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Abstract. Mandar coconut oil is derived from the West Sulawesi Province.
Mandar coconut oil, especially mandar cuisine, embodies the indigenous
knowledge of the community. Despite challenging market conditions
characterized by low conventional sales, inadequate packaging, insufficient
labeling and branding, and limited promotional activities, Mandar coconut oil
producers in the Majene Regency continue to operate while seeking strategies to
enhance market competitiveness. This study examines the variables affecting
Mandar coconut cooking oil purchases in the Majene Regency, based on
consumer preferences. Multiple regression analysis was a quantitative method
used in this study. This study employed a quantitative approach using multiple
regression analysis. The empirical findings provide significant insights into
consumer decision-making processes through social and personal factors. These
findings provide valuable insights for Mandar coconut oil stakeholders to
develop targeted marketing strategies that align with modern consumer
preferences, while preserving traditional production methods and cultural
authenticity in an increasingly competitive cooking oil market.

Keywords: consumer preferences; mandar coconut oil; millennials preferences;
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1 Introduction

Growing consumer awareness of sustainability, cultural authenticity, and health is
driving a major transition in the global food sector toward traditional and artisanal
products [1]. Known as "Organic and Authentic food," this trend has gained populari-
ty in both developed and developing nations, with consumers becoming more willing
to pay higher prices for goods that claim to have cultural heritage value and health
benefits [2]. According to recent research, people are more likely to look for foods
that prioritize safety, sustainability, and authenticity during emergencies, such as the
COVID-19 pandemic. These qualities are frequently linked to the locally produced
goods. Consumer choices seem to be strongly influenced by the need for authenticity
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and health consciousness, which is further reinforced by growing knowledge of sus-
tainability [3].

Coconut oil is a vegetable oil that has become a potential source for this trend.
Within this context, local coconut oil products have gained considerable attention
from consumers who increasingly prioritize authentic, traditional products that offer
both nutritional value and cultural significance [4]-[6]. In Indonesia, this global phe-
nomenon intersects with the rich cultural traditions of coconut oil production, creating
unique market opportunities where traditional processing methods meet modern con-
sumer demands for authentic, health-conscious products [1]. Coconut oil has a lesser
impact on the environment than other vegetable oils [7].

Majene Regency, West Sulawesi, widely cultivates coconuts due to their numerous
benefits. One of the primary uses of coconuts is their flesh, which can be processed
into various products such as cooking oil and virgin coconut oil. Coconut cooking oil
is used by the West Sulawesi community as a part of their traditional rites and culi-
nary culture. However, coconut cooking oil is considered a harmful product because
of its high saturated fat content. However, according to several studies, coconut cook-
ing oil also contains healthy nutrients, including vitamin E and medium-chain triglyc-
erides (MCT) [5], [6], [8]-

The coconut cooking oil in the West Sulawesi community is named Mandar coco-
nut oil. The Mandar ethnic community takes great pleasure in this product, which is
made from indigenous (tall) coconuts, symbolizes the depth of Mandar knowledge,
and is acknowledged for its numerous advantages. The amount of coconut production
equivalent to that of copra in West Sulawesi is 34,017 tons [9]. If this production is
100% converted into cooking oil processing, it has the potential to produce 14.967
million liters of cooking oil.

Mandar coconut oil production is supported by abundant and easy access to raw
materials (24.5% of coconuts are produced in Majene). This makes it one of the lead-
ing commodities in Majene Regency. However, the rapid increase in palm oil produc-
tion in Indonesia has gradually marginalized Mandar coconut oil. Sales of Mandar oil
remain low, primarily catering to the needs of the local community for traditional
Mandar dishes or souvenirs. The average annual sales volume of Mandar oil from
micro enterprises is approximately 4,455 liters or 371.25 liters per month [10].

Several challenges faced by Mandar coconut oil entrepreneurs include limited
product identity issues such as unclear labels and branding, leading to insufficient
product information for consumers. Additionally, the perceived quality of the product
is adversely affected when recycled bottles or jerries are used as product containers.
Mandar coconut cooking oil has a relatively short shelf life, lasting only approximate-
ly 42 days at room temperature [11]. Furthermore, promotion and product awareness
remain limited, as many entrepreneurs believe that Mandar oil is already well known
within the community, thus perceiving no need for adequate marketing efforts. These
challenges have caused the sales volume of Mandar coconut oil to decline over time,
necessitating a better understanding of consumer preferences to improve the industry's
competitiveness [12] — [13].
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The food sector, including cooking oil, experiences rapid consolidation and re-
sponds to changes in consumer tastes and preferences. Today's consumers pay atten-
tion to various product attributes such as quality, price, service variety [14] and re-
spondent beliefs about health, environmental, and social awareness [15]. Each con-
sumer has a unique value when making purchasing decisions. Although competition
in business is inevitable, many market opportunities must be explored. Marketers
must understand consumers’ perceptions of their products when positioning products
and services. Therefore, understanding consumer psychology, perceptions, and chang-
ing consumption patterns is crucial to effective marketing. Consumer behavior in-
volves a complex and dynamic process of deciding which products to buy, when and
where to buy them, and how to use and dispose of them to meet individual or house-
hold needs [16]

This study differs from earlier studies that focus on tracking how the sociocultural
context affects product usage and how to market the product sustainably for the mil-
lennial and Z generations that will dominate the market in the future. In this study,
consumer preferences include decisions and attitudes toward products and factors
influencing purchases. [17] - [19].

The purpose of this study was to determine the causes of the low level of consumer
interest in Mandar coconut cooking oil. The results should give readers fresh perspec-
tives and act as a guide for business owners looking to adapt their marketing tactics to
suit the demands and preferences of today’s consumers better. Based on the formula-
tion of the problem, the objectives of this study are to describe how consumer prefer-
ences based on cultural, social, and personal factors influence the purchase of Mandar
coconut oil in the Majene Regency and to analyze which factors significantly influ-
ence purchasing decisions for Mandar coconut cooking oil in the Majene Regency.

2 Research Method

This study was conducted in Majene Regency, West Sulawesi Province. The loca-
tion was selected purposively, considering that the area is one of Mandar's coconut oil
production centers, competing with the widespread sale of branded oils in the market.
The research was conducted from November 9, 2023, to December 4, 2023.

2.1  Sample Determination Method

The study population included all consumers who had purchased mandar cooking oil
at the age of 20 to 40 years. The selection of consumer age segments is based on the
largest number of consumers currently in the millennial and Z generations. The num-
ber of research populations was uncertain; therefore, sampling was performed.

The samples used in this study were determined using an accidental sampling tech-
nique. Using accidental sampling, the sample is chosen by chance meetings; anyone
who meets the researcher may be included in the sample if their opinions are thought
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to be appropriate for responding. Researchers rely on whoever is available, because it
is difficult to define the entire population in this situation. Convenience sampling
frequently results in increased involvement because respondents are more approacha-
ble, have more faith in the researcher, or are already knowledgeable about the subject.

The sample size was determined using Lameshow's hypothesis-testing formula for
an unknown population because the total number of consumers was unknown.

0 = :a\‘-Px @ 1
Note:
n : Minimum required sample size
Zo, : Standard value from the distribution corresponding to o = 5% = 1,96
P : Prevalence of the outcome; since data has not yet been obtained, 50% is
used
Q :1-P
L : Margin of error at 10%

Based on the formula, n = (1.96)? x 0.5 x 0.5 = 96.04. Based on this calculation, a
minimum of 96 respondents were required to represent the data for an unidentified
population. To ensure data adequacy and allow for potential non-response or invalid
entries, the sample was rounded to 100 respondents.

2.2 Data Analysis Method

The data analysis techniques used in this study included Likert-scale analysis, validity
testing, reliability testing, multiple linear regression, and hypothesis testing, which
encompassed t-tests and F-tests. All tests were conducted using SPSS software. The
data obtained from this research were qualitative; thus, qualitative data were assigned
scales to convert them into quantitative data. A Likert scale was used for the ques-
tionnaire. The Likert scale measures individuals' or groups' attitudes, opinions, and
perceptions of social phenomena. Responses to each item in the instrument ranged
from very positive to very negative, which can be represented by words such as
Strongly Agree (SA) =5, Agree (AG) = 4, Neutral (NT) = 3, Disagree (DA) =2, and
Strongly Disagree (SD) = 1.

Subsequently, ordinal data were transformed into interval data. The successive in-
terval method was used as the transformation method to convert ordinal data into
interval data. Generally, responses measured using the Likert scale are scored with
numerical values of 1, 2, 3, 4, and 5, where each score represents an ordinal level of
measurement. The validity test determines the effectiveness of a measurement instru-
ment (in this case, a questionnaire) established to obtain data. A study can be consid-
ered valid if it can accurately measure what it intends to measure and effectively rep-
resent the data from the studied variables [20]. The reliability test assesses data con-
sistency using Cronbach's alpha (o) where if o > 0,60, indicating acceptable reliabil-
ity. Multiple linear regression was used to test the significance level of relationships
between variables, examining the influence of one dependent variable on multiple
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independent variables [21]-[22]. The formula for calculating multiple linear regres-
sion is as follows:

Y = oo+ BiXi + B2Xo + B3 X3 (2)

Where: Y = Purchase Decision; ag = Constant (intercept); P13 = Regression coeffi-
cient for Xi.3; X; = Cultural Factors; X, = Social Factors; and X3 = Personal Factors

Hypothesis:

Ho: Consumer preferences (Social (Xi), Cultural (X) and Personal Factors (X3))
do not influence purchasing decisions for mandar coconut cooking oil

H;: Social, cultural, and personal factors partially influence purchasing decisions
for mandar coconut cooking oil

H,: Social, cultural, and personal factors collectively influence purchasing deci-
sions for mandar coconut cooking oil

3 Results and Discussion

3.1 Local Values of Mandar QOil

In the 1890s. European nations began turning copra into coconut oil, which was then
utilized as the primary raw material for the soap and margarine industries. This coco-
nut narrative has a long history in Indonesia. The relief of a coconut tree on the
Borobudur Temple serves as evidence of this reality. For the people of West Sulawe-
si, a coconut tree represents wealth, peace, and success. In the Mandarness language,
the coconut is called "Anjoro". Its symbolic meaning is nearly identical to that of the
Sulawesi Island community [23].

One of the results for coconut fruit is vegetable oil. Generally, there are two types
of coconut oil: virgin coconut oil (VCO), which is pure coconut oil, and coconut
cooking oil, namely Mandar Coconut Oil, which is used in cooking. Mandar Coconut
oil is a vital ingredient in cooking and a staple food item. The processing of coconut
oil from coconut flesh has been practiced for a long time in household industries,
particularly in coastal areas such as Majene Regency. This oil is still produced in
home-based enterprises using conventional methods. The abundant growth of coconut
trees is a primary raw material for Mandar cooking oil. In addition to its use in house-
holds, mandar-coconut oil production provides supplementary income to the local
community. This association highlights the product as part of local wisdom and as a
source of pride for the Mandar community.

The Mandar ethnic population, who live both inside and outside the province of
Sulawesi Barat, is the main target of mandar-coconut oil because it is frequently used
to prepare traditional Mandar dishes. Additionally, local values were introduced using
this oil. During the maccanring and metindor rituals (the traditional engagement and
wedding procedures), for example, it is necessary to bring coconuts and coconut
cooking oil, since they are thought to have philosophical meaning [24]. Mandar coco-
nut oil offers the following benefits: it smells well, can make newborns and toddlers
heavier, and can be used with other oils for therapeutic or health purposes. It has sev-
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eral health benefits, particularly for expectant mothers who drink VCO when they are
seven months along [25].

Before the era of palm oil development, Mandar-coconut oil dominated the local
market. However, with the increase in palm oil production in Indonesia, Mandar-
coconut oil has gradually been replaced by packaged palm oil. This shift occurred
because of changing consumer preferences regarding the satisfaction of cooking oil.

3.2  Respondent’s Profile

The sample for this study includes consumers who have used Mandar-coconut oil for
cooking, and all respondents reside in Majene. Most respondents in this study were
aged 20-25 years, accounting for 58%). This indicates that this age group was pre-
dominantly composed of productive students. Therefore, the 20-25 age range is the
most represented due to the large number of students in Majene, an educational city in
the West Sulawesi Province.

Table 1. Respondent’s Profile

Characteristic Item Frequency
Gender Male 22
Female 78
Age <20 years 2
20-25 58
26 -30 14
31-35 26
Profession Housewife 37
Student 63
Income Rp1 -2 Million 67

(60 - 124 USD)
Rp2 - 3 Million
(125 - 185 USD)
> Rp3 Million
(>185USD)

24

9

3.3  Descriptive Analysis

This descriptive analysis technique collects, processes, and presents data clearly. The
analysis of the questionnaire results conducted on a sample of 100 respondents can be
seen in the following graph (see Fig 1.)

Cultural Factors (X1). The results of the descriptive analysis of cultural factors (Xi)
consisted of five questionnaire items. The data revealed the following distributions:
12% strongly agree, 24% agree, 41% neutral, 21% disagree, and 2% strongly disa-
gree. The highest number of data points were found in the neutral category (41%).
The study found strong agreement on the enhanced taste and aroma of food cooked
with Mandar-coconut oil, but uncertainty about purchasing to preserve local wisdom
and social class influence.
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Social Factors (X2). The results of the descriptive analysis of social factors (X») con-
sisted of 5 questionnaire items. The data obtained showed the following distribution:
1% strongly agreed, 7% agreed, 44% neutral, 36% disagreed, and 14% strongly disa-
greed. The highest number of data points was found in the neutral category (44%).
Personal Factors (X3). The results of the descriptive analysis of personal factors (X3)
consisted of five questionnaires. The data obtained revealed the following distribu-
tions: 7% strongly agree, 21% agree, 25% neutral, 35% disagree, and 11% strongly
disagree. The highest proportion of responses fell within the disagree category (35%).
Factors Influencing Purchase Decision-Making (Y). The descriptive analysis of the
factors influencing purchase decision-making (Y) comprised four questionnaire
statements. The results indicate that none of the respondents strongly agreed (0%),
16% agreed, 37% were undecided, 45% disagreed, and 3% strongly disagreed. The
highest percentage was found in the “disagree” category (45%). Respondents disa-
greed that they purchased mandar-coconut oil due to urgent needs, stating that their
decision was based on careful consideration, and they did not receive recommenda-
tions from others. They disagreed with the statement that mandar-oil purchases are
influenced by distribution proximity because they are difficult to find in stores and are
primarily available in local markets or production centers. Finally, they expressed
uncertainty about whether purchasing Mandar-oil aligns with price and quality, as it is
generally more expensive than palm oil, offering better quality and shelf life.

Culture Factor (X1)

J ke e L
X11 X12 X13 X14
mStronglyagree  ® Agree
Undecided m Disagree

u Strongly disagree

Personal Factor (X3)

X11 X12 X13 X14
mStronglyagree  m Agree
Undecided m Disagree

m Strongly disagree

Social Factor (X2)

X135 X11 X12 X13 X14 X135
mStronglyagree  ® Agree
Undecided m Disagree

u Strongly disagree

Decision-making Factor (Y)

II 0 — = | I_ [] I_ [ |
X135 Y1 Y2 Y3 Y4
mStronglyagree  m Agree

Undecided

m Disagree

m Strongly disagree
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Fig. 1. Results for analyzed factors

3.4  Regression Analysis Results

Validity Test. In this study, validity testing was conducted using the product-moment
technique, where the score of each item was correlated with the total score. If the
calculated value of r-Stat > r-Critical, the item is considered valid. After conducting
the validity test, the correlation values for all items across variables X, X,, X3 and Y
were > 0.195. Therefore, it can be concluded that all items met the validity criteria,
indicating that each statement in the questionnaire was suitable for measuring the
intended constructs. This proves that the research proceeded (Table 2). .

Table 2. Consumer Preference Validity Test

Variable Correlation Indicator Decision
X1 0.658 Valid
Xi2 0.629 Valid
Xi X3 0.694 Valid
Xi4 0.693 Valid
Xis 0.430 Valid
X21 0.401 Valid
X22 0.518 Valid
X2 X23 0.314 Valid
X24 0.450 Valid
X2 0.408 Valid
X3.1 0.272 Valid
X32 0.252 Valid
X3 X33 0.213 Valid
X34 0.382 Valid
X35 0.336 Valid
Y 0.335 Valid
Y2 0.387 Valid
Y Y3 0.230 Valid
Y4 0.287 Valid

Reliability Test. In this test, the cut-off value for reliability was set at 0.60. If the
reliability value is less than 0.60, the measurement is considered inadequate. The
reliability value of this test can be found in the reliability statistics column
(Cronbach's alpha). The reliability values for all four variables exceeded 0.60, which
means that the measurement tools used in this study are reliable and trustworthy. The
results of the reliability tests are listed in Table 3.

Table 3. Consumer Preference Reliability Test

Cronbach's Alpha if . Cronbach's Alpha if
Variable
Item Deleted Item Deleted

X1 0.774 X1 0.776

Variable
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Xi2 0.771 X32 0.756
Xi3 0.779 X33 0.786
X4 0.770 X34 0.791
Xis 0.778 Xss 0.810
Xa1 0.781 Yia 0.786
X22 0.751 Yi2 0.777
X23 0.777 Yi3 0.782
Xaa4 0.788 Yi4 0.798
X2s 0.776

Multiple Linear Regression Analysis. This study utilizes multiple linear regression
performed using the enter method, where all variables are included to examine the
effect of independent variables on the dependent variable by regressing the purchas-
ing decision (Y) as the dependent variable and culture (X;), social (X>), and personal
(X3) factors as independent variables.

F-test (simultaneously). The F-test fundamentally demonstrates whether all the inde-
pendent variables collectively influence the dependent variable. To validate this, an F
test was conducted. This was done by comparing the F-Stat value with the F-Critical
value. If the F-Stat > F-Critical, then the null hypothesis Hy is accepted, and the alter-
native hypothesis (Hi) is rejected. The results of the simultaneous regression and F-
test are shown in Table 4.

Table 4. ANOVA of the regression model

Model Sum of Squares df Mean Square F-Stat Sig.
Regression 105.550 3 35.183 46.294 0.000
Residual 72.960 96 0.760
Total 178.510 99

Table 4. shows that the F-Stat value of 46.294 is greater than the F-Critical value
of 2.698, and the significance (0.000) is less than 0.05. This indicates that consumer
preferences, which consist of cultural, social, and personal factors, have a significant
influence on the purchasing decisions of coconut oil in the Majene District.

Table 5. Model validation

Unstandardized Coefficients  Standardized Coeffi-

Variable Beta Std. Error cients (Beta) LSt Sig
Constant 1.651 0.781 2.114  0.037
Culture 0.065 0.053 0.111 1.220  0.225
Social 0.119 0.054 0.197 2221 0.029

Personal 0.461 0.058 0.594 7.974  0.000




76 S. Musafir et al.

Partial t-test. A t-test was used to examine the relationship of the regression coeffi-
cients separately for each independent variable, determining whether each independ-
ent variable affects the dependent variable. This is done by comparing the calculated
t-Stat value with the critical value, t. If t-Stat > t-Critical), the null hypothesis (Ho) is
accepted, and the alternative hypothesis (H1) is rejected. Based on the regression test,
the following results were obtained:

1. Cultural variable, the t-Stat (1.220) < t-Critical (1.984) dan sig. (0.225) > 0.05.
This indicates that cultural variables had no significant effect on purchasing de-
cisions. This means that the cultural factor (X,) indicators, namely, culture and
social class indicators, do not significantly affect purchasing decisions.

2. Social variables, t-Stat (2.221) > t-Critical (1.984), and Sig. (0.029) < 0.05. This
indicates that the social variables have a significant effect on purchasing deci-
sions. Therefore, from the phenomenon occurring in Majene Regency, all indi-
cators of the social variable (X2), namely group, family, promotion, and location,
significantly influence the purchasing decision of coconut oil in Majene Regen-
cy.

3. Personal variables, t-Stat (7.974) > t-Critical (1.984), and Sig. (0.000) < 0.05.
This indicates that personal variables have a significant effect on purchasing de-
cisions (H; is accepted and Hp is rejected). Thus, from the phenomena occurring
in Majene Regency, all indicators of the personal variable (X3), namely needs,
experience, product price, product quality, and taste, positively influence pur-
chasing decisions.

3.5 Discussion

The findings of this study indicate that cultural factors have simultaneous or collec-
tive effects on purchasing decisions. However, cultural variables do not have a signif-
icant partial effect on purchasing decisions. This implies that cultural indicators, in-
cluding healthy lifestyle, cultural practices, and social class, do not influence consum-
ers' purchasing decisions for Mandar coconut oil in Majene Regency.

The issues surrounding healthy living and environmentally friendly products have
become essential considerations for consumers. However, many cooking oil products
fail to provide sufficient information to convince consumers of their benefits [15].
Research on the relationship between oil consumption and health has also been inade-
quately explored, leading to skepticism among consumers about incorporating Man-
dar coconut oil into a healthy lifestyle. The cultural indicators did not show any influ-
ence because young respondents were unaffected by ancestral traditions or a desire to
preserve local products. Supporting this finding, previous research has noted that
cultural factors do not significantly influence students' decisions to buy traditional
cakes [26]. However, this finding differs from the results of other studies that cultural
considerations play a significant role in customer choices, particularly considering the
increased availability of alternative product options. In addition to price and function-
ality, consumers also consider how a product aligns with its cultural values and way
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of life [27]. Knowing how to choose cooking oil is essential for consumers to avoid
both immediate and long-term health consequences [28].

Social factors simultaneously influence purchasing decisions. This means that so-
cial factors, which include group influence, family, promotion, and location, positive-
ly affect purchasing decisions for Mandar coconut oil in Majene Regency. Regarding
the group indicator, the findings of this study indicate that 44% of respondents often
observe others or specific groups using Mandar-coconut oil. This aligns with research
that states that the positive and substantial impact of social factors implies that
friends, family, and social settings all have an impact on purchasing decisions [19],
[27], which is consistent with the finding that individuals are typically influenced by
their family's habits of frequently purchasing the same products[29], [30].

Consumers rarely receive promotions on digital media for mandar-coconut oil be-
cause the marketing of this product relies on word-of-mouth. Producers believe that
the product is already well known because of its long-standing presence. Prior to the
development of the Internet, word-of-mouth (WOM) was the most effective market-
ing research technique and the most significant source of information sharing. WOM
is widely recognized to have a greater impact on consumer behavior than advertising
campaign [31]. Business will find it increasingly crucial to manage WOM [32] and
educate and attract young customers to generate word-of-mouth referrals [33], which
can help the company get new clients [34].

Consumer decisions to select and buy cooking oil are influenced by personal fac-
tors, such as need-driven motivation, benefit comprehension, and favorable evalua-
tions of product quality. Customers are more inclined to buy a product when they
have faith in its quality and advantages. Customers' trust in their purchasing decisions
is increased by their understanding of goods, which reinforces this belief [27].

Customers purchase Mandar-cooking oil goods to prepare traditional Mandar cui-
sines and to infuse their food with a pleasant aroma. Many customers ignore some of
Mandar cooking oil’s quality issues, notably its short shelf life, because the consumer
enjoys the pleasant aroma of the oil. Consumers prefer tiny packaging and purchase
the product in small quantities to prevent losses because of its rapid expiration [35],
which indicates that consumers are willing to pay a reasonable price for its packaging
quality. Customers agreed to pay a maximum of Rp2,930 more for the new Mandar
oil package. Mandar oil quality and shelf life can be preserved with new packaging
such as dark glass bottle packaging and antioxidant packaging. Consequently, house-
wives' decisions to buy are not influenced by a somewhat higher price. In contrast to
the younger generations, the primary concern is price. Customers’ experiences have a
significant influence on what people decide to buy. Customers always consider as-
pects including a product's quality, price, and packaging [34], [36]-[38].

This study has several limitations that provide opportunities for future academic
improvements. The geographical scope limitation to Majene Regency and demo-
graphic focus on Generation Z and Millennials may restrict generalizability to other
regions and consumer segments. The cross-sectional research design captures prefer-
ences at a single point in time, potentially missing evolving patterns and seasonal
variations. Future research should expand geographical coverage across multiple In-
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donesian regions, employ longitudinal and mixed methods approaches, and develop
culturally specific theoretical frameworks that better explain the intersection of tradi-
tion, modernity, and consumer choice in developing country contexts

4 Conclusion

This study addresses the primary research objective of identifying the key determi-
nants of consumer preferences for mandar-coconut cooking oil in the Majene Regen-
cy. These findings reveal that, while cultural heritage remains important, younger
consumers prioritize functional attributes such as product quality, price competitive-
ness, and accessibility over traditional social influences, providing valuable insights
into the evolving market dynamics of traditional food products in Indonesia.

Several tactical suggestions are put forth for Mandar-coconut oil producers and
stakeholders, considering this empirical discovery. Prioritizing the improvement in
product quality through standardization and better production procedures while main-
taining authenticity is important. The implementation of competitive pricing strategies
and the expansion of distribution channels through partnerships with contemporary
retail outlets and online platforms are necessary to enhance accessibility. Younger
consumers can only be successfully achieved through integrated marketing and com-
munication strategies that combine traditional and digital methods. These strategies
include influencer partnerships, social media marketing, and educational campaigns
regarding traditional production methods and health benefits.
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