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Abstract

  The purposes of this research are to study 1) consumer behavior towards the Fried sea 
bass skin, 2) marketing strategies affecting purchasing decision on Fried sea bass skin, and
3) compare marketing strategies on purchasing decisions of fried sea bass skin as classified by 
demographic factors and consumer behavior. The accidental sampling technique was applied to
draw 400 research participants from consumers who purchased Fried sea bass skin. Data were 
collected by using a questionnaire. Statistical procedures employed in the data analysis were 
percentage, mean, standard deviation, and F-Test. The results of this research revealed that 
consumers’ major objective of purchase is for eating. The frequency of purchasing is more than 
4 times per week. Consumers usually buy products during 10:01 am. to 1:00 pm. In terms of 
marketing strategies affecting purchasing decisions of fried sea bass skin, results show
a moderate level for all aspects, except that the promotion factor was at a high level. Meanwhile, 
age, monthly income, frequency of purchasing, purchasing volume, and places of buying had 
different effects on the purchasing decision of fried sea bass skin.
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X S.D.

3.20

4.43
3.56 0.388

9.10** 20.44** 21.04** 20.62** 
21.19** 12.13** 

** ** ** ** **
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