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Abstract

This study aims to (1) describe the consumer decision-making process in
purchasing snhack products at the store of Rumah Cemilan Kendari in Kadia District,
Kendari City, and (2) find out the factors that influence consumer decisions in purchasing
snack products at the store of Rumah Cemilan Kendari in Kadia District, Kendari City.
The determination of the location of this study was carried out purposively. The
population of this study was an unknown number of snack food consumers. The sample
of this study was determined by accidental sampling technique, and the number of
samples was 50 respondents data analysis using descriptive analysis. The results
showed that (1) when making consumer decisions on snack products at the store of
Rumah Cemilan Kendari, consumers know the need to snack with their families. Hence,
they search for information about snack products that meet their requirements. Most get
information from friends where the focus of attention is affordable prices, product
durability, and product flavour variants. (2) Factors that consumers consider in purchasing
decisions for snack products at The store of Rumah Cemilan Kendari are taste, low
prices, and clean and comfortable store locations.
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INTRODUCTION

The development of the business world or business in Indonesia in the
development of the business world or business in Indonesia in the modern era is growing
rapidly. The growth can be realized by the increasing number of businesses formed in
various fields or industries. One of the emerging businesses today leads toan increase in
productive economic firms that are increasingly advanced, and the level of competition
between one company and another company is getting tighter. Business competition is
also felt in the snack business, marked by increased industries engaged in similar trades.
(Suawa et al., 2019)

The snack business is one of the most popular segments in the food business. It
has distinctive characteristics: relatively high profits of 30%-50%, wide open markets,
affordable prices, and close ties to culture and entertainment. This business differs from
other culinary businesses, with wider space for culture, entertainment, practicality, and
business creativity (Widiyanto et al., 2021). Snacks are not only tasked with providing a
complete menu that is filling and nutritious forthe health of the body but are tasked with
providing practical light chewing ingredients that provide a comforting sensation on
the tongue, smell, eyes, andmind. The snack business continues to look attractive in
the eyes of consumers (Kustiawan & Kuncoro, 2013).

Indonesian consumers' interest in snacks is still growing—the growth is supported
by significant growth in the performance of the food and beverage industryin recent years.
In 2021, the distribution volume of snacks in Indonesia was 1,281 million kilograms,
growing 8% from 2020 with a distribution volume of 1,183 million kilograms. At the end of
2022, the volume of snack food distribution was 1,357 million kilograms, an increase of
around 6%.(Pusat Data Industri Indonesia, 2022).

Competition in the snack business is getting tighter, so an effective and efficient
marketing strategy is needed. The marketing mix is an interaction of four things, namely
the product (Product), price (price), promotion (promotion), and location (place) (Kotler
& Keller, 2012). Each of these variables interacts to create a demand for the goods or
services offered. The service can provide benefits and be well accepted by consumers to
provide consumer satisfaction (Aristo, 2016) Kendari City, the capital of Southeast
Selawesi Province, has the most MSMEunits of all city districts in Southeast Sulawesi,
namely 10,223 business units. The development of MSMEs in Kendari City is increasing
every year. In 2017, the number of MSMEs in Kendari City was 1,326 units; in 2018,
there were 1,474 units; and in 2019, there were 1,609 units. The increase in economic
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growth with the significant development of MSMEs proves that MSMEs drive economic
growth in Kendari City. The increase in the number of MSMEs has also caused
competition in the MSME sphere to increase. The increase was also felt by one of the
Kendari Snack House business actors (BPS Kota Kendari, 2020).

Rumah Cemilan Kendari, located in Kadia District, is one of the MSMESs providing
various snack products. Based on initial observations by conducting direct interviews with
Rumah Cemilan Kendari business owners, several problems in the Rumah Cemilan
Kendari business are of concern, including those related to the ups and downs of sales
in the products sold; this cannot be separated from consumer purchasing decisions.

Consumers increasingly know how to spend their money. Consumers can buythe
products they need according to the desired amount. Consumers are an important factor
for companies. Companies must focus on consumers because, in today's fierce
competition, consumers get product offers from one company and other competing
companies that offer similar products (Harahap, 2015).

According to Isa et al. (2018), consumers consciously make purchasing decisions
from several alternatives to fulfil their needs and desires a person's buying decision leads
to how that decision-making process is carried out. Many factors are taken into
consideration by consumers in determining purchasing decisions. Business actors must
learn about consumer behaviour in choosing products with various categories or
choices. The wide selection of products is so varied that consumers choose products that
best suit their needs, desires, and expectations.

MATERIALS AND METHODS

This research was carried out from December 2022 to June 2023 at the store of
Rumah Cemilan Kendari on Jl. Antero Hamra, Kadia District. Researchers chose Rumah
Cemilan Kendari as the research location because Kendari Snack House is a shack shop
that is quite famous in Kendari City. It can represent several similar business actors in
Kendari City, Southeast Sulawesi.

The population studied is all consumers who buy snack products at the store of
Rumah Cemilan Kendari. The sample in this study was 50 people. Decision-making
process variables (need recognition, information search, alternative evaluation, purchase
decision, and post-purchase behaviour), product, price, location, promotion, and
consumer purchase decision variables.
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RESULTS AND DISCUSSION
Consumer Decision-Making Process in Purchasing Snack Products at Store of
Rumah Cemilan Kendari

Consumer purchasing decision-making is based on consumer desires and
curiosityto find products that suit their needs. The stages of the purchase decision-making
process are as follows:

Needs Recognition

At the stage of recognizing needs, consumers will realize a need and their desire.
Needs can be stimulated by stimuli from within or from outside. Based on the
distribution of questionnaires to snack consumers at the store of Rumah Cemilan
Kendari, the introduction of needs can be seen in Table 1.

Table 1. Introduction to the Needs of Purchasing Snack Products at the Store
of Rumah Cemilan Kendari

No. Answer Options Number of Respondents | Percentage (%)
1. Consumed alone 16 32
2. Consumed with family 34 68

Sum 50 100

Table 1 shows that 100% of the purpose of purchasing snack products at the store
of Rumah Cemilan Kendari is to meet their own and family consumption needs.Snack
Culture among the people of Kendari City makes snacks the right choice to accompany
while on the move. The condition is according to Kotler and Armstrong’s theory (2016),
Consumers will discover their needs and wants, both planned, and those that arise
suddenly.

Information Search

The search for information begins when consumers realize that these needs can
be met by buying and consuming the product. Consumers can obtain information from
various sources, such as personal sources (family, friends, and neighbours) and business
sources (advertising, salespeople, retailers, and websites). Based on the results of the
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guestionnaire distribution, information searches conducted by snack consumers can be
seen in Table 2.

Table 2. Search for Respondents' Information on Snack Products at the Store
of Rumah Cemilan Kendari

No. Answer Options Number of Respondents | Percentage (%)
1. Search for yourself 4 8
2. Family/relatives 12 24
3. Friend 25 50
4. Seller promotions 9 18
Sum 50 100

Table 2 shows that the average respondent answered getting snack product
information from friends at the Rumah Cemilan Kendari store. In this study, friends
influence consumers to buy snack products; in a way, word of mouth will greatly influence
consumers' purchasing decisions at the Rumah Cemilan Kendari store. The condition is
by the statementof Kotler & Keller (2012): Word of mouth is a communication process in
the form of providingrecommendations and information about products or services that
have been used and then recommended by consumers who have made purchases.

Evaluation of Alternatives

After searching for information, consumers will face several choices regarding
similar products. In the alternative evaluation process, consumers compare various
alternative similar products, and then consumers determine the brand they will buy.
Based on the results of the questionnaire distribution, the evaluation of alternatives
carried out by snack consumers can be seen in Table 3.

Table 3 Evaluation of Respondents' Alternatives Based on Considerations in
Choosing Snack Products at the Store of Rumah Cemilan Kendari

No. | Answer Options Number of Percentage (%)
Respondents
1. Attractive packaging 2 4
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2. Product durability 12 24
3. Affordable price 22 44
4. Product flavor variants 12 24
5. Product shape and size - -
6. Close location and 2 4
easy-to-reach
Sum 50 100

Table 3 shows that consumers who buy snacks at The store of Rumah Cemilan
Kendari, on average, choose the answer to affordable prices, product durability, and
product flavour variants, and the respondents' lowest answers are packaging and
location. It shows that consumers consider buying snack products at the Rumah
Cemilan Kendari in the alternative evaluation process because of itsaffordable price,
durability, and flavour variants.

Purchasing Decision

Research by Ferawati et al. (2019) said that product purchase decisions are
influenced by consumer behaviour. Buying Decision is an action to meet consumer
needs, which is the Final Determination process of buying or not buying snack products
at the Rumah Cemilan Kendari. Based on the results of the questionnaire distribution
conducted by snack food consumers on the Decision to purchase snack products at the
store of Rumah Cemilan Kendari can be seen in Table 4.

Table 4. Purchasing Decisions for Snack Products at the Store of Rumah
Cemilan Kendari

No. Answer Options Number of Percentage (%)
Respondents

1. Attractive packaging - -

2. Product durability 7 14

3. Affordable price 20 40

4, Product flavor variants 12 24

5. Product shape and size - -
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6. Close location and 10 20
easy-to-reach

7. Interested in seller, friend 1 2
and family promotions
Sum 50 100

Table 4 indicates that the average respondent answered an affordable price. The
respondents' lowest answers were product flavour variants, close and easily accessible
locations, and product durability. The answers show that consumer decisions in
purchasing snack products at The store of Rumah Cemilan Kendari are greatly influenced
by price. The business owner processes the fixed price, which canattract consumers to
purchase at the store. The condition is the opinion of Kotler (2009), who states that
consumers will consider price as a determining factor in deciding on purchases
because consumers, in general, will crave products ataffordable prices but quality.

Post Purchase

Post-purchase behaviour is when consumers feel satisfied or dissatisfied with the
consumption of products they have done. Satisfaction will encourage repeat purchases;
conversely, dissatisfaction will cause consumers to be disappointed and stop buying the
product (Kristiana, 2018). Based on the results of the post-purchase questionnaire and
distribution of light products at the store of Rumah Cemilan Kendari can be seen in Table
5

Table 5. Post-Purchase of Snack Products at the Store of Rumah CemilanKendari

No. Answer Options Number of Percentage (%)
Respondents

1. Very satisfied 28 56

2. Satisfied 22 44

3. Keep - -

4, Less Satisfied - -

5. Very Dissatisfied - -

Sum 50 100
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Table 5 shows that consumers are very satisfied and respondents are motivated
to make repeat purchases because snack products at home snack stores have
specifications that meet consumer expectations and needs. This shows that consumer
expectations of product taste, product appearance, and product prices are very
appropriate and the Rumah Cemilan Kendari business owner has succeeded in providing
the best service to consumers.

Factors Consumers Consider in Purchasing Decisions for Snack Products at the
Store of Rumah Cemilan Kendari

Consumer purchasing decision is a process of combining and gathering all or
some information and knowledge to evaluate two or more alternatives and select one of
them that can be seen by each individual or organization how the process before making
a purchase.

Product

Products are tools or things that are solutions to the problems of consumer needs,
so the creation of products must look at consumer considerations or needs. The results
showed that the product's taste is the product variable consumers consider in purchasing
decisions for snack products at the Rumah Cemilan Kendari store. The results of this
study support the results of research by Sukarmen et al. (2019), which explains that
product taste is closely related to purchasing decisions. The taste of a good product will
provide consumer satisfaction if consumer expectations of the taste of the product
produced by the company will get a high value from consumer satisfaction and will further
create consumer pleasure. Conversely, if consumer satisfaction is not met, then
consumer dissatisfaction arises.The lower the level of consumer satisfaction with the
taste of the resulting product, the more likely the consumer is to leave the company.

Price

Price is a way for a seller to distinguish his offer from competitors so that pricing
can be considered part of the differentiation function of goods in marketing. The results
ofthis study show that the price variable consumers consider in purchasing snack
decisions at the store Rumah Cemilan Kendari is the product's low price. According to
Baka et al., (2016), consumers really consider the price when buying a product. Cheap
prices with good quality can make consumers interested in buying this product. The
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results of this study are also supported by research by Agustina et al. (2018) The
suitability of product prices must be by the value obtained by consumers in getting a
product so that consumers who have bought and felt a highervalue than the money they
have spent will tend to feel satisfied and will still choose and buy the product.

Location

Location is one of the most important factors in making a purchase decision
because it determines the success of a business by choosing a strategic location. The
results of this study show that the location variable consumers consider in purchasing
decisions for snack products at the Rumah Cemilan Kendari is a clean and comfortable
store location. The condition is to Hidayat's statement (2020) that location is one of the
most important factors considered in purchasing decisions; a clean and strategic location
will make consumers comfortable and bring in many consumers to increase the graph of
both sales and turnover of the business itself.

Promotion

Promotion is a variety of ways to inform, persuade, and remind consumers directly
or indirectly about a product being sold. The results showed promotional variables
consumers considered in purchasing snack products at the Rumah Cemilan Kendari
because they were interested in seller promotions on social media. The fact is to the
statement of Evelina et al. (2012), Seller promotion is highly considered in purchasing
decisions if consumers are interested in using the promoted product, it will cause market
demand; otherwise, if consumers have never heard or are not sure of the product being
promoted, it will not create demand.

CONCLUSION
The conclusions of this study are as follows:

1. The process of making consumer decisions on snack products at the Rumah
Cemilan Kendari is that consumers realize a need to snack with their families, so
they search for information about snack products that can meet their needs. Most
get information from friends where the focus of attention is affordable prices, product
durability, and product flavour variants.

2. The factors consumers consider in purchasing snack products decisions at the store
of Rumah Cemilan Kendari are taste, low prices, and clean and comfortable store
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locations.
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