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Abstract: Due to major shifts in consumer behavior, instant food products—like canned fish 

products—are currently becoming widespread and consumed by a large number of people. 

Inevitably, this makes competition fiercer in this sector. Therefore, companies must focus on 

customer satisfaction and fulfillment to shape their purchasing decisions. This study aimed to 

examine the factors influencing consumers' decision to choose canned fish products. Eight 

independent variables—brand image, product quality, product price, product taste, product 

availability, product packaging, brand trust, and consumer satisfaction—were hypothesized to 

influence consumers' purchasing decisions in canned fish products as dependent variables. Primary 

data was collected through an online survey using pre-designed questionnaires to achieve the study 

objective. Then, the binary logistic regression was employed to analyze the data. The results of this 

study indicated that brand image, product quality, product taste, product availability, brand trust, 

and customer satisfaction significantly affected purchasing decisions for canned fish products. These 

findings serve as important indicators and valuable insights in promoting the canned fish product. 

These facts and findings indicate that company should recognize that improving product quality 

through innovation, competitive advantage strategies, and technology adoption are important 

advantages for the sustainable growth of canned fish products. 

Keywords: canned fish; consumer behavior; purchasing factors; binary logistic regression; Makassar 

City 

 

1. Introduction 

The world is constantly changing, and nothing has been stagnant. Computers and the digital 

revolution are expanding worldwide, changing people's relationships [1] and their habits. 
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Competition has become more difficult as the world has become more globalized and technologically 

advanced. The consumer can readily buy a product made in any part of the world [2]. Consumer 

purchasing behavior is currently undergoing significant transformation. Consumer views regarding 

traditionalism and retail innovation are crucial for long-term consumer behavior evolution [3]. One 

of the most prominent changes in consumer behavior today is the pattern or way of choosing food. 

In recent years, people have shifted their eating habits from eating freshly produced food to eating 

food that is already prepared [4, 5]. Montero et al. [6] and Yu et al. [7] define ready-to-eat (RTE) meals 

as meals that have been pre-cooked, packaged, and prepared for immediate consumption. These 

meals necessitate no additional preparation or cooking beyond conventional heating. The removal or 

substantial alleviation of meal preparation-related stress is a notable advantage for clients whose 

busy schedules are partly attributable to the fast tempo of life. The pressures of their busy lives led 

them to naturally favor simple cooking methods that did not need much time and goods that could 

be prepared quickly [8]. According to Azman et al. [4] and Pane [9], consumers' preferences have 

shifted away from freshly prepared meals and toward ready-to-eat foods due to lifestyle changes. 

Current consumer behavior that leads to various practical things is undoubtedly an opportunity for 

business actors. This makes traded packaged products increasingly widespread [10], including 

canned foods. 

The canning technique makes it possible for food to be delivered, preserved, and consumed over 

an extended time on a worldwide scale securely [11]. Canned foods are an essential part of the diets 

of most people in both developed and developing nations because they provide a broader selection 

of healthy and high-quality foods, and they are available in a form that is convenient throughout the 

year [12]. Canned fish is a sort of canned food that is in high demand among customers all over the 

world. This is partly because it can be stored for an extended time, is ready for eating, and is 

inexpensive [13]. Consequently, it becomes a reliable option when you are in a hurry to eat but do 

not have much time to prepare meals on your own [14]. Fish that has been canned is a handy dietary 

alternative rich in essential nutrients, protein, vitamins, and minerals, all of which contribute to 

enhancing the health benefits associated with eating fish [15, 16, 17]. Although it is practical, canned 

fish is a convenient food choice. Fish such as sardines, tuna, mackerel, salmon, and herring are 

typically the types of fish that are processed into canned fish. In response to the market's demands, 

the canning business uses a variety of filler mediums and other additives. According to Sathsarani et 

al. [18], the filling medium enhances the final product's taste, texture, and flavor. With changes in 

consumer behavior and tastes for canned fish products, this industry is seen as a potential business, 

causing this industry to increase rapidly.  

Over time, consumer needs for canned fish are also increasingly diverse, leading to the 

development of producers' brands and types of canned fish products [14]. Some choices of canned 

fish brands offered on the Indone s ia n  market are ABC, Botan, Gaga, Maya, Pronas, and so on. 

Based on brand index data reported by the Top Brand Award (2023), it is known that the ABC canned 

fish brand is the most well-known brand in the community and is the most popular brand in the 

market, attracting a lot of public buying interest. Consumers are encouraged to discriminate more 

when selecting canned fish products that meet their requirements and wishes due to the competition 

between the many brands of canned fish products that are now available on the market [19, 20]. This 

competition results in consumers having a variety of options to choose from. Therefore, to keep their 

businesses afloat in the face of intense competition, business actors need to create plans. 

Brands perform a wide range of important functions. At their most fundamental level, brands 

act as markers for the products and services a company offers its customers. According to Cuong 

[21], brands can simplify selection, ensure quality, reduce risk, and establish product confidence. This 

is all from the perspective of the consumer. If a brand can captivate its audience, then that audience 

is more likely to purchase the products and services offered by that brand. A brand can be compared 

to life in terms of the success of a product in terms of meeting sales targets [22]. This is because a 

brand is a representation of a person's life. According to Pambhudi [20], the brand of a thing is a 

reflection of the features or attributes of the product in the market. The company's dedication to 
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building a strong and competitive brand from a consumer perspective has become one of the top 

priority factors in the business environment. This is due to the important role of brands in consumer 

decision-making [23]. According to Zeren and Kara's [24] research, branding is an essential 

component of marketing strategy. When executed correctly, it can increase consumer loyalty, increase 

intentions to purchase, and enhance business success rates. To be successful in the highly competitive 

business field, a person must be able to provide clients with a positive impression of their product 

[25].  

To summarize, individuals are more likely to purchase a product that has, in the past, garnered 

recognition and is already present in their cognition. This, as stated by Sutrisno [26], has the potential 

to help consumers feel more confident when making choices about their purchases. It is a common 

misconception among consumers that brands already well-known in the market are superior to other 

brands and of higher quality. The general public has the presumption that well-known brands in the 

market will provide more comprehensive information than other brands of products. When 

consumers have access to a brand, they can better differentiate between the various products 

available on the market [20].  

A purchase decision is the consumer's final action before purchasing and choosing a brand [27, 

28]. This choice is comprised of various stages [29]. A buy decision is an individual's decision to select 

the best option from many available options. Schiffman and Kanuk described this decision. To 

determine the attitude of the subsequent purchase, a genuine follow-up accompanies this decision, 

and an appraisal of the decision made [30, 31]. The purchase decisions of an individual are 

determined by their attitude toward adopting a product or service that they believe will satisfy them, 

as well as their readiness to incur whatever risks are necessary to achieve this satisfaction [32]. 

Customers are more inclined to remain loyal to a product and make additional purchases if they have 

previously bought and are pleased with the product they have purchased. Therefore, customer 

satisfaction must be maintained by canned fish producers to compete with other canned fish products 

and other processed products [14]. Businesses take many different approaches to augment their sales 

and fulfill the requirements of their clientele. The realization of this fact makes it abundantly evident 

that marketing is one of the primary activities businesses engage in to ensure their continued 

existence, grow and generate profits, and increase their position compared to other businesses that 

compete with them [33]. The right marketing strategy will certainly affect the sales of canned fish 

companies. Thus, canned fish producers need to know the factors that can increase purchases and 

satisfaction for canned fish consumers. Hence, this study aimed to examine the factors influencing 

consumers' choice of canned fish products. 

2. Literature Review and Conceptual Framework 

The extreme level of competition in the business world is a direct result of the numerous brands 

of canned fish that are currently accessible on the market. Developing marketing strategies is a 

requirement for businesses, as it is a given that they are required to do so to capture customers' 

attention and urge them to make purchases. Consumers are subject to being misled by various 

reasons when they select a brand from the category of canned fish items to ingest. Some factors 

responsible for these factors include the brand's image, quality, pricing, flavor, availability, 

packaging, consumer satisfaction, and brand trust among consumers. Next, we will discuss building 

a conceptual framework and the impact of each independent variable on the customer's decision to 

purchase the canned fish product. Both of these topics will be covered in the following sub-section. 

2.1. Brand Image 

Several researchers have concluded that brand image can be described as the perceptions of a 

brand that are represented in the brand associations that are kept in users' memory [34, 35, 36, 37, 39]. 

According to Agmeka et al. [39], brand image is considered one of the most significant intangible 

assets that affect how customers view a company. This is because customers perceive a company 

based on its brand image. The research conducted by the writers is the source of this information. 
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Consequently, the firm's brand image affects the prospective purchasers of the product or service. 

Mursandi et al. [40] noted that customers can develop this perception of the brand based on the 

knowledge or experience they have with the brand. It is necessary to consider this. There is a 

possibility that customers will encounter this particular issue. According to the findings of an 

investigation by Benhardy et al. [41], individuals are more likely to remember and respect businesses 

with a favorable and positive image. Furthermore, according to Temaja and Yasa [42], consumers can 

distinguish certain items, determine the quality of such products, reduce the likelihood of purchasing 

a product, and experience complete pleasure and delight due to the differentiation of the product 

through the utilization of brand image.  

As a consequence of having a reputation and credibility [43], the process of creating a brand is 

substantially influenced by the brand image that is associated with the brand. This is because the 

brand image is associated with the brand. This is because it can drive the decisions that customers 

make concerning a particular brand, which in turn influences the purchasing behavior of consumers 

[44, 45]. To be more specific, this is because, as stated by Rahayu et al. [46], consumers will be more 

enthusiastic about purchasing a product if the image of the product is more favorable. Furthermore, 

according to the outcomes of research by Fatimah and Nurtantiono [47], a brand image's presence 

affects a consumer’s decision whether or not to acquire a product or service. When it comes to 

persuading customers to make decisions regarding their purchases, the fact that this is the case 

illustrates that the image of a company is a crucial component to consider. When companies targeted 

toward consumers connect with their customers, their messages may include information about the 

product's quality and the promise the company has made, potentially affecting consumers' decisions. 

2.2. Product Quality 

Purba et al. [48] and Wantara & Tambrin [49] have both stated that product quality is comprised 

of all of the attributes and features of a product or service and that it is determined by the product's 

capacity to fulfill the demands of the consumer, regardless of whether those demands are stated or 

inferred. As a result, product quality is defined by the product's ability to fulfill the consumer's 

demands. Before making a purchase decision, buyers will consider various aspects, including the 

quality of the goods or services offered. As a consequence of this, the organization is obligated to 

continuously pay attention to and ensure that the quality of its goods is maintained [50]. When 

deciding to purchase something, one of the most important aspects is the quality of the goods offered. 

One of the techniques that marketers use to determine the placement of their products in the market 

is the quality of the product, also referred to as "product quality." This is one of the instruments that 

marketers use. When a company wants to aid or support efforts to improve or maintain the product 

placement in its target market, it must choose the degree of product quality it produces [51, 35]. This 

is because the company is the one responsible for the product. This means that the company must 

choose the level of product quality that it produces.  

According to Girsang et al. [52], businesses can boost their revenues by retaining their existing 

customers and attracting new customers by utilizing high-quality items offered by the firm.  

According to Barreto et al. [53], customers will make decisions to acquire a product consistently if 

they believe that the product is compatible with them and, in addition, if the product can fulfill the 

needs they established for themselves. Following a study by Pratama et al. [54], it is general 

information that the impact of a product’s quality on a consumer's decision regarding whether or not 

to acquire that product is a significant factor. In light of this, one might conclude that the possibility 

of a customer making a purchase increases in direct correlates to the quality of the goods being 

available for purchase. Consequently, there will be an increased likelihood that they will settle on a 

conclusion concerning their purchase. The fact that purchases are impacted by product quality is 

evidenced by the fact that product quality is a factor that is considered during the decision-making 

process when purchasing a product. This fact reveals that product quality is a factor that is 

considered. 
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2.3. Product Price 

Benhardy et al. [41] stated that "price" comes from the money the client must trade to purchase 

an item or service. The quantity of money the customer must pay is sometimes called the price. When 

referring to a product or service, the term "price" refers to the total amount of money required to be 

paid to receive the item or service. In their 2019 study, Wantara and Tambrin [49] found that the price 

of goods considerably affects both individual satisfaction and product loyalty. This is because a 

consumer carefully considers whether or not he is getting the most value out of the goods concerning 

the amount of money he is paying for them. To arrive at an acceptable value, it is necessary to 

consider the fairness procedure in pricing. A comparison of the price to other qualities associated 

with the standard, procedure, value, reference, and norm is required to determine whether the price 

is fair. This is how they determine whether or not the prices are reasonable. When choosing the 

products or services they will use, the price is the key factor buyers consider. Customers will be 

dissuaded from making purchases of items or services if the price is set too high, and vice versa. If 

the price is too low, customers will frequently regard the goods or services offered as inferior quality 

[55]. 

Prices that are set excessively high. The research findings that Siregar and his colleagues carried 

out in 2022 support this assertion. As a result of the fact that customers frequently analyze the price 

of a product before making a purchase [56], it is clear that the price element is a crucial concern for 

customers when it comes to making a purchase choice and influencing the degree to which they are 

satisfied with the product. According to the outcomes of research by Rahmatullah [57], it is common 

knowledge that price variables positively and considerably influence decisions about acquiring 

products and services. This is evidenced by the fact that the research findings were not surprising. 

This means that the better affordability of the pricing supplied to customers will increase the number 

of purchases made by those customers purchasing the product or service. Considering this, the 

corporation must ensure that its products' prices either remain unchanged or increase after the 

advantages provided to clients. 

2.4. Product Taste 

Taste is the outcome of the exertion of taste buds, which are found on the tongue, cheeks, 

esophagus, and roof of the mouth, according to Drummond and Brefere [58]. flavor buds are 

responsible for the sensation of flavor. The experience of flavor is produced by the taste buds in the 

mouth. The five kinds of human senses that combine to generate taste are hearing, smell, touch, sight, 

and taste. Taste is the sixth sense. Among these five senses, taste is a form of collaboration that occurs. 

An examination of a food item's scent, flavor, and the degree to which it has developed over time can 

be used to determine the flavor of the food item. This is an important issue because the product's 

flavor plays a significant influence in determining whether or not consumers would accept a 

particular food product. 

Additionally, the flavor of a food product is an essential aspect that affects customers' 

satisfaction with the food product in question for several reasons. According to Siregar et al. [55], 

tastes that follow consumer wants substantially impact customer satisfaction and decisions regarding 

whether or not another consumer will repurchase food products. Customers have a distinct 

preference for the flavor of each food product, and tastes that follow consumers' desires will 

significantly influence the level of satisfaction that consumers experience. The quality of the flavor 

and the consistency with which the taste is delivered are two aspects that significantly affect 

individuals' purchasing decisions, as stated by Fauzi et al. [59]. Both of these factors are of great 

importance. In a study that Melda and colleagues [60] conducted, they concluded that taste is a factor 

that has a statistically significant and beneficial effect on consumer decisions about what to buy. This 

was the result that they reached. In light of this, it is possible to conclude that the ratio of the number 

of decisions to purchase will increase in direct proportion to the degree to which the flavor is 

enhanced under the customers' expectations. 
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2.5. Product Availability 

As Situngkir et al. [61] point out, product availability may be understood as a factor closely 

connected to the ease with which one can get a particularly sought-after product. The availability of 

products makes it simpler for customers to acquire the products they anticipate purchasing. When a 

product is readily available or easy to acquire, it might satisfy customers. The corporation must, 

therefore, ensure that the product is disseminated appropriately to make it simple for customers to 

acquire the goods. According to Apriando et al. [62], knowing what consumers want and anticipate 

in an easily acceptable manner can be accomplished through the availability of products quickly and 

exactly. A corporation can establish a robust distribution channel system and achieve market 

dominance [63]. According to Conlon and Mortimer [64], businesses operating in these markets may 

maximize product availability strategies to impact consumer decisions. It will be one of the primary 

attractions for consumers who like a brand's products and will continue to follow the development 

of the brand without any hesitation to continue making purchasing decisions [65]. Product 

availability in a particular product will be sufficient for this to be the case. The availability of a 

product significantly influences individuals' choices concerning their purchases, as demonstrated by 

the investigation conducted by Akbar et al. [65]. Consequently, the availability of a product brand 

that is evenly distributed has the potential to increase one's interest in acquiring the products 

associated with that brand. To increase the number of customers who complete purchases, it is 

evident from these data that the availability of products sold in a range of retail establishments is of 

significant value. 

2.6. Product Packaging 

The product packaging serves as the identifying characteristic and signature of a product being 

marketed by the company [66]. Packaging serves as a container for wrapping food or beverage goods 

to protect them from dirt, dust, air, impact, and sunlight, but it also serves as a marketing tool to 

attract customers interested in purchasing the product. Rambabu and Porika [67] found that the 

visual characteristics of the packaging play a significant role in representing the product to many 

users. The packaging of a product is frequently the basis for the customer's impression regarding the 

quality of the product. With the ability to provide impressions that can convince customers that the 

product contained within the package is the most suitable for their requirements, packaging plays a 

vital part in supporting customers in making decisions regarding which product to purchase [68]. 

Consumers can discern between items with the help of packaging, which has been offered as an 

ultimate selling proposition. Products that consumers are already familiar with or have piqued their 

curiosity are also options they choose. According to Waheed et al. [69], visually appealing packaging 

is essential in encouraging consumer purchase. Research conducted by Suprapto and Azizi [70] has 

shown that packaging significantly affects consumers’ purchase decisions. The findings of the 

research investigation proved this. The findings of this research were both positive and substantial. 

As a result, the quality of the product packaging, including aspects like color, material size, logo, and 

writing, will improve the likelihood that consumers will decide to buy a product. According to 

Rambabu and Porika's research [67], the significance of packaging design as a communication and 

branding strategy lies in the fact that it is essential for achieving success in the product market. 

2.7. Brand Trust 

Based on the description supplied by Benhardy et al. [41], "brand trust" may be described as the 

willingness of a consumer to believe in a brand when they are confronted with a risk and have the 

hope that they will achieve a favorable outcome. This term can be used to describe "brand trust." 

According to Dam [71], trust can be described as individuals' faith in the dependability and quality 

of the products being delivered by the vendor they are purchasing from. Creating long-term 

connections between businesses and their customers requires establishing trust and commitment, 

which are two of the most important components [72]. This transpires as a consequence of the fact 
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that the company's success is contingent upon the customers' confidence in the company [41]. 

Because trust is the basis upon which clients base their purchasing decisions, it is of utmost 

importance in marketing [35, 73]. According to Kumar et al. [74], it has been shown that trust in a 

brand is responsible for producing a good response and positive purchasing intentions towards the 

brand. This was determined via their research. This statement implies that a high level of confidence 

in a brand is likely to boost the perception of the benefits of any product, which in turn leads to higher 

intentions to purchase the product. This is the implication of the statement. Consumers who have a 

significant amount of trust in a particular brand are exceptionally devoted to purchasing the same 

products again [75]. Additionally, these customers seek ways to connect with something and share 

their ideas with others [76]. In 2022, Pradana and colleagues [77] conducted research that found that 

consumers' final purchasing decisions are affected by their level of brand trust. This was one of the 

findings of the study. In light of the data, it may be stated that confidence in a particular brand is an 

additional factor that plays a role in the decision-making process regarding purchases. As a result, 

the degree to which the brand's value is high is directly tied to the degree to which the influence of 

brand trust on purchase decisions for a product is effective. This is because the brand's value is 

increased when the trust in the brand is increased. 

2.8. Customer Satisfaction 

Customer satisfaction is the emotions of joy or disappointment that arise when an individual 

evaluates the actual performance of a product against the anticipated performance [78, 79]. To put it 

succinctly, customer satisfaction may be said to be the value-adding gap between customer 

expectations and their experience. In other words, customers are satisfied when the goods or services 

they purchase meet or exceed their expectations [80, 81]. According to Khatoon et al. [82], the goal of 

every successful firm is to have a client who is content and joyful with the services they receive. 

Customer satisfaction is a basic determinant of quality, productivity, and repurchase intent, which 

explains its significance [83]. Maffett and Brusa [84] argue that establishing customer satisfaction can 

lead to various advantages for the organization. Some of these advantages include the following: the 

relationship between consumers and agencies may become more amicable; it may give a good base 

for repeat purchasers (usage); it may develop customer loyalty; and it may result in word-of-mouth 

referrals and recommendations from other customers. Consequently, consumer satisfaction plays a 

crucial influence on activities that aim to increase purchasing decisions. The outcomes of an 

investigation by Wibisono [85] indicate that the happiness customers perceive their purchases to 

provide has a favorable and significant effect on purchasing decisions. When this is considered, it is 

feasible to conclude that the value of customer happiness plays a part in the choice to purchase 

2.9. Purchase Decision 

The first phase in making a buying decision is for consumers to identify an issue, gather 

information about a particular product or brand, and determine how successfully each of these 

possibilities may solve the problem. The consumer finally decides whether or not to purchase the 

product due to this evaluation. Purchase choice can also be described as customers' actions regarding 

whether or not they would purchase a product [86]. Suppose consumers acquire relevant information 

from several sources. In that case, they will investigate and assess various products to choose the 

products and services that are the most suitable for them. This will allow them to make appropriate 

decisions. To arrive at the outcomes of the evaluation and comparison, the customers' utility value 

was considered. Consumers will develop their preferences or intentions regarding acquiring a 

specific commodity [87]. It includes various factors, such as what to buy, when, where to buy it, which 

brand or model to buy, what payment methods will be employed, and how much money to spend. 

It is composed of some variables. It is quite possible that customers' perceptions regarding the 

company’s goods and services and the organization's brand name will play a function in generating 

their purchasing choices. The purchasing behavior of consumers is often the result of their previous 

experiences with the products and services given by a firm, as well as the capacity of the product 
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they have purchased to satisfy their particular criteria [88]. This is to provide a more precise 

explanation. 

2.10. Conceptual Framework 

A conceptual framework of study is an ensemble of concepts, presumptions, expectations, 

beliefs, and theories that underpin and guide your research, according to Maxwell (1996) in Tamene 

[89]. It is primarily a conception or model of what is out there that you plan to study, what is going 

on with these things, and why; it is a tentative theory of the phenomena that one is interested in 

investigating. His theory serves as a guide for the remainder of your design, assisting you in 

evaluating and improving your objectives, creating pertinent and realistic research questions, 

choosing suitable techniques, and spotting any risks to the validity of your findings. alternatively, a 

conceptual framework could represent a structure the researcher believes best explains how the 

phenomenon under study naturally develops [90]. Therefore, referring to the literature in the 

previous section, in this study, there were nine latent variables (LVs) in total, including eight 

independent LVs, namely, the LV of Brand Image (BIM), Product Quality (PQU), Product Price (PPR), 

Product Taste (PTS), Product Availability (PAV), Brand Trust (BTS) and Customer Satisfaction (CST), 

and one dependent LVs of Purchase Decision (PD). Figure 1 displays the model of the conceptual 

framework applied in this study. 

 

Figure 1. The conceptual framework of this research. 

3. Research Methods 

This section presented the study's methodology. This section included a summary of the 

research site, sampling scheme, respondent selection, sample data sources, and data gathering and 

analysis procedures. This study employed primary data from pre-tested questionnaires delivered to 

selected respondents. 

3.1. Research Location, Data Gathering Method and Sample 

This research was conducted in Makassar City, located in South Sulawesi Province. 

Administratively, Makassar City is divided into 15 sub-districts and 153 villages. The largest sub-

district in Makassar City is the Biringkanaya Sub-district, with an area of 48.22 square kilometers, or 

covering 27.43 percent of the total area of Makassar City. Meanwhile, the smallest sub-district is the 

Kepulauan Sangkarrang Sub-district, which has an area of 1.54 square kilometers or only 0.88 percent 

of the area of Makassar City. The visualization of the research location map can be seen in Figure 2. 
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Figure 2. Research Location Map. 

Considering that Makassar City is the most prospective area for canned fish consumption, with 

an average of 0.021% per capita per week, compared to other cities or districts in South Sulawesi 

Province based on data from Badan Pusat Statistik (2023) presented in Figure 3, this location was 

chosen intentionally. 

 

Figure 3. Average/Capita Consumption/Week According to Canned Fish Groups in Each Regency/City in South 

Sulawesi Province (2022). 

This research was conducted in April and May 2024. Researchers collected quantitative data 

through an online survey. In collecting primary data, a questionnaire was distributed online using 

Google Forms to the canned fish consumers. The method of sampling utilized in this study was 

purposive sampling. The purposive sampling technique, also called judgment sampling, is the 

deliberate choice of a participant due to the qualities the participant possesses. Etikan et al. (2016) 

stated that it is a nonrandom technique that does not need underlying theories or a set number of 

participants. Because the number of populations employed in this study cannot be specified, the 

number of samples was determined by adopting Roscoe’s theory (1982). Referring to Roscoe's theory 

(1982) in Sugiyono [91], several ways to determine samples in research are: (1) A suitable sample size 

in research is 30-500 samples, (2) If the sample is divided into categories (male/female, junior/senior, 

and so on), then the number of sample members in each category is at least 30, (3) If the research 

analyzes with multivariate (correlation or multiple regression), then the number of samples should 
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be 10 times larger than the number of variables studied. Based on this reference, the number of 

samples for this study was set at 200 respondents, which is adjusted to the first point of Roscoe's 

theory where the number 200 is in the middle of the sample range of 30-500 and more than 10 times 

the number of variables studied. This number of samples is also supported by the statement of 

Crocker & Algina (1986) in Alwi [92] that for the stability of a study, a minimum of 200 respondents 

are needed in the study. Respondents in this study were people living in Makassar City, spread across 

14 sub-districts (Figure 4). Respondents were selected randomly without considering their location 

of residence. The large number of respondents from certain sub-districts indicates the large number 

of consumers of canned fish products in that area. 

 

Figure 4. Distribution of Respondents in Various Sub-Districts in Makassar City. 

3.2. Binary Logistic Regression Analysis 

3.2.1. The General Model of Binary Logistic Regression 

According to Tampil et al. [93], the regression model is a statistical technique used to ascertain 

the impact of independent variables on what is regarded as a dependent variable. The link between 

the two variables is ascertained using this method. This objective can be successfully achieved by 

using the regression model. Regression models come in a variety of forms. Nonetheless, the model 

that is thought to be the most fundamental of all is the linear regression model, represented by 

Equation (1). 

Y = βo + β1X1 + β2X2 +…+ βnXn (1) 

where: Y = Dependent Variable; X1-n = Independent Variables; βo = Constant; β1-n = Regression 

Coefficient. 

The binary logistic regression model was identified as the most appropriate analytical method 

to achieve the research objective. Binary logistic is a regression analysis technique where the response 

variable is binary or categorical, specifically consisting of two categories: 0 and 1 [93]. This model is 

employed to ascertain the relationship between independent variables and one categorical dependent 

variable, which aims to determine the significance of the influence of the independent variables 

simultaneously and partially on the dependent variable [94]. The form of the logistic regression 

model is represented by Equation (2). 
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𝜋(x) = 
𝑒𝑥𝑝 (𝛽o+ 𝛽1x)

1−𝑒𝑥𝑝 (𝛽o+ 𝛽1x)
 (2) 

Then, the model is transformed with a logit transformation to obtain a linear logit function in its 

parameters. The logit transformation model is shown in Equation (3). 

g(x) = ln [
𝜋(𝑥)

1−𝜋(𝑥)
] = βo + β1X1 + β2X2 +…+ βnXn (3) 

3.2.2. Empirical Model 

To investigate the impact of eight independent variables and their relationship to the dependent 

variable, Purchase Decision (PD), as shown in Equation (4), an empirical model was developed based 

on Equations (2) and (3). 

g(PD) = ln [
𝜋(𝑃𝐷)

1−𝜋(𝑃𝐷)
] = βo + β1BIM + β2PQU + β3PPR + β4PTS+ β5PAV+ β6PPG + β7BTR + β8CSF + μx (4) 

where:  

g(PD) = Consumer purchasing canned fish with the ABC brand within the past year (1 = 

Consumer Purchasing, 0 = Otherwise); βo = Constant; β1 – β8 = Coefficient Regression; BIM = Brand 

Image; PQU = Product Quality; PPR = Product Price; PTS = Product Taste; PAV = Product Availability; 

PPG = Product Packaging; BTR = Brand Trust; CSF = Customer Satisfaction; μ = Confounding error. 

3.2.3. Research Statements, Hypothesis Development, and Measurement Unit  

Variable is a concept that can have a variety of quantitative values. Analyzing the variables' 

functional relationships is the primary goal of the scientific investigation. It is any feature or aspect 

of an event, function, or process that affects another event or process being studied by its presence 

and nature. In this study, eight independent variables are suspected of influencing customer 

purchasing decisions for canned fish products in Makassar City, which are the dependent variables. 

A hypothesis is an educated assumption about a subject. Rather than focusing on finding a solution 

to the issue at hand, most researchers who engage in quantitative research intend to examine the 

hypothesis that has been established initially. With this in mind, a researcher needs to have a solid 

comprehension of the significance and character of the hypothesis developed at the first stage of a 

research endeavor. In developing a research hypothesis, one of the objectives is to either derive and 

evaluate the logical consequences of causal relationships or make predictions about the causal ties 

between observable variables. The characteristics of the independent and dependent variables, 

including research statements used as indicators, units of measurement, and hypotheses developed, 

are presented in Table 1. 

Table 1. Research Statement, Hypothesis Development, and Measurement Unit. 

   Hypothesis Development   

Variables 

(symbol) 

Research 

statement 

Expected 

results 
Hypothesis statement 

Measurement 

unit 

Hypothesis 

rationale 

references 

A. Dependent variable 

Purchase  

Decision (PD) 

Consumers purchasing canned fish with the ABC brand within the past year. (1 = if consumer 

purchasing; 0 = otherwise 

B. Independent variables 

Brand Image 

(BIM) 

Consumers 

recognize the 

canned fish product 

brand as a brand 

with an image that 

is positive 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [95, 96, 47] 
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Product 

Quality (PQU) 

Canned Fish 

products' brand 

quality follows the 

specifications set. 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [97, 54, 19] 

Product Price 

(PPR) 

Canned fish 

products have a 

good price and are 

affordable. 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [98, 99, 57] 

Product Taste 

(PTS) 

canned fish product 

brand has a good 

taste and is 

delicious. 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [100, 101, 60] 

Product 

Availability 

(PAV) 

Canned fish 

products is easily 

found in various 

stores/supermarkets 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [102, 65] 

Product 

Packaging 

(PPG) 

Canned fish 

products has 

attractive 

packaging 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [103, 104, 70] 

Brand Trust 

(BTR) 

Consumers believe 

that canned fish 

products are 

guaranteed to be of 

high quality. 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [105, 106, 77] 

Customer 

Satisfaction 

(CSF) 

Consumers were 

satisfied after 

consuming canned 

fish products. 

+/SIG. 

H0: There is no significant effect 

of the brand image of canned 

fish purchasing decision 

H1: there is a positive and 

statically significant effect on the 

brand image on canned fish 

purchasing decision 

5PLS [107, 108, 85] 

Notes: +/SIG = Positive and Significant; 5PLS = 5 Point Likert Scale (5 = strongly agree; 4 = agree; 3 = neutral; 2 = 

disagree; 1 = strongly disagree 

3.2.4. Model Fit Test 

The purpose of the model fit test is to ascertain whether or not the logistic regression model is 

appropriate for the circumstances that have been determined. To carry out this test, you will be 

required to make a comparison between the estimated values and the observed values. Using Hosmer 

and Lemeshow's test, which is quantified by the chi-square value, this analysis aims to determine 
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whether the regression model matches the data. Equation (5) displays the results of the Hosmer-

Lemeshow statistical test [109]. 

X2 = Σ
( Oi−Ei)

2

Ei
 (5) 

where:  

X2 = The Chi-Square Statistic's Value; Ei =Expected Frequency in Group i Based on The 

Regression Model; Oi =Observed Frequency in Group i. 

To see the fit model, there are two hypotheses as follows: 

• H0 is rejected if the significance value (0.05) is lower than the probability value (P-value), 

indicating a significant discrepancy between the model and the observation value. As a result, 

the value of the observations cannot be predicted by the Goodness of Fit Test. 

• H0 is accepted, indicating that the model matches the observation value if the probability value 

(P-value) exceeds 0.05 (significance value). Consequently, the value of the observations can be 

predicted using the Goodness of Fit Test 

3.2.5. Coefficient of Determination (Nagelkerke R-Square) 

The Nagelkerke R-Square and the Cox and Snell coefficient are meant to assure that the value 

will fluctuate between 0 (zero) and 1 (one). Both of these coefficients are designed to calculate the 

value. This technique ensures that the value will oscillate between these two values. It is possible to 

conclude that the independent variables' ability to explain the dependent variable is either severely 

constrained or can be defined as being weak. This is because the Nagelkerke R-Square value is near 

zero (zero), which supports this inference. This suggests that the independent variables can provide 

all of the information required to anticipate the variability of the dependent variable or that it can be 

considered strong [110]. A Nagelkerke R-Square number near one (1.0) indicates this is the case. In 

the meantime, a number relatively close to one (1.0) indicates the dependability of the dependent 

variable under consideration. 

3.2.6. Simultaneous Test (Omnibus Tests of Model Coefficients) 

The simultaneous test aims to determine whether or not the predictor variables affect the 

response variable jointly. This is accomplished by carrying out the test simultaneously. To establish 

whether or not the model is significant at the same time, the Chi-square model is utilized in the test 

being conducted. It is feasible to conclude that at least one of the independent variables substantially 

affects the variable being tested if the value of the statistical test is higher than the value of the Chi-

square table. This happens when the value of the Chi-square table is higher than the value of the 

statistical test. The following are the factors that should be considered while making decisions, taking 

into consideration the fact that the significance level is 5%: 

• If f-count > f-table and (sig.) < 0.05, then H0 is rejected, and H1 is accepted, meaning that the 

independent variable simultaneously affects the dependent variable. 

• If f-count < f-tabel and (sig.) > 0.05, then H0 is accepted, and H1 is rejected, meaning that the 

independent variables simultaneously do not affect the dependent variable. 

Steenbergen and Jones [109] state that it can be assumed that at least one independent variable 

in Equation (6) significantly impacts the dependent variable if the test value of the G statistic exceeds 

the value of the Chi-square table. 

G = 2log 
L0

L𝑝
 (6) 

where: P = The number of model predictor variables; Lp =Likelihood value with predictor variables; 

L0 =Likelihood value without predictor variables. 
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3.2.7. Partial Test (Wald Test) 

After completing a simultaneous test, the final stage will establish the relevance of each 

parameter incorporated within the model. This examination will take place after the test has been 

carried out. To ascertain the significance of every parameter, this evaluation will be carried out by 

squaring the quotient of the parameter estimate βj with the standard error. This will be done to 

determine the relevance of each parameter. For this particular test, the significance level is established 

at α = 0.05. The decision rule H0 is rejected at a significant level of α if the value of W exceeds X2 (α, 

db) or if the significance value is lower than α value. In other words, if neither of these conditions is 

met, the decision rule H0 is rejected. This test is being conducted to ascertain whether the hypothesis 

accurately describes the situation. The Wald test formula is presented in Equation (7). 

W = 
𝛽𝑖

2

𝑆𝐸 (𝛽𝑖
2)

 (7) 

where:  

SE(βi) = coefficient’s standard error estimate; βi = The expected amount of the parameter (βi). 

3.2.8. Interpretation of Odds Ratio (Parameter Coefficient) 

The parameter coefficients are interpreted to ascertain the tendency or functional link between 

the predictor variable and the response variable and demonstrate the influence that changes in the 

value of the variable in question have. This is carried out to achieve a deeper comprehension of the 

connection that exists between the two variables. By comparing the likelihood of an event occurring 

with Y = 1 to the probability of an event occurring with Y = 0, the odds ratio is the ratio that is 

determined by this comparison. This comparison is to be carried out to ascertain the odds ratio. One 

definition of the odds ratio value is the exponent of the regression coefficient. This value is usually 

abbreviated as Exp(B), the odds ratio value. This value is employed in the independent variable that 

exerts a significant effect on the dependent variable to ascertain a percentage of the population that 

belongs to a particular category in contrast to a portion of the population that belongs to a different 

collection of categories. There is a significant relationship between the two categories. Santoso [111] 

states that the odds ratio value represents the ratio of instances where the incidence rate has 

drastically increased or reduced. The computation of the odds ratio is only carried out for those 

elements regarded as influential. The odds Ratio formula is provided in Equation (8) [112]. 

OR = 
𝑒𝛽

1+ 𝑒𝛽 (8) 

where: 

β = The regression model's logistic regression coefficient; e =Euler’s number, approximately 

2.71828. 

4. Results and Discussion 

Based on research tests that were carried out using the Binary Logistic Regression method, the 

results regarding the influence created by the variables of brand image, product quality, product 

price, product taste, product availability, product packaging, consumer trust, and consumer 

satisfaction on consumer purchasing decisions on ABC canned fish products in Makassar City have 

been obtained. These results were obtained. It was necessary to gather these findings to ascertain how 

the aforementioned factors impacted consumers' purchasing decisions. 

4.1. The Goodness of Fit Test 

The model's fit to the data is assessed using the model fit test, determining if the observed values 

meet or closely resemble the model's predicted values. The chi-square and significance values (Sig.) 

in binary logistic regression can be used to gauge the approach taken to test the model fit. Based on 

the data shown in Table 2, the result of the Chi-square Table calculation is 15.507 with a significance 

level = 0.05 and df = 8. Table 3.2 shows that the calculated Chi-square value obtained is 0.485 with a 

significance value 1.000. It is known that the calculated Chi-square value is smaller than the Chi-
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square Table value (0.485 < 15.507). The significance value is greater than the α value (1.000 > 0.05), 

so it can be concluded that H0 is accepted, which means there is no difference between observed 

probabilities (observed classification) and predicted probabilities (predicted classification). Stated 

otherwise, the model is appropriate or suited for application. 

Table 2. Goodness of Fit Test Results. 

Hosmer and Lemeshow Test 

Step Chi-square df Sig. 

1 0.485 8 1.000 

4.2. Coefficient of Determination (Nagelkerke R-Square) 

The dependent variable in this study is purchasing decisions, and the Nagelkerke R-Square, a 

statistical approach, measures the independent factors. This allows us to find out how much the 

dependent variable can be explained by the independent variables, which are the following: brand 

image, product quality, product price, product taste, product availability, product packaging, brand 

trust, and consumer satisfaction. In Table 3, we can see that the Nagelkerke R Square indicator has a 

value of 0.886. Several independent variables, such as brand image, product quality, product price, 

product taste, product availability, product packaging, brand trust, and consumer satisfaction, can 

shed light on the dependent variable—the choice to buy canned fish products— by 88.6% in this 

study. Another way of stating this is that the independent variables can explain the dependent 

variable and 11.4% is explained by other independent variables outside the observation. 

Table 3. Nagelkerke R-square Test Results. 

Hosmer and Lemeshow Test 

Step -2 Log likelihood Cox and Snell R Square Nagelkerke R Square 

1 25.011a 0,477 0,886 

4.3. Simultaneous Test (Omnibus Tests of Model Coefficient) 

The purpose of the simultaneous test is to ascertain if the independent variables collectively 

affect the dependent variable. A comparison of the produced Chi-square value with the Chi-square 

table and the significance value with a significance threshold of 5% or 0.05 is utilized to evaluate the 

model's relevance all at once. We can tell if the model is statistically significant by comparing the two. 

For this specific test, the omnibus test table is relevant. It was found that the Chi-square value was 

129.543, and the Chi-square table was 15.507, according to the results of the simultaneous test shown 

in Table 4. Because of this, it has been proven that the Chi-square value is higher than the Chi-square 

table. Additionally, the table's significance value of 0.000 is lower than the threshold of 0.05, so it's 

evident that the null hypothesis (H0) is rejected. It can be concluded that there is at least one 

independent variable that has a simultaneous effect on the dependent variable or the independent 

variables of brand image, product quality, product price, product taste, product availability, product 

packaging, brand trust, and consumer satisfaction simultaneously have a significant effect on the 

consumer decision to purchase canned fish. 

Table 4. Omnibus Tests of Model Coefficients Results. 

Omnibus Tests of Model Coefficients 

  Chi-square df Sig. 

Step 1 

Step 129,543 8 0,000 

Block 129,543 8 0,000 

Model 129,543 8 0,000 
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4.4. Partial Test (Wald Test) 

The statistical test used to assess the significance of each parameter in the model is the Partial 

Test, also called the Wald Test. This test can be conducted by calculating the square root of the 

quotient of the parameter estimate β and its standard error. In this examination, the significance level 

is set at α = 0.05, and the null hypothesis (H0) is rejected if the significance value is less than α. Table 

5 illustrates that six independent variables significantly and positively influence the dependent 

variable. Examples of these variables include brand image (BIM), product quality (PQU), product 

taste (PTS), product availability (PAV), consumer satisfaction (CSF), and brand trust (BTR). The 

significance values of these variables are below 0.05, indicating that the null hypothesis (H0) is not 

supported, lending credence to the alternative hypothesis (H1). During this period, the other 

independent variables, the product price (PPR) and product packaging (PPG), demonstrate no 

significant impact on the purchasing decision for canned fish. The null hypothesis (H0) is accepted, 

while the alternative hypothesis (H1) is rejected. This occurs because the significance value is either 

greater than or equal to 0.05. Figure 5 summarizes the research findings, organized for clarity and 

ease of understanding for the audience. The analysis proceeds with interpreting each variable 

presented in Table 5, which significantly influences the purchase of canned fish products. 

Table 5. Wald Test Results. 

Dependent Variables: Canned Fish Purchasing Decision (PD) 

Symbol 
Independent 

Variables 
B S.E. Wald df Sig. Exp(B) 

BIM Brand Image 2.338 1.079 4.699 1 .030** 10.365 

PQU Product Quality 2.956 1.324 4.983 1 .026** 19.222 

PPR Product Price 0.616 .842 0.536 1 .464 1.852 

PTS Product Taste 1.945 .985 3.899 1 .048** 6.994 

PAV Product Availability 3.535 1.658 4.548 1 .033** 34.311 

PPG Product Packaging -0.714 .943 0.573 1 .449 .490 

BTR Brand Trust 2.914 1.384 4.430 1 .035** 18.427 

CSF Consumer Satisfaction 4.162 1.841 5.111 1 .024** 64.200 

 Constant -63.235 21.716 8.479 1 .004 .000 

Note: **Significance at the confidence level of 95% (α = 0.05) 

 

Figure 5. Graphical Summary. 
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4.5. Interpretation of Odds Ratio and Discussion 

Table 5 displays the odds ratio, a statistic that can be used to ascertain the extent to which the 

dependent variable influences the independent variable. The table's Exp (B) value is the same as this 

measurement. Within the context of this experiment, the choice to buy canned fish acts as the 

determined variable. For this specific study, six out of the eight independent variables significantly 

affect the dependent variable. All of the independent elements must be significant for this to be true. 

The odds ratio (Exp(B)) measures the relative importance of the independent and dependent 

variables; it increases as the value does. A one-unit increase or decrease in the independent variable 

causes a corresponding change in the odds ratio value. This transformation could have beneficial or 

detrimental effects. The meaning of this change could be good or bad. The following explains the 

odds ratio (Exp(B)) for each independent variable based on the results shown in Table 5, which 

include these ratios. Table 5's results form the basis of this view. 

4.5.1. The Effect of Brand Image (BIM) on Canned Fish Purchasing Decision (PD) 

The research data test findings reveal that the brand image (BIM) obtained a significance value 

of 0.030, which is less than the threshold of 0.05. This demonstrates that the brand's image 

significantly affects individuals' decisions about the purchase of canned fish with the brand ABC (PD) 

in the vicinity of the city of Makassar. Meanwhile, the value of the odds ratio (OR) for the brand 

image variable was 10.365, with a coefficient value (B) of 2.338 throughout the entirety of the period 

that this was taking place. As a result, it is possible to conclude that if the brand image of ABC canned 

fish (BIM) is improved, there will be a 10.365 greater likelihood that customers will likely choose to 

purchase ABC canned fish (PD). Considering all of this, one may conclude that the preference for 

ABC canned fish is growing in direct proportion to the credibility of the brand image (BIM). The 

inference that can be drawn from this is that this is the conclusion. As a consequence, the findings of 

this investigation suggest that the initial hypothesis (H1) that was investigated is accurate.  

As a further point of interest, the results of this research reveal that the vast majority of customers 

have a favorable impression or view of the ABC canned fish product brand. Based on the 

investigation's conclusions, this is the current state of affairs. Consequently, due to this favorable 

image perception, individuals are more likely to purchase canned fish items from ABC than purchase 

products from other brands. This is because People have a favorable perception of ABC canned fish. 

This result aligns with Yusuf's [113] and Rivai & Zulfitri’s [114] findings, which state that brand image 

significantly influences consumer purchasing decisions. In their study, Adhitama and Laily [96] 

found that how customers perceive a brand has a major influence on their purchase decisions. A 

favorable brand image can affect the formulation of consumer decisions that are favorable to the 

brand. Hastoko and Wati [95] state that the outcomes of their study show that the degree to which 

customers make purchase decisions would grow in proportion to the quality of the brand image that 

a company portrays. This is the conclusion that they draw from the findings of their research. More 

specifically, this is because a positive brand image has the potential to leave a favorable impression 

on the minds of consumers, which in turn influences the decision-making process that consumers go 

through when it comes to making purchases. 

4.5.2. The Effect of Product Quality (PQU) on Canned Fish Purchasing Decision (PD) 

The product quality (PQU) was found to have a significance value of 0.026, lower than the 

threshold of 0.05. This was established through the process of statistical analysis. This is evidence that 

the product's quality significantly affects the customer’s decisions about purchasing canned fish with 

the ABC brand (PD). This is clear from the fact that this is the case. Meanwhile, the odds ratio value 

(OR) for the product quality (PQU) variable is 19.222, with a coefficient value (B) of 2.956. Therefore, 

this indicates that the possibility of customers making decisions to purchase ABC canned fish (PD) 

will increase by 19.222 times if the quality of ABC canned fish (PQU) is higher than it now is. This is 
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due to the reality that ABC canned fish is more likely to be chosen by customers. As a result, the 

hypothesis (H1) applied in this investigation has been demonstrated to be accurate. 

The findings of this study indicate that the vast majority of consumers assume that the ABC 

canned fish product brand offers items of a quality that cannot be compared to other brands in the 

industry. Because ABC canned fish goods are of such high quality, consumers are more likely to place 

their trust in them and choose to purchase them. This is because ABC products are available to them. 

According to the findings of Hasanah et al. [19], which revealed that the quality of a product impacts 

the decision a consumer makes regarding their purchase, these findings agree with the findings 

discovered by the previously mentioned researchers. As a result of the association between the 

product's quality and the customer's health, the findings of his research suggest that consumers 

consider the product's quality when acquiring fundamental item components. Regarding customers' 

preferences when it comes to purchasing a product, Ardini et al. [97] indicate that the quality of a 

product influences those preferences and that high purchase decisions may be made through high 

product quality. This is stated in the findings of their study. According to the results of the research, 

this is something that should be considered and recommended 

4.5.3. The Effect of Product Taste (PTS) on Canned Fish Purchasing Decision (PD) 

According to the findings of the research data test that was carried out, the variable of product 

taste (PTS) had a significant value of 0.048, which is lower than the threshold of 0.05. This was 

discovered as a result of the fact that the threshold was set at 0.05. When consumers are confronted 

with the difficult option of whether or not to purchase canned fish with the ABC brand. The product's 

taste (PTS) plays a significant role in specifying whether or not they will complete their purchase. 

Meanwhile, the odds ratio value (OR) for the product taste variable (PTS) is 6.994 with a coefficient 

value (B) of 1.945, which indicates that if the taste of ABC canned fish is improved (PTS), the chances 

of customers making decisions to purchase ABC canned fish (PD) will increase by a factor of 6.994 

times. This is because the odds ratio value measures the likelihood of purchasing a product. The odds 

ratio number measures the possibility that ABC canned fish would be purchased, which is why this 

is the case. Because this discovery was made, the hypothesis (H1) being investigated is now accepted. 

The outcomes of this study indicate that most consumers agree with the statement that they 

adore the taste of ABC canned fish products. Consumers who purchase ABC canned fish goods, even 

occasionally, always consider the product's delicious taste. This is true even when the buyer makes a 

purchase repeatedly. According to the research findings by Sari and Mulyani [100], buyers consider 

taste when making decisions about their purchases. This is one of the factors that customers take into 

consideration. These findings are in agreement with the conclusions of the study that was conducted. 

The value of taste, which includes the appearance of color, the appropriate quantity of food, and the 

quality of the components used in food, will have a significant influence on the decisions that 

consumers make regarding their purchases, as stated by Salsabila et al. [101] in their research. This is 

an additional point of interest. 

4.5.4. The Effect of Product Availability (PAV) on Canned Fish Purchasing Decision (PD) 

The variable of product availability (PAV) has a significance value of 0.033, which is lower than 

0.05 in terms of percentage, according to the findings of the research data tests that have been carried 

out. As a result of this, based on the fact that the percentage significance value is lower than 0.05, it 

is evident that the availability of the product (PAV) plays a significant part in deciding the decisions 

that consumers in Makassar City make concerning the purchase of canned fish with the ABC brand 

(PD). The odds ratio value (OR) for the product quality variable (PAV) is 34.311, with a coefficient 

value (B) of 3.535. It suggests that the likelihood of making a purchase decision for ABC canned fish 

(PD) will increase by 34.311 times if there is an increase in the availability of ABC canned fish items 

(PAV). This is implied by the fact that the odds ratio value is 34.311. This is because the odds ratio 

number affects the chance of taking advantage of a purchasing option. The hypothesis (H1) 

investigated throughout this investigation is accurate as a consequence of this investigation. 
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There is a potential that the majority of customers who took part in this research believe that 

these canned fish items manufactured by ABC are not difficult to locate in any region. It is possible 

to arrive at this conclusion based on the findings that were presented before. Due to the availability 

of numerous and evenly spread items over some different shopping areas, the ABC canned fish brand 

has the potential to increase customer buying interest compared to other brands. This is because the 

products are available in a greater number of locations. This is because an ABC brand product can be 

purchased from every one of these websites. A favorable and considerable impact on the consumer’s 

decisions concerning their purchases is indicated by the findings of this study, which are comparable 

to the findings obtained by Juliany [102]. These findings demonstrate that the availability of a product 

has an impact on the decisions that consumers make about their purchases. It was found that the 

findings of Akbar et al. [65] agreed with one another, specifically that the availability of a product in 

a manner that is evenly dispersed can boost the desire of customers to acquire the things. 

4.5.5. The Effect of Brand Trust (BTR) on Canned Fish Purchasing Decision (PD) 

A significant value for brand trust (BTR) was found to be 0.035, which is lower than the threshold 

of 0.05. These findings are based on the outcomes of the research data test that has been carried out. 

According to the findings of this study, the degree of trust that customers have in the ABC brand of 

canned fish (BTR) significantly influences their choices regarding whether or not they would 

ultimately purchase the product. Meanwhile, the odds ratio value (OR) for the brand trust variable 

(BTR) was shown to be 18.427 with a coefficient value (B) of 2.914, as indicated by the findings of the 

analysis. Consequently, this demonstrates that if there is an increase in the degree of trust that 

consumers have in the ABC canned fish brand (BTR), there will be an increase in the possibility that 

customers will make purchasing decisions for ABC canned fish (PD) that is 18.427 times higher than 

the level that was encountered previously. The fact that individuals have a higher level of trust in the 

brand due to the information shown earlier suggests that they are more likely to purchase canned 

fish from ABC. To confirm the hypothesis (H1) that was applied in this investigation, the objective of 

this investigation is to ensure that. 

The consumers who participated in this study indicated confidence in the quality of the canned 

fish items manufactured under the ABC brand. A considerable proportion of the consumers voiced 

this confidence. Customers are more likely to have a higher level of confidence in their ability to rely 

on a particular brand of product if the brand is following their expectations and if they do not 

experience any feelings of disappointment when using the specified brand of product. There is no 

doubt that this will undoubtedly affect the consumer’s decisions concerning the acquisitions they 

want to make. The results of the investigation by Rahayu [106] indicate that confidence in a brand is 

a factor that plays a role in the decision-making process regarding purchases. This observation is 

consistent with the findings that were discussed earlier. The ability of a firm to convince customers 

that its products are of good quality is a decisive factor in achieving higher levels of brand trust, 

according to the results of the investigation by Ghofur and Supriyono [105]. This was one of the 

variables that ultimately improved consumers' confidence levels in the brand. Consumers who have 

faith in a brand will be able to build a positive relationship with that brand, which will ultimately 

lead to a commitment, and this will impact the degree to which consumers continue to be loyal to the 

brand throughout their lifetime.  

4.5.6. The Effect of Customer Satisfaction (CSF) on Canned Fish Purchasing Decision (PD) 

The significant value assessed to be important for customer satisfaction (CSF) was recorded as 

0.024. This finding is considered significant since it is less than the 0.05 percent threshold. The results 

of the data test conducted for the study serve as the foundation for the conclusions provided 

throughout this article. This demonstrates that the level of satisfaction the purchaser derives from the 

product (CSF) is a significant component in choosing whether they will purchase canned fish with 

the ABC brand in Makassar City. Meanwhile, the value of the odds ratio (OR) for the variable that 

represents the level of satisfaction experienced by customers (CSF) was 64.200, with a value of the 
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coefficient (B) discovered to be 4.162. As a result, it is possible to conclude that if customers are more 

pleased with the outcomes of ABC canned fish, then the likelihood of them selecting ABC canned 

fish as their product of choice (PD) will increase by 64.200 times. Another way of putting this is that 

the amount of money a customer is willing to pay for ABC canned fish is proportional to the 

customer's happiness with the product. This inquiry was carried out to establish whether or not the 

hypothesis (H1) presented was correct. 

The findings of this research have led to the conclusion that most customers in the market are 

satisfied with the quality and flavor of the canned fish products that ABC produces. This conclusion 

was reached based on the findings of the research. A consumer expresses the degree to which they 

are satisfied with a product by assessing it based on their purchases and experiences while using the 

product. This evaluation is taken into consideration when the consumer is reviewing the product. 

According to a study by Mukuan et al. [107], the level of pleasure that customers experience has a 

considerable and favorable effect on the decisions made regarding purchases made by those 

customers. According to that research's findings, the conclusions agree with this finding, which is a 

promising indicator. Based on his findings, it appears that consumers will feel a sense of contentment 

with the outcomes they get if the product is of high quality and has a flavor tailored to their 

preferences. Researchers Marpaung and Mekaniwati [108] found that customer satisfaction is directly 

linked to the number of consumers who make a purchase decision in a favorable direction. This was 

proved by the outcomes of the research that they performed. This was shown to be the case from a 

perspective that was more hopeful and was taken into consideration. 

5. Conclusions 

This study examined the factors influencing consumers' choice of canned fish products. Eight 

independent variables—brand image, product quality, product price, product taste, product 

availability, product packaging, brand trust, and consumer satisfaction—were hypothesized to 

influence consumers' purchasing decisions in canned fish products as dependent variables. Primary 

data was collected through an online survey using pre-designed questionnaires to achieve the study 

objective. Then, the binary logistic regression was employed to analyze the data. The results of this 

study indicated that the independent variables of brand image, product quality, product taste, 

product availability, brand trust, and customer satisfaction significantly affected purchasing 

decisions for canned fish products. In contrast, product price and packaging did not significantly 

affect consumers' purchasing decisions. 

Furthermore, based on the research results obtained, the suggestions that can be recommended 

are as follows: First, canned fish companies are expected to be able to maintain and improve 

consumers' positive perceptions of their product brand image. This can be done through massive 

promotional activities through both online and offline platforms so that purchasing decisions for 

canned fish products can continue to increase in the future. Second, canned fish companies should 

maintain quality well so that consumers are interested in continuing to make repeat purchases. 

Besides maintaining quality, companies can develop product innovations to attract consumer 

interest. Third, the price of canned fish products offered by the company is expected to be adjusted 

to the product quality. In addition, companies should pay attention to affordability and price 

competitiveness with competitors so that consumers tend to buy canned fish products over similar 

products. Fourth, the taste of canned fish products, which is currently widely favored by consumers, 

should be able to be maintained by the company so that consumers can continue to be loyal. In 

addition, companies can also carry out product development by creating new flavor variations 

that have not been found in other competing products to attract more consumer interest. Fifth, the 

company must maintain product availability by distributing canned fish products evenly in various 

shops, minimarkets, and supermarkets regularly and continuously so consumers can easily find 

products. Sixth, since canned fish products are food products that tend to be sensitive, canned fish 

companies must be able to maintain their quality through the use of sturdy packaging. In addition, 

companies are also expected to be able to innovate packaging, ranging from design to size variations. 
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Seventh, the consumer trust in the existing canned fish product brand is expected to be maintained 

by the company by producing products with consistent quality from time to time. Eighth, the 

company must maintain and improve the quality and advantages of canned fish products to meet 

consumer expectations, provide satisfaction, and impact repeat purchasing decisions. Ninth, further 

research is expected to see other factors not examined in this study to be comparative and 

complement this research. Further research needs to be carried out on a broader area and a larger 

number of respondents to obtain more information and varied consumer perceptions. 
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