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ABSTRACT 
This research is motivated by the increasingly tight competition conditions in the clothing retail business and the low sales volume at the Fashion Parking Clothing Store, which is thought to be influenced by consumer behavior and purchasing interests that tend to change, the jump between product expectations and reality, and suboptimal marketing strategies. The purpose of this study was to determine the Influence of Consumer Behavior and Purchase Intention on Sales Volume at the Parkir Fashion Clothing Store. This research was conducted at the Parkir Fashion Clothing Store located at Jalan Kapten Muslim, Helvetia Tengah, Helvetia District, Medan City, North Sumatra 20117-Indonesia. The population in this study was all consumers who made purchases at the Parkir Fashion clothing store. The sampling method used in this study was a nonprobability sampling technique, resulting in a sample of 96 respondents. This study used primary data collected using a questionnaire. Data analysis methods used data analysis, multiple linear regression, classical assumptions, hypothesis testing, and coefficient of determination tests using SPSS 24 for Windows. The results showed that consumer behavior and purchasing interest partially influenced sales volume at the Parkir Fashion clothing store. Consumer behavior and purchasing interest simultaneously influenced sales volume at the Parkir Fashion clothing store. The coefficient of determination test showed that 54.6% of sales volume factors could be explained by consumer behavior and purchasing interest variables, while the remaining 43.6% was explained by other factors not examined in this study.
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INTRODUCTION
The business world, particularly in the clothing retail sector, is experiencing increasingly fierce competition along with changes in consumer behavior and the increasing variety of product choices available on the market. This situation requires businesses to understand consumer needs, desires, and preferences in order to maintain and increase sales volume. According to Kotler and Keller (2015), marketing is a social and managerial process that enables individuals and groups to obtain what they need and want through the creation and exchange of value. Therefore, understanding consumer behavior and purchasing intentions is a crucial factor in determining the success of a product's sales.
Consumer behavior describes the actions of individuals in searching for, purchasing, using, and disposing of products or services that they expect to meet their needs (Schiffman & Kanuk, 2015). Changes in lifestyle, tastes, and psychological and social factors can influence consumer purchasing decisions. Fahmi (2016) explains that consumer behavior is the result of the interaction between internal and external factors that drive a person's purchasing decisions. In addition to consumer behavior, purchasing intentions are also important variables closely related to sales volume. Purchase intention reflects a consumer's tendency to purchase a product after evaluating its perceived benefits and value (Kotler & Keller, 2016).
Parking Fashion Clothing Store, a clothing retailer, is facing weak sales volume, possibly influenced by changes in consumer behavior and customer purchase intention. This situation indicates a gap between the implemented marketing strategy and consumer expectations. According to Daryanto and Setyobudi (2016), sales success is determined not only by product quality but also by the company's ability to understand and respond appropriately to consumer behavior. Therefore, this research is important and urgent to provide an empirical basis for managerial decision-making.
The urgency of this research is also reinforced by the results of relevant previous research. Research conducted by Laia and Siregar (2023) shows that consumer behavior has a significant influence on credit sales of Yamaha motorcycles, indicating that understanding consumer patterns and attitudes plays a significant role in increasing sales. Furthermore, Sadi and Suyanto (2023) found in their research that consumer behavior significantly influences product sales volume, so changes in consumer preferences and decisions can directly impact a product's sales level. Furthermore, research by Nur et al. (2023) concluded that consumer purchasing interest and behavior significantly influence sales volume, indicating that the higher the consumer purchasing interest, the greater the opportunity for increased sales volume. These findings confirm that consumer behavior and purchasing interest are important variables that need to be considered in efforts to increase sales volume.
The purpose of this study was to determine and analyze the influence of consumer behavior and purchasing interest on sales volume, both partially and simultaneously, at the Parkir Fashion Clothing Store. The problem-solving plan for this study was implemented through a quantitative approach, collecting primary data using questionnaires and analyzing it through multiple linear regression. This method was chosen because it is considered capable of providing an objective picture of the relationships between research variables (Sugiyono, 2017).
Based on the theoretical foundation and previous research, the hypotheses proposed in this study are: (1) Consumer behavior has a positive and significant influence on sales volume,                    (2) Purchase intention has a positive and significant influence on sales volume, and (3) Consumer behavior and purchase intention simultaneously have a positive and significant influence on sales volume.

RESEARCH METHODS
This study uses a descriptive and associative research design with a quantitative approach conducted at the Parkir Fashion Clothing Store located at Jalan Kapten Muslim, Helvetia Tengah, Helvetia District, Medan City, North Sumatra, Indonesia. The population in this study were all consumers who had made purchases at the Parkir Fashion Clothing Store. Sampling was determined using a non-probability sampling technique with a purposive sampling method, resulting in a sample of 96 respondents with the criteria of consumers who had made purchases at least twice at the Parkir Fashion Clothing Store. The research data consisted of primary data obtained through questionnaires, observations, surveys, and interviews. The research variables included consumer behavior (X₁) and purchasing interest (X₂) as independent variables and sales volume (Y) as the dependent variable measured using a Likert scale. The collected data were analyzed using multiple linear regression with the help of the IBM SPSS version 24 program, which began with an instrument quality test in the form of a validity and reliability test, followed by a classical assumption test which included normality, multicollinearity, and heteroscedasticity tests, as well as hypothesis testing through the t-test, F-test, and coefficient of determination (R²).

RESULTS AND DISCUSSION
Validity and Reliability Test
Validity Test
According to Sugiyono (2018), validity testing is the comparison of data reported by researchers with data obtained directly from research subjects. Validity testing is used to measure the validity, or at least the reliability, of a questionnaire.
Table 1. Consumer Behavior Validity Test
	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item- Total
Correlation
	Cronbach's Alpha if Item Deleted

	X1.1
	17.3438
	2.249
	.353
	.362

	X1.2
	17.2604
	1.984
	.465
	.397

	X1.3
	17.3438
	2.481
	.430
	.390

	X1.4
	17.2396
	2.163
	.422
	.327

	X1.5
	17.1458
	2.989
	.371
	.274



The results of the table above show that all questions in this study have a calculated value greater than the r table, namely 0.200, which means that all questionnaire questions are declared valid and suitable for use in research.
Table 2 Purchase Interest Validity Test
	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	X2.1
	21.2083
	3.219
	.360
	.358

	X2.2
	21.4896
	3.937
	.376
	.535

	X2.3
	21.3021
	3.729
	.486
	.411

	X2.4
	21.2917
	4.146
	.319
	.490

	X2.5
	21.1563
	3.691
	.332
	.390

	X2.6
	21.3646
	3.539
	.317
	.391



Based on the test results in the table above, the six question items produced a correlation coefficient greater than the r-table, namely 0.200. Therefore, the questions were able to measure purchasing interest. Based on this, the question item for variable X2 can be concluded to have passed the validity test.
Table 3 Sales Volume Validity Test
	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item- Total
Correlation
	Cronbach's Alpha if Item Deleted

	Y1
	21.6354
	4.339
	.235
	.539

	Y2
	21.7917
	3.788
	.343
	.488

	Y3
	21.6979
	3.729
	.416
	.450

	Y4
	21.7292
	4.326
	.392
	.563

	Y5
	21.7292
	4.242
	.344
	.493

	Y6
	21.3646
	4.550
	.280
	.521


From the results of the table above, it shows that all questions in this study have a calculated value greater than the r table, namely 0.200, which means that all questionnaire questions are declared valid and suitable for use in research.
Reliability Test
Reliability testing is a method for measuring the consistency of a questionnaire, which is an indicator of a variable or construct. This test is conducted after validity testing, and the test item must be valid. The reliability of a variable construct is considered good if it has a Cronbach's Alpha value > 0.6. In this study, 0.6 was chosen as the reliability coefficient. Reliability testing was conducted using the following criteria:
If r alpha > r table, the questionnaire is reliable.
If r alpha < r table, the questionnaire is unreliable.
Table 4 of Reliability Test Results
	No
	Variabel
	Cronbach Alpha
	kreteria
	keterangan

	1
	Volume penjualan (Y)
	0,756
	0,60
	Realibel

	2
	Perilaku konsumen (X1)
	0,696
	0,60
	Realibel

	3
	Minat beli (X2)
	0,761
	0,60
	Realibel


Based on the test results in the table above, the results for each variable are > 0.6, so based on the reliability criteria, all variables are declared reliable in measuring sales volume, consumer behavior and purchasing demand.

Classical Assumption Test
Normality Test
According to Sugiyono (2017), the normality test is used to assess whether the variables under study are normally distributed or not. The normality test is used to determine whether the residuals obtained are normally distributed. This statistical test uses the Kolmogorov-Smirnov test. If the significance value is >0.05, the residuals are considered normally distributed, and vice versa.
1) If the sig value is >0.05, the residuals are normally distributed.
2) If the sig value is <0.005, the residuals are not normally distributed.
Table 5 of Normality Test Results
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized
Residual

	N
	
	96

	Normal Parametersa,b
	Mean
	.0000000

	
	Std. Deviation
	2.03714451

	Most Extreme Differences
	Absolute
	.086

	
	Positive
	.039

	
	Negative
	-.086

	Test Statistic
	
	.086

	Asymp. Sig. (2-tailed)
	
	.180c

	a. Test distribution is Normal.

	b. Calculated from data.

	c. Lilliefors Significance Correction.


The results of the Kolmogorov-Smirnov analysis show that the significance value is > 0.05, namely 0.180, so the data is normally distributed.
Heteroscedasticity Test
According to Ghozali (2018), the heteroscedasticity test is a test to determine whether there is inequality in residual variance from one observation to another in a regression model.
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Figure 1. Heteroscedasticity Test Results
Based on the scatterplot above, it can be seen that the points are spread randomly, do not form a particular pattern or are irregular and the points are also spread above and below the number 0 on the Y axis. This indicates that there is no heteroscedasticity.

Multicollinearity Test
According to Ghozali (2017), the multicollinearity test aims to determine whether a regression model exhibits a high or perfect correlation between independent variables. The multicollinearity test aims to determine whether a correlation exists between the independent and dependent variables in the regression model. The presence or absence of multicollinearity can be determined by the tolerance and variance inflation factor (VIF) values. A regression model is considered free of multicollinearity if the tolerance value for the independent variables is greater than 0.1 and the VIF is less than 10.
Table 6 Multicollinearity Test Results 
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	5.770
	3.736
	
	1.544
	.126
	
	

	
	Perilaku konsumen
	.576
	.122
	.427
	4.734
	.000
	.995
	1.005

	
	Minat beli
	.304
	.096
	.285
	3.160
	.002
	.995
	1.005

	a. Dependent Variable: volume penjualan



In the table above, it can be seen that the tolerance and VIF values ​​for all variables show that the tolerance value for each variable is greater than 10% and the VIF value is less than 10, which means that the regression equation model is free from multicollinearity.

Multiple Linear Regression Analysis
This model is used to determine the extent of influence of each independent variable on the dependent variable, both simultaneously and partially.
Table 7 Multiple Linear Regression
	

Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	

t
	

Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.770
	3.736
	
	1.544
	.126

	
	Perilaku konsumen
	.576
	.122
	.427
	4.734
	.000

	
	Minat beli
	.304
	.096
	.285
	3.160
	.002

	a. Dependent Variable: volume penjualan


Based on the results of the multiple linear regression analysis presented in Table 13, the following regression equation can be constructed:
Y = 5.770 + 0.576X1 + 0.304X2
Based on the regression equation above, the following can be explained:
a) A constant of 5.770 means that if the consumer behavior and purchase intention variables are equal to 0, then the sales volume (Y) will be 6.5770.
b) The regression coefficient for the consumer behavior variable (X1) is 0.576, meaning that if the other independent variables remain constant and consumer behavior increases by 1%, then consumer behavior will increase by 0.576. A positive coefficient indicates a positive relationship between consumer behavior and sales volume.
c) The regression coefficient for the purchase intention variable (X2) is 0.304, meaning that if the other independent variables remain constant and purchase intention increases by 1%, then purchase intention will increase by 0.304. A positive coefficient means that there is a positive relationship between purchasing interest and sales volume.

Hypothesis Testing
A hypothesis is a tentative answer that must be tested. The purpose of this test is to determine whether the tentative answer is accepted or rejected.
Partial Significance Test (t-Test)
The criteria for drawing conclusions based on the test results are that if the probability value (sig)-t is smaller than 0.05, it is stated that the independent variable has an effect on the dependent variable, conversely, if the probability value (sig)-t is greater than 0.05, it is stated that there is no influence between the independent variables on the dependent variable.

Table 8 of Partial Significance Test Results (t-Test)
	

Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.770
	3.736
	
	1.544
	.126

	
	Perilaku konsumen
	.576
	.122
	.427
	4.734
	.000

	
	Minat beli
	.304
	.096
	.285
	3.160
	.002

	a. Dependent Variable: volume penjualan


Based on the table of processed SPSS results, the following conclusions can be drawn regarding the significance or influence of the independent variables on the dependent variable:
1. The calculated t-value for consumer behavior (X1) is 4.734 with a significance level of 0.000. This means that consumer behavior has a positive and significant effect on sales volume, with a calculated t-value of 4.734 > t-table 1.985 and a significance level of 0.000 < 0.05.
2. The calculated t-value for purchase intention (X2) is 3.160 with a significance level of 0.002. This means that purchase intention has a positive and significant effect on sales volume, with a calculated t-value of 3.160 > t-table 1.985 and a significance level of 0.002 < 0.05.
Simultaneous Significance Test (F-Test)
The F test is a test that can determine the simultaneous influence of all independent variables on the dependent variable. The F-test is conducted to determine whether the regression model used is suitable for use as a data testing model and the proposed hypothesis. If sig < 0.05, the research model is suitable for use. Conversely, if sig > 0.05, the research model is not suitable for use.
Table 9 of Simultaneous Significance Test Results (F Test)
	ANOVAa

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	128.744
	2
	64.372
	15.185
	.000b

	
	Residual
	394.246
	93
	4.239
	
	

	
	Total
	522.990
	95
	
	
	

	a. Dependent Variable: kepuasaan pelanggan

	b. Predictors: (Constant), minat beli, perilaku konsumen


The table shows that the calculated F value is 41.866 with a significance level of 0.000. Using a significance level (α) of 5%. Based on the table, 0.000 < 0.05, and the calculated F value is 41.866, the table shows that there is a simultaneous influence between consumer behavior and purchasing interest on customer satisfaction.

Coefficient of Determination
Determination analysis is used to determine the percentage contribution of the independent variable (X) simultaneously to the dependent variable (Y). A larger coefficient of determination (R2) indicates a better correlation between X and Y, where 0 < R2 < 1. Conversely, a smaller R2 indicates a small effect of the independent variable on the dependent variable. This is not sufficient to explain the influence of the independent variable being studied on the dependent variable (Ghozali, 2018:97).
Table 10. Coefficient of Determination (R2)
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of
the Estimate

	1
	.696a
	.546
	.530
	2.05893

	a. Predictors: (Constant), X2, X1


The results of the determinant test in the table above show that:
a) The R value is 0.696, indicating a 69.6% relationship between consumer behavior and purchase intention and sales volume. This indicates a very strong relationship.
b) The R Square is 0.546, indicating that 54.6% of the sales volume factors can be explained by consumer behavior and purchase intention, while the remaining 43.6% is explained by other factors not examined in this study.
CONCLUSIONS
Consumer behavior has a significant and partial positive effect on sales volume at the Parkir Fashion Clothing Store. Purchase intention has a significant and partial positive effect on sales volume at the Parkir Fashion Clothing Store. Consumer behavior and purchase intention simultaneously have a significant and simultaneous positive effect on sales volume at the Parkir Fashion Clothing Store.
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