businesses, including tailoring
businesses, cannot rely on a single aspect but
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rather results from the synergy between the quali-
ty of the products or designs produced and the
quality of service provided to customers. These
two aspects complement each other: good design
attracts customers’ initial interest, while good
service maintains long-term relationships and
encourages repeat orders and word-of-mouth
recommendations.

This is consistent with research showing that
business capital and product quality simultane-
ously have a positive and significant effect on
MSME performance, emphasizing that a combi-
nation of various internal business factors jointly
contributes more substantially to performance
than when each factor is examined separately. In
addition, research on the role of MSMEs in re-
gional economic growth emphasizes the im-
portance of improving various aspects of quality
in an integrated manner, including product and
service quality, to enable MSMEs to compete and
grow sustainably amid changing market dynam-
ics.

Therefore, strategies for improving the busi-
ness performance of sewing-service MSMEs in
Lubuklinggau should be implemented holistically
by continuously developing creativity and design
variety while simultaneously strengthening ser-
vice standards for customers, as both factors
have been empirically proven to significantly con-
tribute to improved business performance.

5. conclusions and suggestions

5.1 conclusions
Based on the results of the data analysis and

discussion regarding the effect of Design Quality

and Service Quality on Business Performance
among Sewing-service MSMEs in Lubuklinggau,
the following conclusions can be drawn:

1. Design Quality has a positive and significant
effect on Business Performance among Sew-
ing-service MSMEs in Lubuklinggau. This is
evidenced by the calculated t-value of 6.328,
which is greater than the t-table value of
1.697, and a significance value of 0.000,
which is less than 0.05. Therefore, the better
the design quality produced by business own-
ers, the higher the business performance
achieved.

2. Service Quality has a positive and significant
effect on Business Performance among Sew-
ing-service MSMEs in Lubuklinggau. This is
evidenced by the calculated t-value of 7.352,
which is greater than the t-table value of
1.697, and a significance value of 0.000,
which is less than 0.05. Service Quality also
demonstrates a more dominant effect than
Design Quality, as indicated by its Beta value
of 0.644 and higher calculated t-value. Thus,
the better the service quality provided to cus-
tomers, the higher the business performance
achieved.

3. Design Quality and Service Quality simulta-
neously have a positive and significant effect
on Business Performance among Sewing-
service MSMEs in Lubuklinggau. This is evi-
denced by the calculated F-value of 50.416,
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which is greater than the F-table value of

3.316, with a significance value of 0.000,

which is less than 0.05.

4. The coefficient of determination (R Square) of
0.771 indicates that 77.1% of the variation in
Business Performance can be jointly ex-
plained by Design Quality and Service Quali-
ty, while the remaining 22.9% is influenced by
other factors outside the research model,
such as price, business location, promotion,
business capital, and the entrepreneurial
competence of business owners.

5. The research instruments were declared valid
(with the calculated r-value of each item
greater than the r-table value of 0.344) and
reliable (with Cronbach’s Alpha values above
0.90 for all variables). Therefore, the resulting
data can be statistically justified. In addition,
the regression model in this study met the
classical assumption tests, namely normally
distributed data (Sig. = 0.200 > 0.05), no mul-
ticollinearity (Tolerance = 0.995 > 0.10 and
VIF = 1.005 < 10), and no heteroscedasticity.
Therefore, the regression model used is con-
sidered appropriate (BLUE) for predicting
Business Performance.

Overall, it can be concluded that Design
Quality and Service Quality are two important
factors that significantly determine the level of
Business Performance among Sewing-service
MSMEs in Lubuklinggau, both partially and simul-
taneously.

5.2 Suggestions

Based on the conclusions above, the follow-
ing recommendations can be made:

1. For Tailoring Service MSME Owners, it is
recommended that they prioritize improving
Service Quality, as this variable has been
proven to have the most dominant effect on
Business Performance, as indicated by a Beta
value of 0.644 and a calculated t-value of
7.352, which are higher than those of Design
Quality, with a Beta value of 0.555 and a cal-
culated t-value of 6.328. Efforts to improve
service quality can include completing orders
on time, providing friendly customer service,
and responding promptly to customer com-
plaints. Each one-unit increase in Service
Quality is proven to increase Business Per-
formance by 0.635 units (B value). In addition,
Design Quality should also continue to be im-
proved, as this variable also has a significant
effect (t-value 6.328 > t-table 1.697; Sig.
0.000 < 0.05) and can increase Business Per-
formance by 0.512 units for every one-unit in-
crease in Design Quality.

2. For Future Researchers, it is recommended to
include additional variables outside the re-
search model, considering that the R Square
value is 0.771 (77.1%). This means that
22.9% of the variation in Business Perfor-
mance remains unexplained by Design Quali-
ty and Service Quality. Therefore, future stud-
ies may examine other factors such as price,
business location, promotion, business capi-
tal, or entrepreneurial competence to develop
a more comprehensive research model. In
addition, future researchers are encouraged
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to increase the sample size, as this study only
involved 33 respondents. Increasing the sam-
ple size is expected to improve the accuracy
and generalizability of the research findings.

3. For Local Governments/Relevant Agencies, it
is recommended to provide training and assis-
tance to MSME owners in Lubuklinggau, par-
ticularly in product design development and
service quality improvement. This is important
because the simultaneous test shows that
both variables jointly have a very strong effect
on Business Performance, with a calculated
F-value of 50.416, which is considerably
higher than the F-table value of 3.316, and
they are able to explain 77.1% of the variation
in Business Performance (R Square = 0.771).
Therefore, improvements in both aspects are
expected to have a significant impact on the
sustainability and growth of MSMEs in the re-
gion.
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