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 Since Mr. Narma started the tofu factory, the number of companies selling 
crispy tofu has increased, and Mr. Narma began to focus more on the quality 

of his tofu factory. Over time, pabrik tahu krispi khas jawa Tanjung Jati Binjai 

became increasingly famous in Binjai and Sumatra utara. This research is 

called quantitative research because the research data is in the form of 
numbers and analysis using statistics. Therefore, the writing uses quantitative 

research because the data in this study are expressed in the form of numbers. 

The significant result for the Product Availability variable is 0.000 or smaller 

than the significant level used, namely 0.05 (0.000 <0.000) and the calculated 

T value is greater than the T table, namely 1.985 (5.007> 1.985). The 

significant result for the Packaging variable is 0.003 or greater than the 

significant level used, namely 0.05 (0.003>0.05) and the calculated T value is 

smaller than the T table value, namely 1.985 (0.008 <1.985). Product 
availability has a positive and significant effect on purchasing decisions. This 

means that if the availability of products owned pabrik tahu krispi khas jawa 

pak narma tanjung jati binjai. Packaging will partially have a positive but 

insignificant effect on purchasing decisions. This shows that good quality or 
type of packaging has a positive impact on purchasing decisions. In other 

words, consumers tend to be more interested in buying ji products. 
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INTRODUCTION 

Product availability is an important factor in ensuring that the products desired and expected by 

customers are always available and easily accessible. According to Emiri (2021), consistent and efficient 

product availability makes it easier for customers to get the desired product, thereby increasing their 

satisfaction. Lianardi & Chandra (2019) also state that sufficient product availability has a huge impact on 

purchasing decisions, because consumers will more easily decide to buy products that are always available. 

Apart from product availability, packaging also plays an important role in purchasing decisions. In the 

tofu factory industry, good packaging can maintain product quality and safety and attract consumers. Packaging 

that is visually appealing, safe, provides clear product information, and is easy to use can increase consumer 
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interest and trust in tofu products. Well-packaged tofu will last longer and avoid health problems due to 

contamination. 

A crispy tofu factory is a type of factory that produces tofu with a crunchier texture. Crispy tofu is 

usually made through a special process that involves frying or roasting to create a crispy skin on the outside, 

yet still soft on the inside. Pak Narma's Javanese crispy tofu factory in Tanjung Jati, Binjai, is an example of a 

factory that has successfully produced the popular crispy tofu. The factory started as a small business of Mr. 

Narma selling fried foods around, then developed into a famous crispy tofu factory in Binjai and North 

Sumatra. 

The purchase decision is the stage in the decision-making process where consumers actually buy the 

desired product. Kotler & Armstrong (2022) explain that purchasing decisions involve meeting the needs and 

desires of individuals, groups, or organizations through products, services, ideas, or experiences. According to 

Alma (2018), purchasing decisions are influenced by various factors such as economy, technology, politics, 

culture, product, price, location, promotion, physical, people, and process. 

Pak Narma's Javanese Krispi Tofu Factory production and revenue data show that limited product 

availability can lead to consumer disappointment if they cannot get the desired product. Therefore, it is 

important for the factory to increase the availability of krispy tofu to keep consumers satisfied. The focus of 

the research is to find out whether product availability and good packaging affect consumer purchasing 

decisions at Pak Narma's Javanese Krispi Tofu Factory in Tanjung Jati, Binjai. Based on this background, the 

authors conducted a study with the title “The Effect of Product Availability and Packaging on Tofu Purchasing 

Decisions at Pak Narma's Javanese Krispi Tofu Factory in Tanjung Jati Binjai”. 

 

 

LITERATURE REVIEW 

Product Availability (X1) 

According to Kotler & Keller in quote Utama (2019) Product availability is the company's ability to 

maintain product inventory when there is an increase in demand for products.  

According to Kotler & Keller in quotation from Utama (2019) the Product Availability Indicator 

consists of: 

1. Products are easy to see 

2.Products are neatly organized 

3.Product availability 

4.Cash/credit payment tool availability 

 

Packaging (X2) 

According to Kotler & Armstrong in Arum's quote (2019) packaging is the activity of designing 

producing a container or wrapper for a product. 

According to Kotler & Armstrong in Arum's quote (2019) Packaging indicators consist of: 

1. Shape 

2. Size 

3. Material 

 

Purchase Decision (Y) 

According to Kotler & Keller in Nadhril's quote (2020) Purchasing decisions are part of consumer 

behavior about how individuals, groups, and organizations choose, buy, use, and how goods, services, ideas, 

or experiences satisfy their needs and desires. According to Kotler & Keller in Nadhril's quote (2020) Purchase 

Decision Indicators consist of: 

1. Problem Recognition 

2. Information search (Information Sarch) 

3. Evaluation of alternatives 

4. Purchase decision 
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RESEARCH METHOD 

This type of research is quantitative research using a descriptive approach. Quantitative research method 

is a type of research whose specifications are systematically structured and clearly planned from the beginning 

to the end of the research. (Sugiyono, 2013) quantitative method is a method in the form of numbers and 

analysis using statistics. The data analysis technique used is multiple linear regression quantitative technique. 

In this study, data analysis was processed using the help of the SPSS 25.0 program. 

 

 

Research Variables 

In this study, the variable used is product availability as variable X1 which can be interpreted as the 

company's ability to maintain product inventory when there is an increase in demand for products. With 

indicators put forward by Kotler & Keller in quotations from Utama (2019), namely Products are easy to see, 

Products are neatly organized, Product availability and availability of Cash / credit payment instruments.  

Packaging as variable X2 is the activity of designing producing a container or wrapper for a product. 

According to Kotler & Armstrong in Arum's quote (2019) there are three packaging indicators, namely Shape, 

Size and Material.  

Purchasing Decisions as variable Y is part of consumer behavior about how individuals, groups, and 

organizations choose, buy, use, and how goods, services, ideas, or experiences satisfy their needs and wants. 

According to Kotler & Keller in Nadhril's quote (2020) there are several indicators of purchasing decisions, 

namely problem recognition, information search, alternative evaluation and purchase decisions. 

 

Population and Sample 

The population in this study were all customers who purchased tofu at the Pak Narma Tanjung Jati 

Binjai Javanese crispy tofu factory, the number of which was unknown. Sampling in this study using the 

Lemeshow formula (1997), from the calculation results obtained a sample size of 97 and increased to 100 

customer respondents who purchased tofu at the Pak Narma Tanjung Jati Binjai Javanese krispi tofu factory. 

In this study, researchers used Probability Sampling with Stratified random sampling technique. 

 

Data Collection Thecnique 

The data sources used in this research are primary data and secondary data. The data collection 

technique uses field research based on observation, documentation and questionnaires. The questionnaire is 

data collection in the form of questions submitted to the subject and will be distributed to obtain answers about 

product availability and packaging on customer purchasing decisions. 

 

 

RESULTS AND DISCUSSION 

The results of testing the validity of all items used in the study for product availability variables (x1), 

packaging (x2) and purchasing decisions (Y). The calculated r value for 12 statements is greater than the r table 

value of 0.197. So that the 12 items can be declared valid as research measuring instruments.. 

 

Table 1. Reliability Test 

 
Source: Data processed (2024) 

 

Based on the table above, it can be seen that the alpha value for all variables is quite large, which is 

more than 0.60. Thus, it can be concluded that all questionnaire instruments from each variable in this study 

can be trusted or reliable. 

 Testing the normality of the data using a normal one sample kolgomorov-sirnov with the following 

results: 

  

 

 

 

 

 

Variabel 
Reliability 

(Alpha) 
Keterangan 

Availability of products (X1) 0,832 Reliable 

Packaging (X2) 0,911 Reliable 

Purchasing Decisions (Y) 0,935 Reliable 
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Table 2. one sample kolgomorov-sirnov 

 
Source: Output SPSS (2024) 

 

Based on the one sample kolgomorov-sirnov test in table 4.7 above, it can be seen that the results of the 

asymp are smaller than the significant used, namely 0.05 (0.000 <0.05) so that the data used in this study are 

concluded to be invalid. 

The results of the multicollinearity test can be seen in the following table: 

  

Table 3. Multicollinearity Test 

  
Source: Data Processed (2024) 

 

Based on the table above, it can be seen that the tolerance value (T) is 0.439> 0.1 or the VIF value < 5 

and the Product Availability variable (X1) has a VIF value of 2.279 < 5 and the Packaging variable (X2) has a 

VIF value of 2.279 < 5. This shows that there is no multicollinearity between the independent variables (free). 

The results of the heteroscedasticity test are as follows: 

 

 
Picture 1. Grafic Scatter Plot 

 Source: Output SPSS (2024) 

 

Based on the picture above, it can be seen that the points spread randomly, do not form a certain clear 

pattern and are scattered both above and below zero on the Y axis. It can be concluded that each variable does 

not contain heteroscedasticity in the regression model. 

 

 

 

 

 

One-Sample Kolmogorov-Smirnov Test 

 

Ketersediaan 

Produk Packaging 

Keputusan 

Pembelian 

N 100 100 100 

Normal Parameters
a,b

 Mean 12.96 9.39 17.49 

Std. Deviation 4.129 3.293 5.363 

Most Extreme Differences Absolute .149 .148 .140 

Positive .091 .078 .081 

Negative -.149 -.148 -.140 

Test Statistic .149 .148 .140 

Asymp. Sig. (2-tailed) .000
c
 .000

c
 .000

c
 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 
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Table 4. Partial Test 

  
Source: Data processed (2024) 

 

Based on the table above, it can be seen that the sig. product availability variable is 0.05 (0.000 <0.000) 

and the calculated T value is greater than the T table, namely 1.985 (5.007> 1.985), then H1 is accepted. So it 

can be concluded that the more products available at Pak Narma Tanjung Jati Binjai's Javanese Krispi Tofu 

Factory, the greater the likelihood of purchasing decisions. This is because the test results show that there is an 

influence between product availability and purchasing decisions at the Pak Narma Tanjung Jati Binjai Javanese 

Krispi Tofu Factory.  

Partially, the sig. value for the packaging variable is 3.015> 1.985 and the significance value is 0.003 

<0.05, indicating that this observed difference does not occur by chance alone, but there may indeed be a 

statistically significant relationship or effect. then the hypothesis is accepted and it can be concluded that the 

packaging variable has a positive and significant effect on tofu purchasing decisions so that H2 is accepted. In 

this study, it was found that the quality of packaging carried out by the Pak Narma Tanjung Jati Binjai Javanese 

Krispi Tofu Factory has an effect on consumer purchasing decisions for tofu. Although there is a positive and 

significant effect of packaging. This means that the quality of packaging consistently affects the decision to 

purchase tofu at the Pak Narma Tanjung Jati Binjai Javanese Krispi Tofu Factory. 

Based on the simultaneous test results, it is known that the F test results are greater than the F table 

(64.694> 3.09) with a significance level of (0.000 <0.05) a very low significance value indicates that the 

differences or relationships observed in this study are very unlikely to occur by chance. Where this research is 

based on very strong statistics to state a significant relationship or effect, the hypothesis is accepted. It can be 

said that the variables of product availability (X1) and packaging (X2) together have an effect on tofu 

purchasing decisions (Y) at the Pak Narma Tanjung Jati Binjai Javanese krispi tofu factory. 

Based on the very large F count and very low significant value, it can be concluded that the results of 

this study have a positive and significant effect together statistically. Thus the simultaneous test proves that 

product availability and packaging have an effect on tofu purchasing decisions at the Pak Narma Tanjung Jati 

Binjai Javanese Krispi Tofu Factory. It can be interpreted that the Pak Narma Tanjung Jati Binjai Javanese 

Krispy Tofu Factory can also create a sense of comfort, a sense of satisfaction with the availability of tofu and 

provide the best service for consumers. 

 

 

CONCLUSION 

The research findings show that Product availability has an impact on purchasing decisions at Pak 

Narma's krispi tofu factory in Tanjung Jati Binjai. However, Packaging partially has a positive but insignificant 

effect on purchasing decisions. This shows that good quality or type of packaging has a positive impact on 

purchasing decisions. In other words, consumers tend to be more interested in buying products if the packaging 

is attractive, good, or in accordance with their preferences. Therefore, Pak Narma's krispi tofu factory in 

Tanjung Jati Binjai can increase product availability, improve packaging, and optimize consumer purchasing 

decisions. 

 

Suggestion 

Based on the results of the study, it is known that the product availability variable has an effect on 

purchasing decisions, making sure that krispi tofu products are always available in the market by monitoring 

and managing effective stock. So that it can involve increasing production capacity and improving the 

distribution system to avoid stock shortages. 

Based on the research results, it is known that the packaging variable has an effect on purchasing 

decisions, Improve the quality and design of product packaging. Make sure that the packaging attracts the 

attention of consumers and reflects the quality of the product inside. This can increase the attractiveness of the 

product on the shelf and influence consumer purchasing decisions. As well as maintaining the freshness of 

krispi tofu well and encouraging consumers to make purchasing decisions. Companies can also maximize the 

mix of these two variables in order to attract consumer interest and increase impulse purchases. 

By implementing these suggestions, Pak Narma's crispy tofu factory in Tanjung Jati Binjai can increase 

product availability, improve packaging, and optimize consumer purchasing decisions. 

 

 

 

Variable Thitung Sig. 

Availability of products (X1) 5,007 0,000 

Packaging (X2) 3.015 0,000 
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