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Abstract 

Purpose of the Study: This study aimed to examine the influence of product price, product quality, and 

product features on consumer decision-making for differentiated bakery products at Royal Oven 

Bakery in Mwanza City, Tanzania. The research sought to identify the key factors shaping consumer 

preferences and purchase intentions in a competitive bakery market. 

Methodology: The study adopted a positivist research philosophy and a quantitative research 

approach. A cross-sectional research design was employed, targeting a population of 237 daily bakery 

consumers. A sample of 147 respondents was selected using convenience sampling. Data were 

collected through structured questionnaires with closed-ended questions and analyzed using SPSS 

Version 26. Descriptive statistics, Pearson correlation, and multiple regression analyses were 

employed to examine the relationships between product attributes and consumer decision-making. 

Findings: The results indicated that product features had the strongest positive influence on consumer 

decision-making (B = 0.351, β = 0.475, p < 0.001), followed by product quality (B = 0.251, β = 0.335, 

p = 0.002) and product price (B = 0.215, β = 0.203, p = 0.007). Correlation analyses revealed strong 

interrelationships among product price, quality, and features, highlighting the combined effect of these 

marketing elements on consumer purchase behavior. Consumers prioritize sensory attributes, 

innovative features, and value perception when selecting bakery products. 

Originality: This study contributes to the literature by focusing on the Tanzanian bakery sector, an 

underexplored context, and provides empirical evidence on the combined effect of product price, 

quality, and features on consumer decision-making for differentiated bakery products. 

Practical Implications: The findings offer actionable insights for bakery operators like Royal Oven 

Bakery, emphasizing the importance of maintaining high product quality, innovating product features, 

and adopting competitive pricing strategies to enhance customer satisfaction, loyalty, and market 

competitiveness. 

Social Implications: By understanding consumer preferences and promoting quality bakery products, 

the study supports healthier, satisfying, and culturally appropriate food choices while contributing to 

the development of local businesses and employment in Mwanza City. 

Keywords: Consumer decision-making, product quality, product features, product price, bakery 

products, Tanzania, Royal Oven Bakery 

1.1 INTRODUCTION  
Product differentiation plays a critical role in shaping 

consumer decision-making by offering unique attributes that 

enable firms to stand out in competitive markets and build 

sustainable advantages (Kotler et al., 2015). Global evidence 

shows that consumer preferences for differentiated bakery 

products vary significantly across cultural, economic, and 

behavioral contexts. In Brazil, consumers are largely price-

sensitive and show limited willingness to pay for premium 

bakery items (Souki, Reis & Moura, 2016), while in Japan, 

strong brand consciousness and high quality expectations 

strongly influence purchasing behavior (Brazilian 

Administration Review, 2014). In Germany, health-focused 

and quality-oriented consumers are willing to pay more for 

natural and fresh bread options (Zielke & Dobbelstein, 2018). 

A cross-continental review further reveals that in Nigeria, 

pricing, quality, and freshness are central determinants of 

satisfaction and loyalty (Abdullahi et al., 2024; Okike, 2011). 

In Australia, quality consciousness, brand loyalty, and 
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habitual buying significantly shape bakery choices (Nayeem 

& Casidy, 2015). Broader Canadian consumer trends also 

emphasize health consciousness, convenience, and variety in 

bakery purchases. Similarly, in India, freshness, quality, price, 

and growing health awareness strongly influence preferences 

for pastries and bread (Dubey & Dubey, 2019). Findings from 

South Africa indicate that sensory appeal is a primary 

motivator, although sugar concerns influence some consumer 

groups (de Kock et al., 2020). In Tunisia, artisanal bakeries 

rely on quality and tradition, but innovation in flavors and 

forms has become essential to meet evolving expectations 

(Othmani & Ben Fredj, 2022). 

In East Africa, bakery purchasing decisions also reflect 

diverse influences. In Kenya, price sensitivity, product 

quality, brand familiarity, and cultural elements significantly 

shape consumer choices (Wambugu & Musyoka, 2022; 

Wambugu & Maina, 2022). In Uganda, purchasing decisions 

are driven by price, marketing strategies, and availability of 

substitutes (Pather, 2014). In Tanzania, bakery choices are 

shaped by health consciousness, convenience, familiarity, and 

rapid lifestyle changes (Bukachi et al., 2023). Tanzanian 

bakery-related studies show further determinants of consumer 

decision-making. Jeje (2023) highlights the role of innovation 

strategies such as product improvements and customer-

focused innovation, while Lomayani (2021) shows that 

packaging attributes—including labeling, material, and 

color—significantly influence purchase behavior alongside 

cultural factors such as lifestyle and norms. Mbiku (2016) 

emphasizes both extrinsic factors (price, packaging, store 

image) and intrinsic factors (perceived value, product 

knowledge), moderated by income and familiarity. Royal 

Oven Bakery in Mwanza reflects many of these broader 

consumer preferences through its emphasis on innovation, 

quality packaging, diverse product offerings, and strong 

branding. Although specific empirical studies on Royal Oven 

are limited, its strategies align with established Tanzanian 

determinants such as product freshness, price sensitivity, 

brand familiarity, and increasingly health-conscious consumer 

values (Jeje, 2023; Lomayani, 2021; Mbiku, 2016).  

1.2 STATEMENT OF PROBLEM 
Although Royal Oven Bakery appears to offer desirable 

product features, flavors, and affordable prices that attract 

customers, there is limited empirical evidence explaining the 

specific factors influencing consumer decision-making within 

Mwanza’s bakery market. Existing studies in Tanzania 

highlight the roles of product differentiation, packaging, 

cultural norms, innovation, and value perceptions in shaping 

consumer choices (Jeje, 2023; Lomayani, 2021; Mbiku, 

2016), yet these findings are not localized to Mwanza. 

Moreover, broader research suggests that pricing, product 

quality, and marketing strategies influence bakery purchases 

(Pather, 2014; Bukachi et al., 2023), but there remains a clear 

gap in understanding how these determinants apply to 

bakeries such as Royal Oven. This lack of targeted, context-

specific research limits the ability of bakery businesses in 

Mwanza to design effective product offerings, marketing 

strategies, and customer engagement approaches aligned with 

evolving consumer preferences (Wambugu & Musyoka, 

2022). 

2.1 THEORETICAL UNDERPINNING 
2.1.1 Key Idea 

The Economic Theory of Consumer Behavior explains how 

individuals make choices among goods and services given 

their limited income, with the goal of maximizing satisfaction 

or utility (Marshall, 1890; Hicks & Allen, 1934; Varian, 

2010). Consumers are assumed to compare the marginal 

utility gained from each product with its price to choose the 

optimal combination of goods. Although the theory provides a 

structured model for understanding consumption decisions, 

real-world behavior especially in differentiated markets such 

as bakery products often deviates due to cultural preferences, 

emotions, habits, and brand loyalty. 

2.1.2 Assumptions of the Theory 

The Economic Theory of Consumer Behavior is grounded in 

several key assumptions that simplify how individuals make 

choices. It assumes that consumers behave rationally, always 

aiming to maximize their utility by selecting the most 

satisfying combination of goods. They are also presumed to 

have perfect information about all available products, 

including their prices, features, and alternatives (Hael et al., 

2024). The theory further assumes that consumer preferences 

are stable and consistent over time, meaning choices follow a 

logical and transitive order. Additionally, it is based on the 

principle of diminishing marginal utility, where the 

satisfaction gained from each additional unit of a product 

decreases with consumption. Consumers are also considered 

to operate under budget constraints, allocating their limited 

income in the most optimal way. Finally, the theory assumes 

that choices are not influenced by irrelevant alternatives, 

meaning that the presence of unrelated options should not 

affect decision-making (Marshall, 1890; Hicks & Allen, 

1934). 

2.1.3 Strengths of the Theory 

The theory offers a clear and systematic framework for 

predicting consumer choices and analyzing demand (Aguilar 

et al., 2023). Its focus on utility maximization and diminishing 

marginal utility allows economic behavior to be modeled 

quantitatively. Tools such as indifference curves and budget 

constraints make trade-offs and consumption decisions easy to 

visualize (Gärtner & Jung, 2021). The theory also provides a 

strong foundation for advanced economic analyses involving 

pricing strategies, market behavior, and welfare economics 

(Bernheim & Taubinsky, 2020). 

2.1.4 Limitations of the Theory 

The model is constrained by several unrealistic assumptions 

that often fail to capture actual consumer behavior. It assumes 

that consumers always act rationally to maximize utility, yet 

in reality, individuals frequently make choices influenced by 

impulse, habit, or convenience. The assumption of perfect 

information is also impractical, as consumers typically have 

limited knowledge, face misinformation, or rely on 

incomplete details when making decisions. Preferences are 

not always stable or consistent, as they may shift due to 
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trends, cultural influences, social norms, or specific situational 

factors. Moreover, the theory overlooks key emotional, 

psychological, and social elements such as brand loyalty, 

habits, advertising, and cognitive biases ; which significantly 

shape consumer decisions (Simon, 1955; Kahneman & 

Tversky, 1979; Thaler, 1985). The principle of diminishing 

marginal utility is also not universally applicable across all 

products or consumption situations. Collectively, these 

limitations reduce the theory’s ability to fully explain the 

complex and dynamic nature of real-world consumer 

decision-making. 

2.1.5 Applicability to the Study 

The theory helps explain how consumers at Royal Oven 

Bakery may evaluate bread, cakes, and pastries based on 

price, perceived value, and product attributes (Ochoa et al., 

2024). It provides a basis for analyzing how changes in price 

affect demand and how consumers allocate their limited 

income among differentiated bakery offerings. However, 

since consumer decisions in Mwanza are also shaped by 

cultural preferences, packaging, health consciousness, and 

innovation, the theory must be applied alongside behavioral 

and contextual insights (Bludo & Buabeng, 2024). Thus, 

while useful for understanding basic economic trade-offs, the 

theory alone cannot fully capture the complex, real-world 

determinants influencing bakery purchasing decisions. 

2.2 Empirical Review 
2.2.1 Product Price and Consumer Decision 

Making 

Product price plays a critical role in shaping consumer 

decision-making within the bakery industry, particularly for 

specialty products where affordability and perceived value 

strongly influence purchasing behavior. Research from 

various global markets highlights that while low and moderate 

prices motivate many bakery customers, value perceptions—

such as quality, freshness, packaging, and brand reputation—

can be equally or more influential. Studies like Delgado 

(2021) show that consumers in Britain balance cost with 

environmental impact and quality, demonstrating willingness 

to pay more when value is evident. Similar findings emerge in 

Ghana and Kenya, where economic instability has made price 

a primary determinant of purchases, yet a notable segment of 

consumers remains open to premium-priced items if they offer 

superior quality or unique benefits (Miller et al., 2022; Annos 

et al., 2025). 

Technological and theoretical contributions, such as those by 

Olakanmi et al. (2023) and Li (2021), further reveal how 

affordability, product innovation, and consumer recognition 

strategies shape price sensitivity. In China, studies show that 

medium pricing in fresh food supply chains can enhance 

supplier–retailer coordination and improve profitability 

(Zhang et al., 2024). Research in France emphasizes that 

consumer perceptions of value also involve cognitive and 

sensory factors beyond price alone (Roque et al., 2018). In 

Tanzania, recent findings by Zebu (2024) illustrate how 

bakeries like Royal Oven successfully target diverse income 

groups by combining fair prices with consistent product 

quality and freshness, thereby attracting both budget-

conscious and quality-driven consumers. 

Overall, the literature suggests that price remains a major 

driver of bakery purchasing decisions, but its influence is 

strengthened when paired with value-enhancing attributes 

such as freshness, quality indicators, innovative packaging, 

and brand trust. However, most existing studies are based on 

foreign markets and rely heavily on self-reported data, which 

limits their applicability to Tanzania’s context. For bakeries 

like Royal Oven, the evidence underscores the importance of 

adopting pricing strategies that balance affordability with 

value creation, supported by quality improvements, accurate 

product information, and customer engagement initiatives 

such as loyalty programs to enhance consumer satisfaction 

and repeat purchases. 

2.2.2 Product Quality and Consumer 

Decision Making 

Product quality is a central determinant of consumer decision-

making in the bakery sector, strongly influencing preferences 

for specialty products. Studies consistently show that 

freshness, nutritional value, ingredient quality, and visual 

appeal shape purchasing intentions more than price alone. In 

the United States, over 60% of consumers judge bakery 

quality based on freshness and high-end ingredients, with 

younger buyers placing greater emphasis on branding, safety 

assurances, and creative packaging (Linzalone & Lerro, 

2021). Visual presentation also plays a crucial role; 

experimental evidence from the Netherlands and Norway 

demonstrates that enhancing the attractiveness and display 

positioning of food items significantly increases consumer 

selection of healthier options without reducing satisfaction 

(Starke et al., 2021). These insights suggest that bakeries can 

influence buying behavior through strategic product 

presentation both online and in-store. Labeling quality 

likewise affects how consumers evaluate bakery products. 

Research from India and the Central African Republic shows 

that while brand labels attract attention through emotional and 

trust-building cues, nutritional labels shape more informed 

decisions by exposing misleading claims and improving 

transparency (Garwal et al., 2025; Hosam et al., 2019). High-

quality information and credible visuals jointly increase 

consumer trust and willingness to purchase, though some 

studies note limitations due to narrow sampling and simulated 

shopping environments. Findings from emerging markets 

further highlight shifting quality perceptions. In Namibia, 

rising urbanization and spending power have increased 

demand for artisanal, premium, and nutritionally enhanced 

bakery products (Mmereki et al., 2024), while studies in 

Burundi reveal that consumers prioritize freshness, local 

sourcing, and food safety, although many remain sensitive to 

cost and reserve premium items for occasional purchases 

(Mondo, 2024). Overall, the literature shows that product 

quality is multifaceted, shaped by sensory factors, brand 

communication, labeling transparency, and cultural 

expectations. While these studies offer valuable insights, 

many are context-specific and rely on controlled experiments 

rather than real purchasing data, limiting generalizability to 
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Tanzania. For bakeries like Royal Oven, the evidence 

suggests emphasizing freshness, authentic ingredients, strong 

visual presentation, and clear labeling to strengthen consumer 

trust and differentiate products in a competitive market. 

2.2.3 Product features and Consumers 

Decision making 

Product features, including flavor, aroma, nutritional content, 

and packaging, are key drivers of consumer satisfaction and 

loyalty in the bakery industry. Research shows that well-

designed product differentiation enhances perceived value and 

encourages repeat purchases. For example, Calín-Sánchez 

(2021) highlights that flavor and aroma analyses, using 

methods like HS-SPME-GC-MS and sensory panels, are 

reliable indicators of quality and can guide product 

development to align with consumer preferences. Similarly, 

Wang et al. (2022) emphasize that optimizing both flavor and 

texture is critical for product acceptability, as off-flavors can 

undermine consumer satisfaction despite other product 

improvements. These findings underscore the importance of 

systematically integrating sensory and chemical assessments 

into bakery production to maintain consistent quality and 

appeal.  Consumer studies from Rwanda further reveal that 

product attributes such as freshness, hygiene, locally sourced 

ingredients, and practical packaging significantly influence 

purchasing decisions (Valery, 2020). Urban consumers 

demonstrate a growing reliance on digital platforms, including 

online reviews and delivery services, when evaluating bakery 

products. Together, these insights suggest that bakeries like 

Royal Oven can enhance competitiveness by focusing on 

consistent sensory quality, ingredient transparency, food 

safety, and convenient packaging. Implementing advanced 

aroma and flavor profiling alongside quality control measures 

can help meet evolving consumer expectations and strengthen 

brand loyalty in a competitive market. 

2.3 Research gap 
There is a lack of in-depth understanding of the specific 

factors influencing consumer purchasing decisions for 

specialized bakery products, particularly at Royal Oven 

Bakery in Mwanza City, Tanzania. Most existing applications 

of the theory tend to generalize determinants of consumer 

behavior in the food industry, without focusing on product-

specific factors such as taste, branding, pricing, accessibility, 

and cultural influences relevant to bakery items. This creates a 

theoretical gap in understanding how these factors interact to 

influence decisions for differentiated bakery products in the 

Tanzanian context. Empirically, past studies such as Ahmed 

and Taha (2023), Li (2021), and Jaeger et al. (2023) largely 

focus on general food and beverage products, leaving baked 

goods relatively underexplored. Furthermore, much of the 

research is conducted in non-African contexts, including Iraq, 

the U.S., France, and China, limiting its applicability to 

Tanzanian consumers. Many studies also rely on self-reported 

data or theoretical models without validation through actual 

purchase behavior. Addressing this gap can help bakeries like 

Royal Oven Bakery tailor products and marketing strategies to 

local consumer preferences while contributing to academic 

knowledge on consumer decision-making for bakery products 

in emerging markets. 

3.0   RESEARCH 

METHODOLOGY 
3.1  Research Philosophy 

Research philosophy refers to the set of beliefs and 

assumptions that guide how a researcher approaches the 

study, including data collection, analysis, and interpretation 

(Creswell & Creswell, 2023). This study adopted a positivist 

philosophy, emphasizing observable, measurable phenomena 

and using structured quantitative tools to obtain objective data 

(Stephan et al., 2025). Positivism allows the study to generate 

practical, real-world insights on how product differentiation 

influences consumer choices at Royal Bakery, ensuring 

findings are applicable for decision-making. 

3.2 Research Approach 

A research approach defines the overall strategy for 

investigating a research problem (Ugwunwangwu & Anikeze, 

2024). This study used a quantitative approach, collecting 

numerical data through structured questionnaires to measure 

consumer preferences and decision-making factors. 

Quantitative data provides measurable, reliable evidence of 

the relationship between product attributes (quality, price, 

features) and consumer behavior, enabling data-driven 

recommendations for Royal Bakery. 

3.3 Research Design  

Research design is the structured plan that guides data 

collection, analysis, and interpretation (Creswell & Creswell, 

2023). A cross-sectional design was employed to collect data 

once from consumers about product quality, packaging, and 

features. This design efficiently captures the current 

relationships between variables without requiring longitudinal 

tracking, providing timely and cost-effective insights into 

consumer behavior. 

3.4 3Population 

The population includes all individuals relevant to the study 

(Ugwunwangwu & Anikeze, 2024). 

The study focused on 237 daily consumers of Royal Oven 

Bakery bread, as reported by management, who are regularly 

exposed to the bakery’s products and marketing strategies. 

Targeting this urban consumer group ensures the study 

captures insights from individuals most influenced by product 

differentiation factors like quality, packaging, and branding 

(Bryman, 2016). 

3.5 Sample Size 

Sample size is the subset of the population analyzed to make 

generalizable conclusions (Creswell & Creswell, 2023). Using 

Yamane’s formula   
 

     
with a 5% margin of error, the 

sample was calculated as 147 respondents from the 237-

member population. This ensures a representative sample 

while remaining manageable for data collection and analysis. 

3.6 Sampling Procedure 

Sampling involves selecting participants from the population. 



GSAR Journal of Economics and Finance ISSN: 3107-9520 (Online) 

*Corresponding Author: Budebah, Edith..                                                     © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 5 

Convenience sampling was used to select 147 daily bread 

consumers at Royal Bakery. 

This approach allows efficient access to respondents who 

regularly purchase the bakery’s products, ensuring relevance 

to the study objectives (Bryman, 2016). 

3.7 Source of Data 

Data sources include primary and secondary sources. 

Primary data were collected through structured 

questionnaires, while secondary data came from literature, 

reports, and prior research. 

Combining primary and secondary data provides 

comprehensive evidence to understand consumer decision-

making. 

3.8 Data Collection Methods 

Data collection is the process of gathering information to 

answer research questions. 

Structured questionnaires with closed-ended questions were 

administered to 147 consumers, capturing perceptions of 

product quality, features, and price. 

Structured questionnaires allow systematic, comparable 

responses suitable for quantitative analysis. 

3.9 Data Analysis 

Data analysis involves examining collected data to identify 

patterns and relationships. 

SPSS software was used for descriptive statistics (frequencies, 

percentages, means, standard deviations) and inferential 

statistics (Pearson correlation and multiple regression). 

This approach identifies the strength, direction, and 

significance of relationships between independent variables 

(product price, quality, and features) and the dependent 

variable (consumer decision-making), enabling evidence-

based recommendations. 

3.10  Quantitative Data Analysis 

Quantitative data analysis examines structured numerical data 

to derive conclusions. 

Descriptive statistics summarized trends, while Pearson 

correlation measured associations and multiple regression 

quantified the effect of each independent variable. The model 

used was: 

                    

Where: 

 = Consumer decision-making,   = Product Price,   = 

Product Quality,   = Product Features,    = Constant term 

4. 0 FINDINGS 
 

4.1 Correlation analysis Correlations 

 PRICE 

QUALI

TY 

FEATU

RES 

DECISSI

ON 

PRICE Pearson 

Correlation 

1 .815** .812** .678** 

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

N 147 147 147 147 

QUALIT

Y 

Pearson 

Correlation 

.815** 1 .847** .753** 

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

N 147 147 147 147 

FEATUR

ES 

Pearson 

Correlation 

.812** .847** 1 .775** 

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

N 147 147 147 147 

DECISSI

ON 

Pearson 

Correlation 

.678** .753** .775** 1 

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

N 147 147 147 147 

**. Correlation is significant at the 0.01 level (2-tailed). 

The results indicate strong positive relationships between 

product attributes and consumer decision-making at Royal 

Oven Bakery. Product price is significantly correlated with 

purchase behavior (r = 0.678, p < 0.01), showing that 

affordability drives repeat purchases and brand loyalty, 

particularly among middle- and low-income consumers. 

Product quality demonstrates an even stronger influence (r = 

0.753, p < 0.01), with factors such as freshness, taste, hygiene, 

and nutritional content shaping consumer preferences and 

satisfaction. Product features exhibit the strongest correlation 

(r = 0.775, p < 0.01), highlighting the importance of 

packaging, flavor variety, and nutritional labeling in 

enhancing perceived uniqueness and appeal. Additionally, 

price, quality, and features are highly interrelated (ranging 

from r = 0.812 to r = 0.847, p < 0.01), suggesting that 

consumers perceive these attributes as interconnected, with 

quality and innovative features justifying price and 

reinforcing overall value. Collectively, these findings 

emphasize that consumer decisions are influenced by the 

combined effect of pricing, quality, and product 

differentiation rather than any single factor alone. 

4.2 Regression Coefficients 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficient

s 

t Sig. B Std. Error Beta 

1 (Constant

) 

1.834 .182 
 

10.064 .000 

PRICE .215 .075 .201 2.867 .007 

QUALIT

Y 

.251 .078 .335 3.206 .002 
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FEATUR

ES 

.351 .077 .475 4.577 .000 

a. Dependent Variable: DECISSION 

The regression results show that product price, quality, and 

features all positively and significantly influence consumer 

decision-making at Royal Oven Bakery, though with varying 

strengths. Product price has a significant but relatively smaller 

effect (B = 0.215, p = 0.007), indicating that fair and 

affordable pricing encourages purchases, particularly among 

middle- and low-income consumers. Product quality exerts a 

stronger influence (B = 0.251, p = 0.002), demonstrating that 

improvements in freshness, taste, hygiene, and consistency 

enhance purchase intentions and foster trust and loyalty. The 

strongest impact comes from product features (B = 0.351, p < 

0.001), showing that distinctive attributes such as flavor 

variety, packaging, nutritional labeling, and innovative 

offerings highly motivate consumer decisions. Overall, the 

findings highlight that while pricing matters, quality and 

especially product differentiation are key drivers of consumer 

behavior, emphasizing the importance of continuous 

innovation and maintaining high standards to increase 

purchase intention and build brand loyalty. 

4.3 Discussion of findings 
4.3.1 Effect of product price on consumer 

decision making 

The regression analysis shows that product price, quality, and 

features significantly influence consumer decision-making at 

Royal Oven Bakery, consistent with the Economic Theory of 

Consumer Behavior, which posits that consumers make 

choices to maximize satisfaction under budget constraints 

(Marshall, 1890; Varian, 2010). Product price (B = 0.215, p = 

0.007) positively affects purchase behavior, indicating that 

consumers are more likely to buy bread when prices are 

perceived as fair and affordable. This aligns with studies in 

Kenya and Tanzania, where Annos et al. (2025) and Zebu 

(2024) found that moderately priced bakery products 

encourage repeat purchases and attract middle- and low-

income consumers. Price is the least influential of the three 

variables, suggesting that while affordability is important, it 

does not fully determine purchase decisions, reflecting the 

theory’s limitation in explaining non-economic factors such as 

emotions and social influences (Thaler, 1985; Simon, 1955). 

Product quality (B = 0.251, p = 0.002) has a stronger positive 

effect on consumer decision-making, indicating that freshness, 

taste, hygiene, and consistency drive purchase intentions. This 

supports Linzalone & Lerro (2021) and Mmereki et al. (2024), 

who highlighted that consumers prioritize product quality, 

particularly freshness and health-oriented attributes, when 

selecting baked goods. According to the theory, consumers 

weigh the utility gained from higher-quality products against 

the price, which explains their willingness to pay slightly 

more for superior items (Varian, 2010). The strongest 

predictor is product features (B = 0.351, p < 0.001), 

emphasizing that attributes such as flavor variety, packaging 

design, and nutritional labeling significantly shape consumer 

choices. These findings are supported by Calín-Sánchez 

(2021) and Wang et al. (2022), who noted that innovative 

features and appealing sensory attributes enhance perceived 

product value and satisfaction. Linking to theory, product 

features increase perceived utility, motivating consumers to 

choose items that maximize their satisfaction while reflecting 

personal preferences. Overall, the results demonstrate that 

effective pricing, consistent quality, and well-differentiated 

features collectively drive consumer decision-making, 

illustrating the interplay of economic rationality and real-

world behavioral influences. 

4.3.2 Influence of Product quality on 

consumer decision making 

The descriptive statistics indicate that product quality is a key 

determinant of consumer choices at Royal Oven Bakery. 

Consumers prioritize attributes such as freshness, texture, and 

taste over price. Specifically, 49.7% of respondents strongly 

agree that freshness guides their purchase decisions, with a 

mean of 4.35 (SD = 0.809). Satisfaction with product texture 

is even higher, with 63.9% strongly agreeing and a mean of 

4.51 (SD = 0.797), highlighting the importance of physical 

characteristics such as softness and consistency. Taste 

emerges as the most influential factor, with 69.4% strongly 

agreeing that it drives their bakery selection, yielding a mean 

of 4.57 (SD = 0.776). These findings align with previous 

studies, which emphasize that perceived quality—including 

sensory and experiential attributes—significantly affects 

consumer loyalty and purchase intentions in the bakery and 

FMCG sectors (Zeithaml, 1988; Nyaribo & Nyamwange, 

2020). Maintaining high standards in freshness, taste, and 

texture is therefore essential for sustaining customer 

satisfaction, repeat purchases, and competitive advantage. 

The correlation analysis shows a strong positive relationship 

between product quality and consumer decision-making (r = 

0.753, p < 0.01), indicating that higher quality in terms of 

freshness, taste, hygiene, and consistency increases 

consumers’ likelihood of choosing Royal Oven Bakery 

products. This supports Zeithaml’s (1988) theory that 

perceived quality enhances purchase intentions. Similarly, 

Nyaribo and Nyamwange (2020) reported that Tanzanian 

bakery customers prioritize freshness and texture when 

selecting brands. Regression results further confirm that 

product quality significantly influences consumer decisions (B 

= 0.251, β = 0.335, p = 0.002), with a stronger effect than 

price. Consistent with the Economic Theory of Consumer 

Behavior, higher-quality products enhance perceived utility, 

leading consumers to prefer them even if priced slightly 

higher (Varian, 2014). By ensuring superior freshness, taste, 

and texture across all bread varieties, Royal Oven Bakery can 

reduce uncertainty, foster customer trust, and promote repeat 

purchases, demonstrating that quality is a critical non-

monetary determinant of consumer behavior. 

4.3.3 Effects of product features on 

consumer decision Making 

The descriptive statistics reveal that product features play a 

critical role in shaping consumer decisions at Royal Oven 

Bakery. Consumers are influenced by branding, packaging, 

product design, labeling, and product volume, which 
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collectively enhance perceived value and product 

attractiveness. Specifically, 40.1% of respondents strongly 

agree that brand identity drives their loyalty, with a mean of 

4.24 (SD = 0.799), highlighting the importance of branding in 

fostering repeat purchases. Product design and labeling also 

stand out, with 63.3% strongly agreeing that these features 

differentiate Royal Oven products from competitors (mean = 

4.49, SD = 0.822), while 67.3% strongly agree that product 

volume motivates purchase decisions (mean = 4.54, SD = 

0.796). These findings suggest that well-executed product 

differentiation enhances consumers’ perception of quality, 

uniqueness, and utility, which drives purchase intention. This 

is consistent with previous studies emphasizing that product 

features and differentiation strategies significantly influence 

consumer preferences in the bakery and FMCG sector (Kotler 

& Armstrong, 2018; Omondi, 2022). By continually 

innovating packaging, branding, and product presentation, 

Royal Oven Bakery can strengthen customer loyalty and 

attract new consumers. 

Correlation analysis indicates a very strong positive 

relationship between product features and consumer decision-

making (r = 0.775, p < 0.01), showing that consumers are 

highly responsive to distinctive attributes such as flavor 

variety, packaging design, nutritional labeling, and branding 

style. Regression results confirm that product features exert 

the strongest influence among the three variables (B = 0.351, 

β = 0.475, p < 0.001), suggesting that consumers derive 

substantial additional utility from functional and experiential 

attributes beyond price and basic quality. From the 

perspective of the Economic Theory of Consumer Behavior, 

individuals allocate limited resources to maximize satisfaction 

based on both tangible and experiential characteristics of 

goods (Varian, 2014). This aligns with Kotler and Armstrong 

(2018), who argue that product differentiation and feature 

enhancement strongly shape consumer choice and brand 

preference. Managerially, these findings imply that 

continuous innovation in packaging, labeling, product design, 

and value-added features not only increases consumer 

satisfaction but also reinforces brand loyalty, highlighting the 

increasing importance of distinctive, well-branded, and 

convenient products in driving rational purchase decisions. 

5.1 Summary 
The findings indicate that product features are a key 

determinant of consumer decision-making at Royal Oven 

Bakery, with branding, packaging, labeling, flavor variety, 

and product volume significantly enhancing perceived value 

and purchase intention. Descriptive statistics show high 

consumer agreement that these features influence loyalty and 

differentiation from competitors, while correlation (r = 0.775) 

and regression analysis (B = 0.351, β = 0.475, p < 0.001) 

confirm a strong positive impact on purchase behavior. These 

results align with the Economic Theory of Consumer 

Behavior, which suggests consumers allocate resources to 

maximize satisfaction from both functional and experiential 

attributes (Varian, 2014), and are supported by prior studies 

highlighting the role of product differentiation in shaping 

preferences and brand loyalty (Kotler & Armstrong, 2018; 

Omondi, 2022). Overall, continuous innovation in product 

features and presentation emerges as essential for enhancing 

consumer satisfaction, perceived utility, and long-term brand 

loyalty. 

5.2 Conclusion 
In conclusion, the study reveals that product features are a 

major determinant of consumer decision-making at Royal 

Oven Bakery, exerting a stronger influence than both price 

and product quality in guiding purchase behavior. Distinctive 

attributes such as branding, packaging, labeling, flavor 

variety, and product volume enhance perceived value, 

differentiate the bakery from competitors, and foster long-

term customer loyalty. These findings align with the 

Economic Theory of Consumer Behavior, which suggests that 

consumers aim to maximize utility not only through price and 

quality but also through functional and experiential product 

characteristics (Varian, 2014). From a managerial perspective, 

this highlights the importance for Royal Oven Bakery to 

continuously innovate, refine, and promote product features, 

ensuring that offerings remain appealing, unique, and 

responsive to evolving consumer preferences. By prioritizing 

feature differentiation alongside quality and competitive 

pricing, the bakery can strengthen brand equity, attract new 

customers, and sustain a competitive advantage in the 

dynamic bakery market. 

5.3 Area for further studies 
Since digital marketing is growing too fast than expected, its 

impact on consumer decisions in the bakery sector represents 

a growing area that warrants investigation, given the 

increasing reliance on online channels for purchasing food 

products. Exploring these areas would provide deeper insights 

and offer actionable recommendations for bakery managers, 

marketers, and policymakers to enhance consumer 

engagement and market competitiveness by using online 

channels to influence consumer decision making. 
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