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bakery products through online stores. The study focuses on four key factors: product, price, distribution
channels, and sales promotion. A questionnaire was used as the data collection tool, targeting a sample of 400

individuals, both those who have and have not previously purchased bakery products online. The data were

Abstract

This research primarily aims to study the factors influencing consumers’ decision to purchase

analyzed using descriptive statistics and multiple regression analysis.

positive impact on the decision to purchase bakery products online, with product factors being the most
influential. In contrast, the sales promotion factor had a statistically significant negative impact on the purchase
decision. Meanwhile, the price factor was found to have no significant effect on consumers’ decision to purchase

bakery products online.

The results revealed that product and distribution channel factors have a statistically significant

Keywords: Purchase decision, bakery, online store



