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Abstract. This study examines how consumer purchasing decisions at Kaku
Food, a local MSME in Makassar, are impacted by product innovation and
promotion. Understanding how marketing initiatives and innovation affect
consumer behavior in the cutthroat culinary sector is the aim of this study. Being
one of the expanding MSMEs, Kaku Food must contend with numerous
comparable companies, so product distinctiveness and marketing tactics are
crucial. Purposive sampling is used in this quantitative study, which includes 100
respondents who are all Kaku Food customers in Makassar City. To collect
primary data, structured questionnaires were employed, while relevant papers
and regulations provided supporting data. Product innovation and promotion's
impact on consumer purchasing decisions was tested using IBM SPSS 26
multiple linear regression analysis. The findings indicate that there is a
considerable and favorable impact from both product innovation and promotion.
When compared to promotion, product innovation is the most important variable,
indicating that ongoing enhancements to product quality, variety, flavor, and
packaging have a greater influence on consumer choice. In the meanwhile,
promotion continues to be helpful by raising awareness and promoting
experimentation. The result is that in order to maintain competition, boost
customer loyalty, and guarantee sustainable growth in Makassar's vibrant food
business, Kaku Food must continuously prioritize innovation while fusing it with
successful marketing techniques.
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1 Introduction

MSME sector is the backbone of the Indonesian economy, contributing more than 60%
to GDP and employing nearly 97% of the workforce, with over 64 million [1]. MSMEs
currently operating nationwide. MSMEs not only sustain domestic consumption but
also strengthen Indonesia’s position in the global market by contributing about 15.7%
to national exports [2]. Within this sector, the culinary subsector is a key driver,
contributing 41% of the creative economy’s GDP and absorbing millions of workers
[3]. In Makassar, culinary MSMEs hold strong potential, supported by the
government’s branding of ‘“Makassar Kota Makan Delicious” and digital platforms
such as GoFood that promote local champions [4]. During the pandemic, innovations
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like GoFood’s “saving menu” program enabled MSMEs to increase turnover up to
threefold, while initiatives such as halal certification training by Gojek in collaboration
with LPPOM MUI and local governments expanded market access and consumer trust.
Festivals like F8 also drive the local economy, generating Rp23 billion in transactions
in one event, with targets up to Rp30-37 billion and visits reaching half a million [5].
Pre-pandemic studies further show that culinary MSMEs significantly contributed to
economic growth in Makassar by increasing community income across sub-districts,
reinforcing their role as both an economic pillar and cultural identity strengthened by
digitalization, certification, and innovation [6].

Makassar continues to show significant economic progress with the growth of new
culinary entrepreneurs, including well-known snack businesses such as Bagoster,
Krusit, and Kaku Food [7]. Despite intense competition from roadside fried food
vendors offering low prices, Kaku Food has managed to sustain its position through
product innovation, as reflected in increased sales after introducing new items and
revitalizing older ones to attract consumer interest [8]. In addition to innovation, the
business also promotes its products through social media platforms, increasing
visibility and consumer awareness. Numerous earlier research emphasize how
important product innovation and promotion are in influencing consumers' decisions to
buy. Product innovation and promotion have a good and considerable impact on
purchasing decisions, according to research conducted on modern tea drink
establishments in Bandar Lampung [9]. In support of this, Utari et al discovered that
both product promotion and innovation significantly improved consumers' decisions to
buy [10]. However, contrasting evidence emerged in other studies, which reported that
service quality and promotion significantly influenced purchasing decisions, while
product innovation had no effect [11]. Furthermore, promotion itself did not affect
purchasing decisions [12].

Previous studies have indicated the existence of research gaps, particularly regarding
the relevance of the variables under investigation. Moreover, few studies have
quantitatively explored the relationship between these variables within the context of
culinary MSMEs in Makassar, with Kaku Food serving as a representative example. To
address this gap, the present study seeks to investigate whether product innovation and
promotion significantly influence consumer purchasing decisions. The contribution of
this research lies in its focus on the culinary MSME sector, which not only represents
a dynamic business field but also reflects the increasing importance of meeting
contemporary consumer needs. The problem formulations in this study can be
summarized as follows in light of the background information mentioned above: (1) To
what extent does product innovation influence consumers’ purchasing decisions for
Kaku Food products in Makassar City?, (2) How does promotion affect consumers’
purchasing decisions for Kaku Food products in Makassar City?. The objectives of this
study are outlined as follows; (1) To determine how product innovation affects
consumers' decisions to buy Makassar City's Kaku Food. (2) To determine how
promotions affect Makassar City consumers' decisions to buy Kaku Food products.
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2 Literature Review

2.1 Product Innovation

Product innovation represents the process or outcome of creating concepts, making
use of existing resources, and transforming a product into something with greater
significance [13]. Product innovation involves improving and further developing
products that are already available by coming up with fresh concepts or ideas that offer
consumers unique products and satisfying services in order to draw in customers in the
face of growing business rivalry [14]. Product innovation is a process developing
creative ideas that turn them into products that have value use [15]. Then, consistent
with studies showing that consumer purchasing decisions are significantly and
favorably impacted by product innovation [16].

2.2 Promotion

Promotion, as a crucial element within the marketing mix, centers on conveying
marketing communications. Informing customers about a product is the goal [17].
Promotion is characterized as communication that informs prospective customers about
a product that can satisfy their requirements and wants and persuade them to purchase
[18]. In marketing, promotion is a one-way flow of information or persuasion designed
to guide an individual or group to take a certain action that results in an exchange [19].
Furthermore, studies show that promotions positively influence consumers' decisions
to buy; the larger the promotion, the larger the purchase [20].

2.3 Purchase Decisions

Consumer purchase decisions refer to the ultimate choices made by households and
the community when acquiring goods and services to utilize in line with necessities
[21]. Decisions on what to buy or not to buy, as well as the choices made by those
directly involved in acquiring and utilizing the products on offer, are referred to as
purchasing decisions [22]. Individuals solve problems when making purchases by
selecting behavioral options, and by starting the decision-making process, they
determine the best course of action [23].
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24 Research Framework

Product Inno-
vation (X1)

Purchase Deci-
sions (Y)

Promotion
(X2)

Fig. 1. Research Framework

Source: Processed by researchers, 2025

2.5 Formulation of Research Hypothesis

Grounded in the aforementioned theoretical review, this study proposes the
following hypotheses

Hi: Findings suggest that product innovation serves as a critical factor exerting a
positive and significant effect on the purchasing intentions and decisions of consumers
in Makassar City with respect to Kaku Food products.

H,: Findings indicate that promotion functions as a pivotal factor exerting a positive
and significant influence on the purchasing intentions and decisions of consumers in
Makassar City with regard to Kaku Food products.

3 Methodology

3.1 Research design

Marketing management methods are used in this study, especially in studying Impact
of Product Innovation and Promotion. Product innovation (X;) and Promotion (X>) are
variables Independent Research. Next is the dependent variable, which is the decision
about what will be bought. Research that focuses on customer product Kaku Food
products in Makassar will examine the impact of product innovation and Kaku Food
product promotion on consumer purchases.

3.2 Time and Place of Research

The estimated time required is two months to complete research, starting in January
2025 and ending in March 2025. This research was conducted in Makassar because
Kaku Food products are currently Only available in Makassar City.
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3.3  Population and sample

The population refers to the entirety of research objects, which may include humans,
objects, animals, plants, phenomena, test scores, or events that serve as data sources
possessing specific characteristics within a study [24]. In this research, the population
consists of all consumers of Kaku Food products in Makassar City. A sample, on the
other hand, is a subset of the population that is expected to represent it within the
research [24]. Cochran's formula was used to calculate the sample size because the
precise population size is unknown. A minimum of 100 respondents is required in
quantitative research to minimize potential errors in the data [25]. Purposive sampling
is a sample strategy chosen in accordance with the particular goals of the study, is the
sampling strategy used in this investigation, with sample selection determined by data
collection considerations [26].

3.4  Type and source of data

In the implementation of this research, the availability of data is essential to ensure
the study’s validity and comprehensiveness. The data applied in this research are
quantitative in nature. Quantitative data are expressed in numerical form and can be
systematically processed and analyzed through mathematical and statistical techniques
[26].

Primary data was used as the data source for this investigation. Researchers acquire
primary data straight from the source [26]. Researchers must gather data directly in
order to obtain primary data. This primary data is obtained from questions in
accordance with the variables in accordance with the research in the form of the
distribution of questionnaires and interviews with Kaku Food owners.

3.5 Data collection technique

In collecting data there are several techniques used in supporting Discussion of this
research. There are 1 (one) data collection techniques used namely questionnaires.
Google Forms was used to develop this study questionnaire, which included questions
specific to the variables, customer identity, and preferred items. Only respondents who
satisfied the requirements consumers who have bought Kaku Food items in Makassar
City were included thanks to a scoring system. The questionnaire was disseminated via
Kaku Food's official social media platforms (Instagram), with a focus on participation
conditions. Links in the bio and often updated Instagram Story posts were used to
disseminate the content. To prevent data duplication, all responses were screened
before additional analysis.
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3.6 Research instrument

A validity-tested questionnaire was used as the research tool in this investigation. A
Likert scale served as the basis for the measurement that was used. Individuals or
groups' attitudes, views, and perceptions on certain phenomena of interest are
frequently evaluated using the Likert Scale [26]. The variables being studied are
converted into quantifiable indicators using the Likert scale, and these indicators are
then used to create instrument items that take the shape of questions or statements. The
measurement instrument adopted a Likert scale comprising five options, anchored at 1
for “strongly disagree” (STS) and 5 for “strongly agree.” (SS).

3.7  Validity and Reliability Test

Validity Test. Validity testing serves as a methodological procedure to ensure that the
data collected by researchers accurately reflect the actual conditions or observations of
the research object. In quantitative analysis, the assessment of item validity is
conducted by examining the Corrected Item-Total Correlation column within the item
analysis table, analyzed using the SPSS (Statistical Program for Social Science [25].

The following criteria used to assess the validity test: (1) The research tool is
considered valid if r count > r table. (2)The research instrument is considered invalid if
the count is less than the table.

Reliability Test. Reliability testing is intended to examine the consistency of outcomes
when identical measurements are performed multiple times on the same object [25].
When a respondent consistently answers the same question in the questionnaire from
time to time, then things is considered reliable. In measuring reliability using the
Cronbach Alpha tool. (1) When the Cronbach’s Alpha coefficient exceeds 0.60, the
questionnaire is regarded as reliable and demonstrates internal consistency. (2)
Conversely, if the Cronbach’s Alpha coefficient falls below 0.60, the instrument is
considered unreliable and lacking in consistency

3.8 Data analysis Method

Descriptive Analysis. One statistical method for analyzing data is descriptive analysis,
which shows the data as it is, without attempting to draw conclusions or make
generalizations beyond the observed sample. The purpose of this method is to transform
transforming unprocessed data into a more comprehensible and interpretable format by
clearly outlining the results. IBM SPSS 26 was used in this study to further process the
data, and the analysis's findings were displayed in the form of descriptive conclusions
[26].

Multiple Linear Regression Analysis. In this research, multiple linear regression is
utilized as the quantitative analytical approach. This method facilitates the examination
of the association between a dependent variable and multiple independent variables,
thereby allowing the identification of both the direction and the magnitude of the
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independent variables’ impact on the dependent variable. Consequently, this approach
is used to investigate experimentally how much product innovation and promotion
influence consumer choices [26].

The regression equation according to Digdowiseiso is:

Y =a+bixtbxte (D

Where:

Y = purchase decision

X1 = product innovation

Xp = promotion

b = product innovation coefficient
b, = Promotion Coefficient

a = constant

e = error

3.9 Hypothesis Test Partially (T Test)

The t-test is applied to evaluate the effect of independent variables on the dependent
variable [27]. It serves to verify the statistical significance of each predictor and to
assess the relationships among the variables. At a 5% significance threshold with a 95%
confidence level, the computed t-value (t-count) is compared to the critical value
obtained from the t-distribution table (t-table) in order to test the proposed hypothesis.

The testing criteria are as follows:

e Ho: When the calculated t-value is lower than the critical value, the independent
variable is deemed to have no significant effect on the dependent variable.

e H.: When the calculated t-value exceeds the critical value, a significant association
is inferred between the independent and dependent variables.

e The null hypothesis is retained if the p-value is greater than 0.05, indicating the
absence of a partial effect of the independent variable on the dependent variable.

e Conversely, the alternative hypothesis is supported if the p-value falls below 0.05,
implying that the independent variable exerts a partial influence on the dependent
variable.

3.10 Coefficient of Determination

The degree to which independent factors affect the dependent variable is indicated
by the coefficient of determination, which is often represented by the symbol R? [28].
The independent factors may not significantly affect the dependent variable if the R?
value is low or almost zero. However, the more the independent factors work together
to affect the dependent variable, the closer the R* number gets to 100%.
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4 Results

4.1  Analysis of the Characteristics of Respondents

This study aims to investigate how product innovation and promotion impact
consumers' decisions to purchase Kaku Food Products in Makassar City. In the
meantime customers of Kaku Food in Makassar make up the study's population.
Approach in this study, samples of 100 respondents were obtained using the Cochran
formula for sample collection. The study's respondents' gender, age, occupation,
income source, and monthly income are among its attributes.

Table 1. Characteristics of Respondents by Gender

Gender Frequency Percentage (%)
Man 27 27

Woman 73 73

Amount 100 100

Source: Processed by researchers, 2025

With a proportion of 73%, it can be inferred from the analysis of the above table
that women make up the majority of research participants.

Table 2. Respondents' Criteria by Age

Age Frequency Percentage (%)
10-17 Age 2 2
18 —25 Age 82 82
26 —33 Age 6 6
34 -41 Age 4 4
42 — 49 Age 3 3
50— 57 Age 2 2
>57 Age 1 1
Amount 100 100

Source: Processed by researchers, 2025
It may be inferred from the following descriptive statistics that 82% of the study's
respondents were between the ages of 18 and 25. In contrast, the smallest percentage
of respondents just 1 person, or 1% were over the age of 57%.
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Table 3. Respondents’ Characteristics Based on Occupation

Work Frequency Percentage (%)

Student 73 73
PNS/BUMN 3 3
Private sector employee 9 9
Businessman 3 3
Professional (doctor, lawyer, etc.) 1 1
Freelancer 1 1

Doesn't work 10 10
Others 0 0

Amount 100 100

Source: Processed by researchers, 2025

From the foregoing descriptive analysis, it can be concluded that most of the
respondents in the occupational category of this study were students, totaling 73
individuals or 73% of all participants. On the other hand, the smallest proportion of
respondents was found in professional occupations (such as doctors or lawyers) and
freelancers, with only one individual each, representing 1% of the total sample.

Table 4. Characteristics of Respondents Based on Revenue Sources

Source of income Frequency Percentage (%)
Parents 70 70
Working 20 20
Scholarship 5 5
Others 5 5
Amount 100 100

Source: Processed by researchers, 2025

It is possible to draw conclusions from the descriptive data that has been supplied,
that most respondents, amounting to 70 individuals or 70%, reported that their primary
source of income came from their parents. Meanwhile, the smallest proportion of
respondents reported scholarships and other sources of income, with a total of 5
individuals or 5%.
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Table 5. Characteristics of Respondents Based on Revenue per Month

Revenue per month — Frequency Percentage (%)
Indonesia Currency
0500.000 30 30
500.001 1.000.000 31 31
1.000.001 3.000.000 14 14
>3.000.000 25 25
Amount 100 100

Source: Processed by researchers, 2025

Based on the descriptive analysis's findings, it can be concluded that most responders
indicated their income fell within the range of 500,001 to 1,000,000, representing 31
individuals or 31% of the total sample. Conversely, the smallest proportion of
respondents fell within the income range of 1,000,001 to 3,000,000, with 14 individuals
or 14%. This distribution illustrates the varying economic conditions of the respondents
within the study population.

4.2  Variable description and variable score calculation

Table 6. Likert Scale for Product Innovation Variables (X1)

Respondents’ Answer

Indic

ator SS S KS TS STS Total

F % F % F % F % F % Score

Xy 31 31 65 65 4 4 0 0 0 0 427
Xiey 29 29 57 57 13 13 1 1 0 0 414
Xz 22 22 61 61 16 16 1 1 0 0 404
Xiwy 27 27 59 59 14 14 0 0 0 0 413
Xis)y 46 46 45 45 9 9 0 0 0 0 437
Xiey 33 33 48 48 16 16 3 3 0 0 411
Xizy 46 46 51 51 3 3 0 0 0 0 443
Xy 29 29 44 44 18 18 9 9 0 0 393
X9 36 36 56 56 8 8 0 0 0 0 428
X0y 34 34 60 60 6 6 0 0 0 0 428
Amount 4198

Average 419,8
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Source: Processed by researchers, 2025

From table 6 it can be concluded that statement X; (7) obtained the highest score
with the percentage strongly agrees at 46%, agrees at 51%, and disagrees by 3%.
Meanwhile, statement X; (8) obtained the lowest score with the acquisition of very
percentage Agree at 29%, agreed at 44%, disagreed at 18%, and disagreed at 9%.

Table 7. Likert Scale Score for Promotion Variables (X2)

Respondents’ Answer

Indicat SS S KS TS STS Total

or Score
F % F % F % F % F %

Xoa) 32 32 43 43 22 22 3 3 0 0 404
X202 24 24 61 61 14 14 1 1 0 0 408
Xo03) 26 26 61 6l 13 13 0 0 0 0 413
Xow@) 51 51 45 45 2 2 2 2 0 0 445
Xa5) 18 18 49 49 31 31 2 2 0 0 383
Xo(6) 19 19 51 51 26 26 4 4 0 0 385
Xo() 18 18 52 52 29 29 1 1 0 0 387
Xo8) 38 38 52 52 10 10 0 0 0 0 428
Amount 3253

406.6

Average "

Source: Processed by researchers, 2025

From table 7 it can be concluded that the statement X, (4) obtained the highest score
with the percentage strongly agrees at 51%, agrees at 45%, disagree with 2%, and not
agree 2%. Meanwhile, statement X» (5) obtained the lowest score with the acquisition
The percentage strongly agreed at 18%, agreed at 49%, disagreed at 31%, and not agree
2%.

Table 8. Likert Scale Scale Scale for Purchase Decision Variables (Y)

Respondents’ Answer

Indicator SS S KS TS STS Total

F % F % F % F % F v Seore

Yy 32 32 5 56 12 12 0 0 0 0 420

Yo 20 20 56 56 22 2 2 2 0 0 394
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Y3 27 27 42 42 24 24 7 7 0 0 389
Y4 27 27 53 53 18 18 2 2 0 0 405
Yes) 12 12 33 33 37 37 16 16 2 2 337
Y6 17 17 34 34 38 38 9 9 2 2 355
Amount 2300
Average 383,333

Source: Processed by researchers, 2025

From table 8 it can be concluded that the statement Y (1) obtained the highest score
with the percentage strongly agreed at 32%, agreed at 56%, and disagreed at 12%.
Meanwhile, statement Y (5) obtained the lowest score with the acquisition of a very
percentage agreed at 12%, agreed at 33%, disagreed at 37%, disagreed at 16%, and
strongly disagree with 2%.

4.3  Validity Test

The wvalidity test serves to assess the research instrument in this study, a
questionnaire to determine its accuracy in measuring what it is intended to measure.
The table below displays the validity test results for each variable applied in this
research:

Table 9. Validity Test Results

Variable I telljl(s) Correlation Item (R Count)  r-table Information

Xi_1 0,609 Valid.

Xi 2 0,47 Valid.

Xi 3 0,628 Valid.

X1 4 0,603 Valid.

X5 0,433 Valid.

Innovl;i(z)(ilugh) X1_6 0,581 0,1946 Valid.
X1 7 0,527 Valid.

Xi1_8 0,301 Valid.

X119 0,528 Valid.

Xi_10 0,6 Valid.

X> 1 0,661 Valid.

Promotion(X2) X2 2 0,657 0,1946 Valid.

X2 3 0,646 Valid.
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X 4 0,582 Valid.
X, 5 0,584 Valid.
X5 6 0,488 Valid.
X5 7 0,684 Valid.
X, 8 0,545 Valid.
Y 1 0.541 Valid.
Y 2 0,645 Valid.
Y 3 0.388 Valid.
Purchase - 0.1946
Decisions (Y)
Y 4 0537 Valid.
Y5 0.571 Valid.
Y 6 0.692 Valid.

Source: IBM Data Processing Results SPSS 26 (2025)

According to the results shown in Table 9, all statement items used in this study to
assess the two independent variables product innovation and promotion as well as the
dependent variable purchasing decision were confirmed as valid. This conclusion is
supported by the fact that the calculated r-values exceed their respective r-table values.

4.4  Reliability Test

Assessing the consistency of measurement findings acquired via the questionnaire is
the aim of the reliability test. Even when respondents respond to comparable claims at
various times, an instrument is deemed reliable if repeated measurements on the same
object yield consistent data. Table 10 provides a summary of the reliability testing
conducted for each of the variables included in the study.

Table 10. Reliability Test Results

Variable Cronbach’s Reliability Information
Alpha standard
Procduct 0.825 0.6 Reliable
Innovation (X1)
Promotion (X2) 0.858 0.6 Reliable
Purchase 0.797 0.6 Reliable
Decisions(Y)

Source: IBM Data Processing Results SPSS 26 (2025)

Every statement item utilized to gauge the dependent variable in this study,
purchasing decisions, and the two independent variables, product innovation and
promotion, are dependable, according to the results shown in Table 10. The Cronbach's
Alpha values, which surpass the defined reliability level, serve as evidence of this.
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4.5  Results of Hypothesis Testing

The suggested hypotheses are tested, and the degree of correlation between the
independent and dependent variables is assessed using multiple linear regression
analysis. The outcomes of the multiple linear regression analysis for every variable this
study looked at are shown in the following table:

Table 11. Coefficients Outcomes of Multiple Linear Regression Analysis

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta T Sig.

(Constant) 1.590

Product - 5.77

Innovation 4.136 2.602 4 115
Promotion 388 .067 462 4.74 .000
333 .070 .380 9 .000

Source: IBM Data Processing Results SPSS 26 (2025)

Dependent Variable: Purchasing Decision. The following is the regression equation
that was produced using the information in Table 11:

Y =-4.136 + 0.388X; + 0.333X, 2)

The following is an interpretation of the regression model: (1) The constant value of
-4.136 indicates that if both product innovation (X:) and promotion (Xz) are assumed
to be zero or absent, the purchasing decision variable (Y) would take on a negative
value. (2) Product innovation (X1) shows a positive regression coefficient of 0.388, this
suggests that decisions to buy are directly and favorably impacted by product
innovation. Thus an increase in product innovation leads to an increase in purchasing
decisions. (3) The positive regression coefficient of 0.333 for promotion (X2) indicates
that it also has a direct and favorable impact on decisions to buy. Therefore, more
promotions will lead to more people making purchases.

The importance of each independent variable, product innovation (X;) and
promotion (Xz), on the dependent variable, purchase decisions (Y), is evaluated using
partial hypothesis testing, commonly referred to as the T-test. As shown in Table 12,
the T-test findings corresponding to the variables analyzed in this study are reported:

Table 12. Outcomes of the Partial Hypothesis Testing

Unstandardized Standardized
Model Cocefficients Coefficients T Sig.
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B Std. Error Beta
(Constant) -
Product 1.590
Innovation - 5.77
Promotion 4.136 2.602 4 115
388 .067 462 4.74 .000
333 .070 .380 9 .000

Dependent Variable: Purchase Decision. The T-test results based on the information
in Table 12 are as follows: (1) Testing the First Hypothesis (H;) for the Product
Innovation Variable (Xi). According to Table 12, the t-table value of 1.98 is lower than
the computed t-value of 5.774 for the product innovation variable (X;) at a significance
level of 0.000. The first hypothesis is accepted since the result falls below the 0.05
threshold. Thus, it may be said that the product innovation variable (X) has a major
influence on purchasing decisions (Y). (2) Testing the Second Hypothesis (H>) for the
Promotion Variable (X). As shown in Table 12, the promotion variable (X>) yields a
computed t-value of 4.749 at a significance level of 0.000, which is greater than the t-
table value of 1.98. Since this is also less than 0.05, the second hypothesis is accepted.
Thus, it may be said that the promotion variable (X;) significantly influences
purchasing decisions (Y).

Coefficient of Determination. The coefficient of determination test is used to evaluate
the extent to which independent variables influence the dependent variable. The
independent variables have very little effect on changes in the dependent variable when
the R? value is near zero. Conversely, an R? value close to 100% suggests that the
independent factors significantly affect the dependent variable. The results of the
coefficient of determination test for the variables utilized in this study are shown in the
table below:

Table 13. Results of the Determination Coefficient Test Model Summary

Model R R’ Adjusted Std. Error
R’ of the Estimate
1 731 535 525 2.391

Source: IBM Data Processing Results SPSS 26 (2025)

One significant drawback of the coefficient of determination test (R2) is that it is
frequently skewed by the quantity of independent variables included in the model.
This is addressed by the Adjusted R Square (R?), which is seen to be better suitable
for assessing the regression model's quality. A significant relationship between the
independent and dependent variables is indicated by the correlation coefficient (R),
which is 0.731 in Table 13. Furthermore, the independent variables explain 52.5%
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of the variation in the dependent variable, with the remaining 47.5% being influenced
by factors not included in this regression model, according to the Adjusted R Square
value of 0.525.

5 Discussion

5.1 The Effect of Product Innovation on Purchasing Decisions

Empirical evidence reinforces the first hypothesis (H;), demonstrating that product
innovation plays a critical role in positively and significantly shaping the purchasing
behavior of Kaku Food consumers in Makassar City. The data analysis supports this
by showing that, at a significance level below 0.05, the calculated t-value is higher than
the crucial t-value. These results align with Maryana and Permatasari's study, which
found that product innovation had a major influence on decisions to buy for trendy
drinks at the Indonesian Iced Tea Store in Bandar Lampung and serves as the dominant
variable with the greatest partial influence [9]. This suggests that decisions to buy are
positively and significantly impacted by product innovation. It is true that a company's
efforts to innovate its products will have a favorable impact on the decisions made by
its customers. The findings of this investigation showed that the claims "Kaku Food's
innovation is very good," "Kaku Food's product innovation is very diverse," "Kaku
Food's product flavors suit my taste," "Kaku Food's product packaging has a unique
and easily recognizable appearance," and "Kaku Food's products can compete
favorably among similar products" received the highest scores and were above average.
This concludes that Kaku Food has strong product transformation, which can influence
purchasing decisions. Therefore, the extent of product innovation implemented by the
company determines its influence on consumer purchasing decisions for Kaku Food
products in Makassar. Product innovations developed by the company to create
something new and better than before will influence consumers' purchasing decisions
for Kaku Food products in Makassar. The greater the product innovation undertaken by
the company, the greater the purchasing decisions of Kaku Food products in Makassar
City. According to this study, product innovation significantly influences consumers'
decisions to buy.

5.2 The Effect of Promotions on Purchasing Decisions

The results demonstrate that promotions have a favorable and significant impact on
decisions to buy Kaku Food items in Makassar City, which supports the adoption of the
second hypothesis (Hz). The data analysis supports this by showing that, with a
significance level of less than 0.05, the computed t-value is greater than the t-table
value. These results are consistent with Fitrotin et al study, which showed that
promotions have a big impact on Batik Menak Koncar Lumajang buyers' decisions,
although not as the most dominant variable. In this research, promotion is shown to
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positively shape consumer behavior, as reflected in consumer perceptions that Kaku
Food’s promotions meet expectations, utilize attractive and easily accessible media,
and are consistently carried out through discounts, savings redemption, and other
promotional strategies [29]. The findings of this investigation show that the claims
"Kaku Food's promotions meet my consumer expectations," "Kaku Food's promotional
media are very attractive," "Kaku Food promotes through easily accessible media," and
"Kaku Food regularly promotes through discounts, savings redemption promotions,
and other means" received the highest scores and are above average. This suggests that
Kaku Food has strong promotions, which can influence purchasing decisions. As a
result, the degree to which the company's promotions impact Makassar consumers'
decisions to buy Kaku Food products depends on them. Active promotions by the
company not only provide product information to consumers but also influence
consumer purchasing decisions for Kaku Food products in Makassar. The more actively
businesses promote their products, the more people in Makassar will choose to purchase
Kaku Food products.

6 Conclusion

Several important conclusions can be made in light of the findings and arguments that
have been given. Both product innovation and promotion have a favorable and
significant impact on consumers' decisions to buy Kaku Food items. The results
indicate that customers are more inclined to purchase when businesses adopt innovative
practices. Likewise, the intensity and effectiveness of promotional activities also
contribute to strengthening consumer purchase intentions. Among the two independent
variables examined, product innovation emerged as the most influential factor,
underscoring its critical role in shaping consumer behavior. These findings support
Kotler’s theory on the impact of innovation in driving purchasing decisions. In terms
of practical implications, businesses should place greater emphasis on product
innovation initiatives to enhance consumer purchasing decisions. This includes
continuous improvement in menu variety, flavor development, packaging, and
customer service experience. At the same time, promotional strategies remain essential
in expanding market reach and building stronger brand awareness. The findings also
reinforce Kotler and Keller’s perspective on the role of promotions in influencing
consumer behavior.

By integrating sustainable innovation efforts with effective promotional strategies,
businesses can strengthen competitiveness and foster long-term customer loyalty. It is
therefore recommended that MSMEs, particularly within the culinary sector, adopt a
similar approach to that of Kaku Food, leveraging product innovation and strategic
promotions to achieve sustainable growth.

Due to the study's exclusive focus on Kaku Food customers in a single area, it is
challenging to extrapolate the findings. Although other elements like price, taste, brand
image, and service may also have an impact on decisions to buy, the independent
variables utilized are restricted to product innovation and promotion. Additionally, a
cross-sectional study design and questionnaires with a small segment size only reflect
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conditions for a specific time period; they do not account for long-term shifts in
consumer behavior.

To obtain more representative results, it is advised that future research increase the
number of respondents and the area coverage. To provide a more complete picture,
researchers can also include additional factors like price, product quality, customer
satisfaction, and brand image. In-depth interviews and other longitudinal and
qualitative techniques can be used to investigate consumer perceptions of product
innovation and promotional effectiveness in further detail as well as to look at
consistency. Comparative studies with related culinary enterprises can also yield fresh
perspectives on pertinent innovation and marketing tactics to boost competitiveness.
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