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Abstract

The increasingly tight competition among processed seafood products requires every producer to keep innovating in
order to compete with its rivals. Product quality, brand image, and taste are important factors that producers need to
pay attention to in order to maintain and improve consumer purchasing decisions. Pre-survey results on Cap Kuda
Laut Mackerel Fish Crackers show a declining trend in consumer purchase interest, which is suspected to be related
to these three factors. This study aims to determine the influence of Product Quality (X1), Brand Image (X2), and
Taste (X3) on Purchasing Decisions (Y) of Cap Kuda Laut Mackerel Fish Crackers in Pangkalan Brandan, Langkat
Regency, North Sumatra. The population of this study consists of consumers of the product. The sample consisted of
100 respondents, determined using the purposive sampling technique. The variables in this study consist of dependent
and independent variables. The dependent variable is Purchasing Decision (Y), while the independent variables are
Product Quality (X1), Brand Image (X2), and Taste (X3). The method used in this study is a quantitative research
method, with multiple linear regression as the analysis model. Data processing was carried out using the SPSS
program. Based on the analysis results, this study found that the Product Quality variable has a positive and significant
effect on Purchasing Decision, Brand Image has a positive and significant effect on Purchasing Decision, and the
Taste variable has a positive and significant effect on Purchasing Decision. The results of this study also show that
Product Quality, Brand Image, and Taste have a partial and simultaneous effect on the Purchasing Decision of Cap
Kuda Laut Mackerel Fish Crackers.

Keywords: Product Quality, Brand Image, Taste, Purchasing Decision

INTRODUCTION

The processed food industry derived from fisheries has developed into a crucial sector in the global economy,
particularly for coastal countries. Indonesia, as an archipelagic nation with vast territorial waters, offers significant
opportunities for advancement in the seafood processing industry, including fish crackers, a staple of traditional
culinary traditions. Indonesia's marine and fisheries sector has shown a positive growth trend in recent years.
According to data from the Ministry of Maritime Affairs and Fisheries, national fisheries production reached
approximately 23.21 million tons in 2023 and increased to 23.57 million tons in 2024, with a projection of 26.26
million tons in 2025. Consistently, the fisheries sector's contribution to the national economy has also increased, as
reflected in the 2.25% growth in Gross Domestic Product (GDP) of the fisheries sector through the third quarter of
2024. This demonstrates that the fisheries sector not only plays a role in meeting the community's protein needs but
also holds significant potential in driving economic growth through the development of value-added processed
products, such as fish crackers.

MSMEs play a crucial role as a potential sector and maintain economic stability, as they play a significant
role in absorbing labor and improving community welfare. MSMEs are an abbreviation for Micro, Small, and
Medium Enterprises, but their meaning is broader when viewed from various perspectives. For business people,
MSMEs encompass businesses run by individuals, families, or small businesses. According to Prof. Ina Primiana, a
senior economist, MSMEs are small-scale businesses that drive the development and progress of the Indonesian
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economy. Meanwhile, M. Kwartono Adi provides a more specific definition, stating that MSMEs are business entities
with annual profits of no more than 200 million rupiah. A business can be categorized as an MSME if it meets the
criteria for a micro business. North Sumatra Province boasts abundant natural resources, particularly in the fisheries
sector, with coastal areas rich in high-quality seafood. Langkat Regency, particularly Pangkalan Brandan City, is one
of the coastal areas with significant potential for developing the fisheries processing industry. Its geographical
location in the coastal region provides easy access to fresh fish, including mackerel, the primary ingredient in fish
crackers. This potential has encouraged the growth of mackerel cracker processing businesses, a regional specialty
with both economic and cultural value. Marketing of seahorse brand mackerel fish crackers reaches several areas on
the island of Sumatra, but in recent years sales of seahorse brand mackerel fish crackers have fluctuated as can be
seen in the following table:

Table 1
Production and Sales
Year Total Production Total Sales (kg) %
(kg) Sale

2020 91,100 7,360 91.9%

2021 91,100 103,800 113.9%
2022 109,350 106,613 97.5%

2023 109,350 111,953 102.4%
2024 127,600 131,355 102.9%
Total 528,500 537,460 101.7%

Source: Seahorse brand mackerel fish cracker business actors, 2025

One business leveraging this potential is the producer of Kuda Laut Brand Spanish Mackerel Fish Crackers,
which are well-known and marketed throughout Sumatra. However, in recent years, sales of this product have shown
an unstable trend. Sales data from 2020 to 2024 shows significant fluctuations, with significant discrepancies between
production and sales volume in certain years. This indicates that market demand for the product is not yet consistent,
leading to problems in the consumer purchasing decision process.

Although data shows sales growth above 100% in some years, this does not necessarily reflect the growth of
a new consumer base, but rather the utilization of accumulated stock from previous periods. This condition differs
from the ideal situation where increased production should be followed by linear and consistent sales growth without
extreme fluctuations between periods. A similar situation was experienced by the Tengiri Mas Crackers MSME in
Pati Regency, which experienced sales fluctuations of up to IDR 32,713,000 in December 2023, indicating that
consumer interest in fish cracker products was not yet optimal (Ahmad, 2024) . Fish cracker sales in Sungai Langkai
Village, Batam, showed the largest fluctuation of 5% in August, caused by the emergence of new competitors,
resulting in decreased purchases (Evyanto et al., nd) . A similar condition was also seen in the Tamban IK Berkah
Fish Cracker MSME in Bintan Regency, which experienced sales fluctuations throughout 2021-2022, with factors
such as product quality, brand image, and price being the main determinants in consumer purchasing decisions (Dwi
Kurnia Saputri et al., 2024) .

Various previous studies provide empirical evidence regarding the influence of these variables on purchasing
decisions. Fatmaningrum et al. (2020) in Ahmad (2024) found that product quality and brand image have a positive
and significant influence on purchasing decisions with a determination level of 57.5%. Dwi Kurnia Saputri et al.,
(2024) who conducted research on the Tamban Fish Cracker MSME revealed that product quality, brand image, and
price simultaneously have a significant influence on purchasing decisions with an R? value of 57.1. Previous studies
also have not specifically examined the phenomenon of extreme sales fluctuations such as those that occurred at the
Kuda Laut Brand Mackerel Fish Crackers, where there was a difference in demand of up to 50% between the first
and second semesters of the same year.

Based on the results of the pre-survey conducted by researchers, several indications of problems were found,
including inconsistencies in product quality, reflected in the texture of the crackers which is not yet uniform and the
taste that tends to change between production times. Furthermore, the product's brand image is considered not yet
firmly embedded in the minds of consumers, as indicated by the still low level of brand recognition compared to
similar competing products. From the taste aspect, the limited variety of flavors offered is also a factor that encourages
some consumers to switch to other products with a wider variety of flavors. Theoretically, a product with good quality,
a strong brand image, and a taste that aligns with consumer preferences should be able to drive sustained increases
in purchasing decisions. However, the phenomenon of Kuda Laut Brand Mackerel Fish Crackers actually indicates
the opposite, namely, sales instability that has persisted over the past few years. This gap between the theoretically
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ideal and the actual conditions in the field is an important basis for further study. Based on the phenomena described,
the fluctuation in sales of Kuda Laut Brand Mackerel Fish Crackers indicates a suboptimal marketing strategy. These
issues are thought to be related to inconsistent product quality, a weak brand image in consumers' minds, and limited
flavor variety. Therefore, further research is needed to analyze the extent to which product quality, brand image, and
flavor influence consumer purchasing decisions, thereby providing appropriate solutions to address the resulting sales
fluctuations.

LITERATURE REVIEW
The Influence of Product Quality on Purchasing Decisions

Product quality is a crucial factor that plays a strategic role in influencing consumer purchasing decisions,
particularly for food-based products. Theoretically, product quality influences purchasing decisions through the
mechanism of perceived value: consumers who perceive high product quality will assess that the benefits obtained
are commensurate with or even exceed the sacrifices made, thus encouraging a purchase decision. Kotler and Keller
(2021) emphasize that positive quality perceptions will increase consumer trust, reduce perceived risk, and ultimately
strengthen purchase intentions. Various empirical studies have demonstrated a positive and significant relationship
between product quality and purchasing decisions. Yuliana et al. (2025) in their study of opak crackers found that
product quality had a significant positive effect on product demand with a coefficient of determination of 83.0%,
indicating that product quality is the dominant variable explaining variations in consumer purchasing decisions.

Evyanto et al. (2025) in their study of fish chips in Batam also demonstrated that product quality had a
significant positive effect on purchasing decisions, with a t-value of 2.043 and a significance level of 0.037. This
finding indicates that a consistent increase in perceived product quality will lead to an increase in consumer
purchasing decisions for processed fish products. Dwi Kurnia Saputri et al. (2024) in their study of the Tamban IK
Berkah Fish Cracker MSME found that product quality, along with brand image and price, simultaneously had a
significant positive effect on purchasing decisions, with an R? value of 57.1%. Partially, product quality provided the
largest contribution compared to other variables, confirming quality's position as a primary factor in purchasing
decisions for fish crackers. Ahmad (2024), in his study of Krupuk Tengiri Mas in Pati Regency, also demonstrated
that product quality had a positive and significant impact on purchasing decisions. Maintaining fish cracker quality,
from raw materials and production to packaging, has been shown to increase consumer trust and encourage purchase
decisions.

Ichou and Manar (2024) corroborate these findings by explaining that in traditional food products, superior
product quality is often associated with better perceived value, increased consumer trust, and the formation of an
emotional connection between consumers and the product. This is particularly relevant for mackerel crackers, where
consumers' sensory experiences, including taste, aroma, and texture, are the primary basis for assessing quality. Based
on the theoretical review and the support of various empirical studies, it can be concluded that product quality has a
positive and significant effect on purchasing decisions. The higher the product quality perceived by consumers, the
greater the likelihood of consumers making a purchase decision for Kuda Laut Brand Mackerel Fish Crackers. Thus,
the first hypothesis in this study is formulated as follows: H1: Product quality has a positive and significant effect on
purchasing decisions for Kuda Laut Brand Mackerel Fish Crackers in Pangkalan Brandan City. Based on the results
of the discussion that have been systematically described, the formulation of the hypothesis in this study is structured
as follows:

H1: Product quality has a positive influence on purchasing decisions for Sea Horse Brand Mackerel Fish Crackers in
Pangkalan Brandan City.

The Influence of Brand Image on Purchasing Decisions

Brand image can be understood as the image and assessment formed in the minds of consumers towards a
brand, which comes from the accumulation of experiences, information, and various associations stored in their
memories. These associations include perceptions of product quality, level of reliability, reputation, and perceived
value by consumers. Kumaresan & Chandramohan (2024:2) state that brand image is a form of consumer perception
that is believed to be able to reflect the character and identity of a brand. In the traditional food industry such as
mackerel fish crackers, the role of brand image becomes increasingly important because consumers generally cannot
evaluate product quality directly before consuming it. The related empirical study has been described in the previous
paragraph. A positive brand image can build consumer trust in product quality, strengthen brand preference, and
increase the likelihood of a purchase decision. This confirms that brand image serves not only as a visual identity but
also as a strategic asset that makes a significant contribution to a company's marketing performance. Furthermore,
Kumar (2024:903) suggests that a strong brand identity has a significant influence on the brand's lifestyle fit with
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consumers, the level of brand satisfaction, and repurchase intentions. A strong brand image is built through various
elements, including a memorable name and logo, a positive reputation, consistent product quality, and the pleasant
experience consumers experience in every interaction with the brand. Based on the results of the systematic
discussion, the formulation of the hypotheses in this study is as follows:

H2: Brand image has a positive influence on purchasing decisions for Kuda Laut Brand Mackerel Fish Crackers in
Pangkalan Brandan City.

The Influence of Taste on Purchasing Decisions

Taste is a fundamental component in the food industry that directly influences consumer purchasing
decisions. Theoretically, taste influences purchasing decisions through the mechanism of sensory satisfaction: when
consumers consume a food product and experience a pleasant sensory experience, the resulting satisfaction will
strengthen repurchase intentions and encourage recommendations to others. Mardiyah and Soegesti (2022) explain
that taste is the result of a multisensory assessment involving the sense of taste and is influenced by visual elements,
aroma, texture, and temperature of the product, which together determine consumer satisfaction and preference. Sari
and Mulyani (2021) empirically demonstrated that taste has a positive and significant effect on purchasing decisions
for shrimp crackers, with an R? value of 44.9%. This finding indicates that almost half of the variation in purchasing
decisions can be explained by taste, confirming taste's position as a key determinant of consumer purchasing behavior
in the cracker product category.

Hikmah (2022) in Annibras (2023) found that taste is a dominant factor shaping consumer preferences for
traditional foods. Consumers who are satisfied with the taste of a traditional food product are much more likely to
repurchase and recommend the product to others, compared to consumers who are dissatisfied with the product's
sensory aspects. Alang et al. (2021) emphasized that taste dimensions, including appearance, aroma, flavor, and
texture, simultaneously influence consumer evaluations of food products. In mackerel fish crackers, the consistency
of these four dimensions is crucial because consumers use these dimensions. previous sensory experiences as a
benchmark for quality in any subsequent purchasing decision. Resky (2021) added that a positive taste experience
not only encourages repeat purchases, but also increases consumers' willingness to recommend the product to others
through word-of-mouth communication, which in turn expands the product's market reach organically.

Mardiyah and Soegesti (2022) also emphasized that in the traditional food market, distinctive and authentic
flavors are the primary differentiating factor that distinguishes local products from mass-produced products.
Consumers who value authentic local flavors tend to be loyal to brands that consistently maintain flavor profiles that
meet their expectations. Based on the theoretical review and support from various empirical studies, it can be
concluded that taste has a positive and significant influence on purchasing decisions. The better and more consistent
the taste offered by a product, the more likely consumers are to choose and purchase that product. Therefore, the third
hypothesis in this study is formulated as follows:

H3: Taste has a positive influence on purchasing decisions for Sea Horse Brand Mackerel Fish Crackers in Pangkalan
Brandan City.

Conceptual Framework

Product Quality

Brand Image Buying decision

Taste

Figure 1 Conceptual Framework of the Research
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METHOD

The object of this study is Seahorse Brand Mackerel Fish Crackers. This research was conducted in
Pangkalan Brandan City, Langkat Regency, North Sumatra. The research period was 1 month. The target population
in this study was all consumers who have purchased and consumed Seahorse Brand Mackerel Fish Crackers. This
population is categorized as an infinite population , considering that the actual number of consumers cannot be
identified with certainty and tends to continue to increase over time and with the expansion of product distribution in
the market. This population was determined based on fundamental considerations: consumers who have directly
purchased and consumed the product have real-world experience and subjective assessments of various product
aspects, including product quality, brand image strength , and distinctive flavors. Therefore, they are considered
capable of providing relevant, valid, and representative responses and assessments of the variables focused on in this
study.

The sampling technique applied in this study is non-probability sampling , an approach in which not all
members of the population have an equal chance of being selected as respondents. The specific method used is
purposive sampling , a sampling technique based on certain criteria or considerations previously determined by the
researcher in accordance with the research objectives. purposive sampling technique in this study aims to ensure that
the selected respondents truly have direct knowledge and experience of the product being studied, so that the data
obtained is accurate and accountable.

The sample size determination in this study refers to the approach proposed by Hair et al. (2010), which
states that the ideal minimum sample size is 5 to 10 times the total number of indicators used in the research
instrument. This guideline is widely used in quantitative research because it is considered capable of producing stable
and reliable estimates in the data analysis process. Based on the research instrument that has been developed, a total
of 20 indicators used in this study are spread across all research variables. Using the lower limit of the provisions of
Hair et al. (2010), the calculation of the minimum sample size is as follows:

Number of samples = Number of indicators x 5
Number of samples =20 x 5 =100 respondents
Based on the results of these calculations, it was determined that the number of samples used in this
study was 100 respondents .

Based on the source of data, the data used in this study consists of primary and secondary data. Primary data
is the primary source collected directly by the researcher from the research subjects or respondents. Primary data
collection is conducted through direct contact with respondents, such as interviews, observations, and questionnaires,
so that the information obtained reflects the actual conditions and actual perceptions of the respondents (Rukhmana,
2021). In this study, data collection was conducted through a survey method by distributing an online questionnaire
using Google Forms. The questionnaire was aimed at consumers who had purchased and consumed Kerupuk Ikan
Tenggiri Cap Kuda Laut (Sea Horse Mackerel Crackers) in Pangkalan Brandan City. The use of online media was
chosen because it is more practical and efficient in terms of time and cost, and allows researchers to reach a larger
number of respondents without being limited by location. Furthermore, the Google Forms platform assists researchers
in data management because respondents' answers can be automatically summarized, thus making the data processing
process more systematic. In this research, data measurement was carried out using a five-point Likert Scale, which
was designed to measure the level of attitudes, perceptions or opinions of respondents towards the variables studied.
The Likert scale is one of the most commonly used types of psychometric scales in survey research because it is able
to convert respondents' subjective responses into numerical data that can be analyzed systematically (Joshi et al.,
2021).
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RESULTS AND DISCUSSION
Normality Test

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Keputusan_Pembelian
10

08
06

04

Expected Cum Prob

00 02 04 06 08 10

Observed Cum Prob

Source: Data processed in 2026
Figure 2 Normality probability plot test graph

Based on the Normal P -P Plot graph which shows the points spread following and approaching the diagonal
line, it can be stated that the residuals of the regression model are normally distributed. This is supported by the
results of the One Sample Kolmogorov—Smirnov test which shows Asymp. Sig. (2-tailed) = 0.200, far above the
significance limit of 0.05 (0.200 > 0.05), and Test Statistic = 0.046 with a sample of N = 100 respondents. The Mean
residual value of 0.0000000 and Std. Deviation = 4.10457695 indicate that the residuals are centered around zero as
expected. Thus, the normality assumption is met and the multiple linear regression model can be continued to the
next test.

Heteroscedasticity Test

Scatterplot
Dependent Variable: Abs

Regression Standardized Predicted Value

Regression Studentized Residual

Figure 3 Heteroscedasticity Test Graph

Based on the Glejser test with a significance value of the Product Quality (X1) variable of 0.719, Brand
Image (X2) of 0.573, and Taste (X3) of 0.930, all are greater than the significance limit of 0.05 so that no indication
of heteroscedasticity was found in the model. This finding is supported by the Scatterplot in Figure 3 which shows
the points -spread randomly without a particular pattern around the zero line, which indicates a constant residual
variance (homoscedasticity). Thus, the assumption of being free from heteroscedasticity is met and the multiple linear
regression model can be continued to the next analysis.
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Multiple Linear Regression

Table 2
Multiple Linear Regression Test Results
Unstandardized Standardized
Coefficients Coefficients
Model T Sig.
Std.
B Error Beta

(Constant) 8,398 1,921 4,613 .000
Product Quality ) 419 0.030 0.702 14,091 000
(X1)
Brand Image
(X2) 0.330 0.043 0.383 7,767 .000
Taste (X3) 0.285 0.043 0.329 6,627 .000

a. Dependent Variable: Purchasing Decision
Source: Primary data processed in 2026

Based on the table above, the regression equation obtained is:

Y = 8.398 + 0.419X1 + 0.330X2 + 0.285X3

The coefficients indicate that the three independent variables have a positive influence on the Purchase
Decision (Y). Product Quality (X1) has the strongest influence with a coefficient of 0.419, followed by Brand Image
(X2) of 0.330 and Taste (X3) of 0.285. In addition, all independent variables have a significance value of 0.000
(<0.05), so that partially Product Quality, Brand Image, and Taste have a positive and significant influence on the
Purchase Decision of Kuda Laut Brand Mackerel Fish Crackers in Pangkalan Brandan.

Simultaneous Test (F Test)

Table 3
F Test Results
ANOVA*
Model Sum of df Mean F Sig.
Squares Square
1 5505.802 3 1835.267 105,633 .000°
Regression
Residual 1667,908 96 17,374
Total 7173.710 99

a. Dependent Variable: Purchasing Decision
Source: Primary data processed in 2026

Based on Table 3, the calculated F = 105.633 with significance = 0.000. The F table value is calculated from
the F distribution table at a. = 0.05 with dfl =4 — 1 =3 and df2 =100 — 3 — 1 = 96, so that the F table = 2.70. Because
the calculated F (105.633) > F table (2.70) and the significance value is far below 0.05 (0.000 < 0.05), then HO is
rejected and Ha is accepted. Thus, simultaneously the variables Product Quality (X1), Brand Image (X2), and Taste
(X3) have a significant effect on the Purchase Decision (Y) of Mackerel Fish Crackers with Kuda Laut Brand in
Pangkalan Brandan.
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Adjusted Correlation and Determination Coefficient (RR ?)
Table 4
Results of Adjusted Correlation and Determination Tests (RR *)
Model Summary "

Model R R Square Adjusted R Standard Error
Square of the Estimate
1 .876° 767 .760 4.16822

a. Predictors: (Constant), Taste, Brand Image, Product Quality
b. Dependent Variable: Purchase Decision
Source: Primary data processed in 2026

Based on Table 4, the R Square value is 0.767 and the Adjusted R Square is 0.760, which illustrates the
magnitude of the combined influence of Product Quality (X1), Brand Image (X2), and Taste (X3) on the Purchase
Decision (Y) of Mackerel Fish Crackers with the Sea Horse Brand in Pangkalan Brandan. The correlation coefficient
(R) value of 0.876 indicates a very strong relationship between the independent and dependent variables. According
to Ghozali (2021), the coefficient of determination (R?) shows how much variation in the dependent variable can be
explained by the independent variables in the research model.

Discussion
The Influence of Product Quality on Purchasing Decisions

The research results show that product quality has a positive and significant effect on purchasing decisions.
These findings indicate that the higher the product quality perceived by consumers, the greater their likelihood of
making a purchase. These results align with Ahmad's (2024) research, which reported a significant influence of
product quality on purchasing decisions for fish crackers. Similar findings were also presented by Sihombing et al.
(2023), who stated that product quality is a major factor in shaping consumer satisfaction and subsequently
influencing purchase intentions. Iswahyudi et al. (2023) added that good product quality contributes to increased
customer loyalty and repeat purchase tendencies. Thus, the significant influence of product quality in this study
indicates that product quality is a very important factor, yet it has not been consistently managed. Therefore,
continuous efforts to improve and control quality are needed to create more stable purchasing decisions.

The Influence of Brand Image on Purchasing Decisions

The research results show that brand image has a positive and significant influence on purchasing decisions.
This finding indicates that the more positive a brand's image is in the eyes of consumers, the greater their level of
trust and likelihood of making a purchase. These results are consistent with the findings of Ristanti and Iriani (2022),
who reported a significant influence of brand image on purchasing decisions. Furthermore, Firmansyah (2023)
emphasized that a strong brand image contributes to increased consumer trust, while research by Kumaresan and
Chandramohan (2024) highlighted the crucial role of brand image in shaping consumer perceptions of products and
services.

Theoretically, the influence of brand image on purchasing decisions can be explained through several
mechanisms. First, brand image serves as a signal of quality and reputation that facilitates the product evaluation
process for consumers, thereby reducing perceived risk in decision-making. Second, a positive brand image fosters
trust and credibility, which serve as cognitive and affective determinants in the purchasing process. Third, brand
image can form emotional and cognitive associations that increase brand preference and lead consumers to choose
that brand over competitors, especially under conditions of incomplete information or similar choices.

The Influence of Taste on Purchasing Decisions

The results of this study indicate that taste has a positive and significant influence on purchasing decisions.
These findings indicate that taste quality is a significant determinant in consumer decision-making; the better the
taste consumers perceive, the more likely they are to choose and purchase a product. These results align with previous
studies, including those by Mardiyah and Soegesti (2022), who stated that taste is a key factor in food purchasing
decisions, and by Anugrah et al. (2022), who found a significant influence of taste quality on purchase intention.
Other research also confirms that taste preference is a key determinant of consumer satisfaction, which in turn
influences repeat purchase decisions. Theoretically, the influence of taste on purchasing decisions can be explained
through several mechanisms. First, taste is a product attribute directly related to consumers' sensory experiences and
therefore has a direct impact on post-purchase satisfaction evaluations; positive evaluations increase the probability
of repeat purchases. Second, consistency and uniqueness of taste differentiate products in the eyes of consumers, thus
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influencing brand preference and loyalty; products with consistent taste are more likely to receive word-of-mouth
recommendations. Third, taste that meets consumer preferences reduces uncertainty in product choices—especially
for food products—thus accelerating purchasing decisions.

CONCLUSION
1. Product quality has a positive and significant effect on purchasing decisions with a regression coefficient
value of 0.419.
2. Brand image has a positive and significant influence on purchasing decisions with a regression coefficient
value of 0.330.
3. Taste has a positive and significant influence on purchasing decisions with a regression coefficient value of
0.285.
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