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Abstract: This study examines the factors influencing consumer preferences when selecting cheese-based desserts, using Pookeey products as a case study. The research applied a mixed-method approach with a Sequential Explanatory design. Quantitative data were initially collected through a survey involving 109 respondents, followed by qualitative data collection. Consumer preference was measured through four variables: taste, texture, price, and packaging. Taste and texture represented sensory attributes, price reflected consumers’ perceptions of product affordability and value, while packaging measured the visual appeal, practicality, and presentation of the product. The quantitative findings demonstrate that taste achieved the highest mean score of 4.51, categorized as very high, confirming its importance as the primary consideration in consumers’ purchase decisions. Texture obtained a mean score of 4.05, indicating a high level of consumer evaluation, while packaging recorded the lowest mean score of 3.70. Inferential analysis showed that taste had a statistically significant influence on consumer preferences (p = 0.009). Price also significantly influenced consumers’ product selection (p = 0.032), demonstrating that affordability and perceived value remain important considerations. Conversely, texture and packaging did not demonstrate statistically significant effects on consumer preferences. The coefficient of determination (R² = 0.226) indicates that the four measured variables explained 22.6% of the variation in consumer preferences, while the remaining 77.4% was attributable to other variables not included in the model. Qualitative findings further confirmed that taste and price were the dominant considerations. Overall, Pookeey should prioritize consistent taste quality and competitive pricing while investigating additional factors that may shape consumer preferences.
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Introduction
The food and beverage industry is experiencing continuous evolution as changing consumer preferences and contemporary lifestyles influence the development of new food products and consumption patterns. Kotler and Keller (2016) explain that consumer preferences are shaped by changes in lifestyle, social influences, and market trends. This phenomenon is evident in Indonesia, where cheese consumption increased from IDR 674.80 billion in 2020 to IDR 767.72 billion in 2021 (Compas, 2022). The growing popularity of cheesecake variants in Jakarta further illustrates this trend, with DetikFood reporting that customers at some popular cheesecake establishments were willing to queue for up to 30 minutes. These developments suggest that cheese-based desserts have evolved beyond their functional role as food products and have become part of consumers’ lifestyle and social experiences. Their distinctive sensory characteristics, including creamy and savory flavors, soft textures, and visually appealing presentations, may encourage consumer interest, social media engagement, and word-of-mouth recommendations. The expansion of small and medium-sized enterprises (SMEs) offering cheese-based desserts, ranging from cheese tarts to burnt cheesecakes, further demonstrates the growing commercial opportunities in this market.
Consumer preferences play an important role in determining product acceptance and purchasing decisions. Schiffman and Kanuk (2007) emphasize that consumer behavior is influenced by individual experiences, expectations, and values. In the context of cheese-based desserts, these preferences may reflect both sensory attributes, such as taste and texture, and non-sensory attributes, including price, packaging, and perceived product quality. Kotler and Armstrong (2018) further explain that psychological, social, and cultural factors influence how consumers evaluate products and make purchasing decisions. Consumers may therefore consider not only the sensory pleasure of consuming a dessert but also its perceived value, visual appeal, social popularity, and suitability for their expectations. Zeithaml (1988) highlights the role of perceived value in consumer evaluations, while Pine and Gilmore (1999) emphasize the importance of experience in shaping product appeal. Consequently, understanding the relative importance of these attributes is essential for businesses seeking to develop products and marketing strategies that correspond with consumer expectations.
Despite the commercial growth of cheese-based desserts, understanding the factors that shape consumer preferences remains an important challenge for SMEs. Identifying individual attributes that consumers consider important does not necessarily explain how these attributes collectively influence product selection in a specific business context. Moreover, the importance consumers assign to sensory attributes may differ from the importance they assign to price, packaging, and other product-related considerations. Businesses therefore require context-specific evidence to determine which attributes deserve priority in product development and marketing decisions. For SMEs with limited resources, such evidence is particularly important because decisions concerning product formulation, pricing, packaging, and promotional activities must be aligned with the preferences of their target markets. A more integrated examination of these attributes can help bridge the gap between general explanations of consumer behavior and practical decisions concerning the development and positioning of individual food products.
Pookeey, an SME specializing in cheese-based desserts, including cheese tarts and burnt cheesecakes, provides a relevant case for examining this issue. The business is characterized by its focus on cheese-based dessert products and its reliance on word-of-mouth recommendations and social media as important promotional channels. This context makes Pookeey particularly relevant for investigating how consumers evaluate product attributes and how those evaluations can inform product development and marketing decisions. Its product range also provides an opportunity to examine consumer preferences across related dessert offerings rather than treating cheese-based desserts as a single, undifferentiated category. The selection of Pookeey is therefore based on its relevance to the research problem: it represents an SME context in which understanding consumer preferences can support decisions concerning sensory product characteristics, perceived value, and product presentation. The case study is intended to generate context-specific insights rather than to claim that the preferences of Pookeey’s consumers represent the entire Indonesian dessert market.
Accordingly, this study addresses a research gap concerning the integrated examination of sensory and non-sensory attributes in consumer preferences for cheese-based desserts within an SME business context. Specifically, it investigates how taste, texture, price, and packaging relate to consumers’ preferences and product selection in the context of Pookeey. Rather than assuming that all attributes contribute equally to consumer evaluations, the study seeks to identify the attributes that warrant particular attention in understanding consumer preferences. This focus provides a practical basis for examining how product-related considerations can inform business decisions in a competitive market where consumer expectations, visual presentation, and social recommendations may jointly shape purchasing behavior. The study also considers the implications of these preferences for product development and marketing approaches that rely on social media engagement and word-of-mouth promotion.
The novelty of this study lies in its contextual and analytical contribution, rather than solely in its focus on cheese-based desserts. First, it examines sensory attributes (taste and texture) alongside non-sensory attributes (price and packaging) within a single analytical framework, allowing their respective relevance to consumer preferences to be considered together. Second, it applies this integrated perspective to an SME business context in which product development and promotional decisions need to be informed by consumer preferences. Third, by using Pookeey as a case study, the research connects consumer preference analysis with practical decisions concerning product characteristics, pricing, packaging, and marketing communication. This combination distinguishes the study from a general discussion of food consumption trends and provides a focused approach to understanding consumer preferences in a specific business setting. The claimed novelty is therefore the application and integration of these dimensions in the selected context, rather than the assertion that consumer preferences or cheese-based desserts have never previously been studied.
The findings are expected to contribute to consumer behavior and food marketing literature by providing context-specific evidence on the attributes associated with consumer preferences for cheese-based desserts. Practically, the study can help Pookeey and comparable SMEs identify which product attributes should receive greater attention when developing or refining their offerings and communicating their value to consumers. The results may also inform decisions concerning product presentation, pricing strategies, and promotional activities. However, the findings should be interpreted within the boundaries of the case study and the characteristics of its respondents. Overall, this study aims to examine consumer preferences for cheese-based desserts in the context of Pookeey, with particular attention to taste, texture, price, and packaging, and to derive implications for product development and marketing strategies.

Methodology
This study employed a mixed-method approach with a Sequential Explanatory design, as outlined by Sugiyono (2013). This design involves two sequential phases: the collection and analysis of quantitative data, followed by qualitative inquiry to further interpret or elaborate on the quantitative findings. The aim is to obtain a more comprehensive understanding of the factors influencing consumer preferences toward cheese-based desserts, using Pookeey as a case study. The research process began with the identification of the problem, focusing on key factors that may affect consumer choice, specifically taste (X₁), texture (X₂), price (X₃), and packaging (X₄) in relation to the dependent variable, namely consumer preferences (Y).
Quantitative data were collected via an online questionnaire for 109 respondents using a Likert scale (1–5). The data were then analyzed using multiple linear regression to assess the direct effects of the independent variables on consumer choice. No mediating or moderating variables were included in the model.
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Figure 1. Research Framework

Based on this framework, the following hypotheses were tested:
H₀₁: Taste does not significantly affect the choice of Pookeey products.
Ha₁: Taste has a positive and significant effect on the choice of Pookeey products.
H₀₂: Texture does not significantly affect the choice of Pookeey products.
Ha₂: Texture has a positive and significant effect on the choice of Pookeey products.
H₀₃: Price does not significantly affect the choice of Pookeey products.
Ha₃: Price has a positive and significant effect on the choice of Pookeey products.
H₀₄: Packaging does not significantly affect the choice of Pookeey products.
Ha₄: Packaging has a positive and significant effect on the choice of Pookeey products.

Following the quantitative data analysis, the research proceeded with qualitative data collection using a covert observation method. Observations were conducted by monitoring consumer interactions on social media platforms as well as at the point of sale, with the aim of understanding purchasing trends and consumer responses to Pookeey products without researcher intervention. The insights gained from these observations were used to enrich the quantitative findings by providing a deeper understanding of consumer behavior and preferences.

Results and Discussions
Results 
Pookeey, a local brand specializing in cheese-based desserts such as cheesecake and cheese tarts, is selected as the case study for this research. The brand's focus on cheese, product diversity, and growth potential within the niche dessert market makes it an ideal subject for studying consumer preference. This study seeks to understand what influences consumer choices when purchasing cheese-based desserts and to offer practical insights that Pookeey can use to develop product innovations and effective marketing strategies. The results are expected to support both the brand’s development and broader contributions to the cheese-based dessert industry.
This study involved 109 respondents selected through a convenience sampling technique, based on ease of access to individuals who had previously consumed or expressed interest in cheese-based dessert products particularly those from Pookeey. Respondents were required to have purchased cheese-based desserts at least once within the past six months and reside in urban areas. These criteria were set to ensure that the findings reflect the preferences of consumers who are likely to be Pookeey’s primary target market.
Respondent characteristics were examined through two key demographic variables: gender and age. These demographic indicators are useful for understanding the background of the target market and for interpreting the findings within a broader consumer context, particularly in identifying potential patterns of preference among specific demographic groups. Further details regarding the distribution of respondents based on these two demographic aspects are presented below.

1. Respondent Characteristics by Gender
Gender is a critical factor in understanding consumer profiles, as it is often associated with differences in preference, interest, and consumption behavior, particularly in the context of food products such as cheese-based desserts. In this study, gender identification was conducted to assess the composition of survey participants, as shown in Table 1.

Table 1. The Characteristics of Research Subjects by Gender
	Gender
	Frequency
	Percentage

	Female
	84
	77.1%

	Male
	25
	22.9%

	Total
	109
	100%



Based on Table 1, it is evident that female respondents dominated the participant pool in this study, with a total of 84 individuals, accounting for 77.1% of all respondents. Meanwhile, male respondents totaled 25 individuals, or approximately 22.9%. This indicates that women represented a larger proportion of those who provided feedback on cheese-based dessert products. This finding may also serve as an initial indication that female consumers tend to show greater interest in dessert products compared to male consumers.

2. Respondent Characteristics by Age
Age is also a key variable in identifying consumer characteristics. Age range can influence individual preferences, lifestyle, and purchasing power in relation to cheese-based dessert products. Therefore, age classification in this study aims to determine which age group was most dominant in providing responses. The distribution of respondents by age category is presented in Table 2 below.

Table 2. The Characteristics of Research Subjects by Age
	Age
	Frequency
	Percentage

	< 18
	4
	3.7%

	19 - 24
	65
	59.6%

	25 - 34
	9
	8.3%

	35 - 44
	3
	2.8%

	> 45
	28
	25.7%

	Total
	109
	100.0%



Based on Table 4.2, the majority of respondents were in the 19 to 24 age group, totaling 65 individuals or 59.6% of the total sample. The next largest age group consisted of respondents aged over 45, with 28 individuals or 25.7%. Meanwhile, other age groups such as those aged 25–34 and under 1 were represented by smaller percentages. Within the scope of this study, these findings indicate that the younger age segment, particularly early young adults, constitutes the most dominant group in terms of consumption or interest in cheese-based dessert products.

Variables and Indicators
The variables in this study are categorized into four independent variables—taste (X₁), texture (X₂), price (X₃), and packaging (X₄) and one dependent variable, consumer preferences (Y). Each variable is measured using specific indicators. Taste includes deliciousness, flavor balance, aftertaste, and depth of flavor. Texture is assessed through softness, creaminess or melt-in-the-mouth quality, density, and varied texture. Price is represented by affordability, value for money, competitiveness, and the presence of discounts or promotions. Packaging is evaluated through design, functionality, product safety, and the clarity of product information. Lastly, product choice is measured by the consumer’s purchase decision, frequency of purchase, willingness to recommend the product, and customer loyalty. These indicators collectively help to understand how each factor contributes to consumer preference and decision-making regarding cheese-based desserts.



Table 3. Variables and Indicators

	No.
	Variable
	Indicator
	

	1
	Taste (X₁)
	Deliciousness

	
	
	Flavor Balance

	
	
	Aftertaste
	

	
	
	Depth of Flavor

	2
	Texture (X₂)
	Softness
	

	
	
	Creaminess/Melt-in-the-mouth

	
	
	Density
	

	
	
	Complex/Varied Texture

	3
	Price (X₃)
	Affordability

	
	
	Value for Money

	
	
	Competitiveness

	
	
	Discounts & Promotions

	4
	Packaging (X₄)
	Design
	

	
	
	Functionality

	
	
	Product Safety

	
	
	Product Information

	5
	Consumer Preferences (Y)
	Purchase Decision

	
	
	Purchase Frequency

	
	
	Recommendation to Others

	
	
	Customer Loyalty



Statistic Descriptive
The data were analyzed descriptively to determine the mean and standard deviation, which serve as representations of the level of consumer evaluation. The results of this analysis were then interpreted using specific categories that classify scores into five levels of perception, as presented in Table 4.

Table 4. The Statistic Descriptive
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	X1_Rasa
	109
	3.00
	5.00
	4.5138
	.45876

	X2_Tekstur
	109
	1.00
	5.00
	4.0505
	.69371

	X3_Harga
	109
	1.00
	5.00
	4.0872
	.76632

	X4_Kemasan
	109
	1.50
	5.00
	3.7018
	.73636

	Valid N (listwise)
	109
	
	
	
	



The interpretation of the mean scores for each variable in this study refers to the following assessment categories: 



Table 5. The Intervals Category
	Intervals
	Category

	1,00 - 1,79
	Very Low

	1,80 - 2,50
	Low

	2,60 - 3,39
	Moderate

	3,40 - 4,19
	High

	4,20 - 5,00
	Very High



Based on the data presented in Table 4, all variables investigated in this study obtained average scores falling within the high to very high categories. Taste emerged as the most highly rated variable, with a mean score of 4.51, classified as very high. This indicates that consumers consider taste to be the most crucial factor in shaping their preference for cheese-based desserts. Following this, price and texture received mean scores of 4.08 and 4.05, respectively, both falling into the high category. These findings suggest that, in addition to taste, consumers also place significant importance on price affordability and the sensory experience of texture when evaluating dessert products.
Meanwhile, packaging recorded the lowest mean score among the four variables, at 3.70, which still falls within the high category. This implies that although packaging is taken into account by consumers, its influence is not as strong as that of taste or price. Overall, the four variables taste, texture, price, and packagin are all considered relevant and important by respondents, leading to the conclusion that these factors significantly influence consumer preferences for cheese-based desserts.
Multiple Linear Regression Analysis (The Influence of Taste, Texture, Price, and Packaging on Consumer Preference)
Multiple linear regression analysis was employed to examine the influence of the independent variables taste, texture, price, and packaging on the consumer preference for choosing Pookeey products. This analysis aimed to assess the relationship and the simultaneous effect of these independent variables on the dependent variable. The results of the data analysis are presented in table below which includes the regression constant and the regression coefficients for each variable.

Table 6. Multiple Linear Regression Analysis Results
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.704
	1.868
	
	1.982
	.050

	
	x1_Rasa
	.330
	.124
	.274
	2.656
	.009

	
	X2_Tekstur
	.041
	.122
	.033
	.336
	.738

	
	X3_Harga
	.259
	.119
	.218
	2.180
	.032

	
	X4_Kemasan
	.080
	.101
	.078
	.793
	.430

	Dependent Variable: Y_Product Selection



Based on Table 6, the constant value obtained is 3.704, with regression coefficients of 0.330 for taste, 0.041 for texture,- 0.259 for price, and 0.080 for packaging. From the results of the multiple linear regression analysis, the regression model can be formulated as follows:
Y = a + b₁X₁ + b₂X₂ + b₃X₃ + b₄X₄ + e

Thus, the regression equation becomes:
Y = 3.704 + 0.330X₁ + 0.041X₂ + 0.259X₃ + 0.080X₄ + e

This equation can be interpreted as follows:
a. The constant value of 3.704 indicates that if all independent variables—taste, texture, price, and packaging are assumed to be zero or not present, the baseline value of the consumer’s decision to choose Pookeey products remains positive at 3.704.
b. The regression coefficient for taste is 0.330, indicating a positive relationship. This means that an increase in consumer perception of taste, such as from neutral to highly favorable, will increase product selection decisions by 0.330 units, assuming the other variables remain constant.
c. The regression coefficient for texture is 0.041, also indicating a positive relationship. This implies that an improved perception of texture, such as from moderately good to very good will increase the product choice decision by 0.041 units, assuming other variables remain unchanged.
d. The regression coefficient for price is 0.259, suggesting that a better perception of affordability for example, from “moderately affordable” to “highly affordable” will positively influence the product selection decision by 0.259 units. In other words, more favorable pricing perceptions contribute positively to purchase decisions.
e. The regression coefficient for packaging is 0.080, also showing a positive effect. This means that an enhanced evaluation of packaging, from ordinary to attractive and informative will increase the decision to choose Pookeey products by 0.080 units, assuming all other variables remain constant.

Significance Analysis (Influence of Taste, Texture, Price, and Packaging on Consumer Preference)

1. R² Test (Coefficient of Determination)
The coefficient of determination (R² test) is used to measure how much of the variation in the dependent variable can be explained collectively by the independent variables. In this study, the R² test serves to assess the extent to which the independent variables, taste, texture, price, and packaging—contribute to explaining the variation in consumer preference for choosing Pookeey products.
A higher R² value indicates that the model better explains the variance in the dependent variable. Conversely, a lower R² value suggests that other factors beyond those included in the model may play a significant role in influencing consumer preferences. This measure is essential for evaluating the overall explanatory power of the regression model used in the research.



Table 7. R² Test Results (Coefficient of Determination)
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.475a
	.226
	.196
	2.48559

	Predictors: (Constant), X4_Packaging, X3_Price, X2_Texture, X1_Taste



Based on the regression analysis results in Table 7, the R Square value obtained is 0.226. This indicates that 22.6% of the variation in consumer decisions to choose Pookeey products can be explained collectively by the four independent variables. The remaining 77.4% is explained by other variables not included in this model, such as other personal preferences, service quality, social trends, promotions, or other external factors. Although the R² value of 0.226 is relatively low, it still shows that the analyzed factors contribute meaningfully to consumer product choice behavior.

2. F-Test (Simultaneous Test)
The F-test is conducted to determine whether the regression model as a whole is appropriate for explaining the relationship between the independent and dependent variables. In this study, the F-test is used to assess whether the factors of taste, texture, price, and packaging together have a significant influence on the decision to choose Pookeey products.

Table 8. F-Test Results
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	187.208
	4
	46.802
	7.575
	.000b

	
	Residual
	642.528
	104
	6.178
	
	

	
	Total
	829.737
	108
	
	
	

	a. Dependent Variable: Y_Product Selection

	b. Predictors: (Constant), X4_Packaging, X3_Price, X2_Texture, X1_Taste



Based on the table above, the calculated F value is 7.575 with a significance level (Sig.) of 0.000. Since the significance value is less than 0.05 (Sig. < 0.05), it can be concluded that the regression model consisting of the factors taste, texture, price, and packaging simultaneously has a significant effect on the selection of Pookeey products. Therefore, the regression model is considered suitable for further analysis, such as partial testing using the t-test.

3. t-Test (Partial Test)
The t-test is conducted to examine the partial effect of each independent variable on the dependent variable, namely the decision to choose Pookeey products. The independent variables tested in this study include taste (X₁), texture (X₂), price (X₃), and packaging (X₄). The t-test is used to determine whether each independent variable individually has a significant effect on the dependent variable. The criteria for decision-making in the t-test are as follows:
· If the calculated t value > t table and the significance value < 0.05, then the null hypothesis (H₀) is rejected and the alternative hypothesis (Hₐ) is accepted, meaning the variable has a significant partial effect on the purchase decision.
· If the calculated t value < t table or the significance value > 0.05, then H₀ is accepted and Hₐ is rejected, meaning the variable does not have a significant partial effect.

The formula to determine the t table value in the t-test is:
t=t(α,df) where α is the significance level, and df is the degrees of freedom. The typical α values are 0.05 or 0.01. Degrees of freedom are calculated as: df=n−k−1where n is the sample size and k is the number of independent variables. Given n=109 (sample size) and k=4 (number of independent variables), then t table = t (0.05,109−4−1) = t(0.05,104) =1.983

Table 9. t-Test Results
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.704
	1.868
	
	1.982
	.050

	
	x1_Rasa
	.330
	.124
	.274
	2.656
	.009

	
	X2_Tekstur
	.041
	.122
	.033
	.336
	.738

	
	X3_Harga
	.259
	.119
	.218
	2.180
	.032

	
	X4_Kemasan
	.080
	.101
	.078
	.793
	.430

	Dependent Variable: Y_Product Selection



Based on table above it is found that among the four independent variables tested, only taste (X₁) and price (X₃) have calculated t-values greater than the t-table value and significance levels less than 0.05. Therefore, it can be concluded that these two variables significantly influence the purchase decision for Pookeey products. Conversely, texture (X₂) and packaging (X₄) have calculated t-values less than the t-table value and significance levels greater than 0.05, indicating that they do not have a significant partial effect on the purchase decision.

The individual explanations for each independent variable based on the t-test results are as follows:
1. Taste (X₁)
Based on the t-test results, the calculated t-value for taste (X₁) is 2.656, which is greater than the t-table value of 1.983. The significance value is 0.009, which is less than 0.05, so H₀ is rejected and Hₐ is accepted. This means that statistically, taste has a significant partial contribution to the purchase decision. Since the calculated t-value is positive, the relationship between taste and purchase decision is positive. Thus, it can be concluded that the higher the perceived taste quality of Pookeey products, the higher the likelihood that consumers will choose to purchase them. This finding indicates that consumers tend to consider taste enjoyment as a primary factor in making food purchase decisions.

2. Texture (X₂)
The t-test results for texture (X₂) show a calculated t-value of 0.336, which is less than the t-table value of 1.983, and a significance level of 0.738, which is greater than 0.05. Therefore, H₀ is accepted and Hₐ is rejected, indicating that texture does not have a significant partial effect on the purchase decision for Pookeey products. However, the regression coefficient of 0.041 suggests that the effect of texture on the purchase decision is positive, although not significant. While texture may be a consideration for some consumers, in this context, texture quality is not the main factor driving purchase decisions or differences in texture among products are not perceived as substantial by consumers.

3. Price (X₃)
For the price variable (X₃), the calculated t-value is 2.180, which exceeds the t-table value of 1.983, with a significance level of 0.032, less than 0.05. Hence, H₀ is rejected and Hₐ is accepted. This indicates that price has a statistically significant partial effect on the purchase decision. Given the positive t-value, the relationship between price and purchase decision is positive. Therefore, the more affordable and reasonable the price of Pookeey products, the higher the likelihood that consumers will make a purchase. This shows that consumers regard price as an important aspect in their buying decision, particularly for food products.

4. Packaging (X₄)
The packaging variable (X₄) has a calculated t-value of 0.793, which is less than the t-table value of 1.983, and a significance level of 0.430, greater than 0.05. Thus, H₀ is accepted and Hₐ is rejected, indicating that packaging does not have a significant partial effect on the purchase decision for Pookeey products. The regression coefficient of 0.080 suggests a positive but statistically insignificant influence. This implies that while improving perceptions of product packaging may encourage purchase decisions, its effect is not strong enough statistically. It can be concluded that consumers do not yet consider packaging as a key determinant in their purchase decisions.

Validity and Reliability of Data Based on Sample Adequacy
This study employs multiple linear regression analysis with four independent variables (X), namely taste, texture, price, and packaging, and one dependent variable (Y), which is the preference for cheese-based desserts. The determination of the minimum required sample size refers to Green’s formula (1991), a general guideline for multiple linear regression tests, especially in studies using non-probability sampling. The formulas are as follows:

For testing the overall model feasibility (simultaneous F-test):
· N≥50+8m
For testing the significance of each predictor variable individually (partial t-test):
· N≥104+m
· Where:
· N = minimum number of respondents
· m = number of independent variables (in this study, m=4)
· Thus, the recommended minimum number of respondents is:
For the F-test: 50+8(4)= 82 respondents
For the t-test: 104+4=108 respondents

This study successfully obtained data from 109 respondents, fulfilling the adequacy requirements for both simultaneous and partial tests in multiple linear regression. Therefore, the data is considered valid and reliable for further statistical analysis.

Qualitative Data Analysis Results and Findings: Covert Observation, Thematic Analysis, Patterns and Perceptions in Consumer Preferences

This qualitative analysis aims to deepen the understanding of the previously presented quantitative findings. Using a mixed-methods sequential explanatory approach, qualitative data complements and explains how and why factors such as taste, price, texture, and packaging influence consumer preferences for cheese-based desserts. It enriches statistical interpretation with contextual insights derived from direct observation of consumer behavior and responses in the field.
Observations were conducted over four consecutive days (April 27–30, 2025) at the Pookeey booth during the Bazaar Living World Denpasar event. The booth’s strategic location near popular tenants ensured high natural visitor flow. The researcher, also the business owner, acted as both seller and observer, supported by a colleague to maintain objectivity. Observation was participative but covert; consumers were unaware of being studied, allowing natural interaction recording. Daily narrative notes formed the primary qualitative data.
Data were analyzed thematically, involving data familiarization, coding, subtheme grouping, and formation of four main themes reflecting consumer preference factors for cheese-based desserts. The findings are presented below: 

1. Taste as the Primary Driver of Consumer Preference
Taste was the foremost factor triggering consumer interest and forming initial preferences, evidenced by consistent positive reactions during tasting, especially among young females and children. Consumers often tried multiple flavors, with taste satisfaction strongly influencing purchase decisions even before price or packaging considerations.
2. Price as the Main Rational Consideration Before Purchase
Price emerged as a dominant rational factor. Many consumers inquired about price prior to tasting, and promotional pricing generated heightened enthusiasm. Consumers compared prices with other booths and sometimes prioritized affordability over preferred flavors, indicating critical evaluation beyond sensory appeal.
3. Texture Not Yet a Primary Focus
Texture received minimal attention during observation, with few explicit comments or reactions. Consumers tended to focus more on taste and price, likely due to the fast-paced bazaar environment that favors immediate impressions. This suggests texture has potential as a future marketing focus. Packaging as an Additional Value, Not a Primary Factor Packaging was considered secondary, mainly practical for product transport. Few consumers requested special packaging. While not a decisive factor in purchase preference, neat and attractive presentation remains important for professionalism and consumer trust.
The four identified themes illustrate that taste and price are the dominant factors directly influencing consumer choice, while texture and packaging serve as supplementary elements that add value but do not determine initial preferences. Consumer preference is multifaceted, with taste providing emotional appeal and price acting as a rational filter, while texture and packaging offer opportunities for strategic development.

Discussions
1. Taste as a Key Driver of Consumer Preference
The multiple linear regression results indicate that taste (X1) has a positive and statistically significant effect on consumer preferences for cheese-based dessert products. This finding suggests that consumers who evaluate the taste more favorably tend to report stronger preferences for the products. The result supports the hypothesis that taste is an important sensory attribute in consumer evaluations of cheese-based desserts. Beyond its statistical significance, the finding can be interpreted in terms of the immediate and experiential nature of food consumption, in which taste provides direct sensory feedback that allows consumers to evaluate whether a product meets their expectations.
Field observations conducted over four days at the sales booth provide additional context for interpreting this relationship. Consumers frequently responded positively to tasting samples through spontaneous praise, smiling, and encouraging others to try the products. Some expressed purchase intentions immediately after tasting, with relatively little apparent consideration of price or packaging at that moment. These observations suggest that direct sensory experience may help consumers develop favorable initial evaluations of the products. However, such reactions should be understood as qualitative evidence of consumer engagement rather than definitive proof that taste overrides all other purchasing considerations.
The significant effect of taste is consistent with Indrayani and Syarifah (2020), who identified taste as an influential factor in product selection at Pia Fatimah Azzahra, and Ariska et al. (2022), who similarly reported the importance of flavor in consumer choice at Prima Bakery in Sidoarjo. The convergence of these findings suggests that taste is a relevant consideration across different bakery and dessert products. Nevertheless, the present study adds a context-specific perspective by demonstrating the importance of taste in cheese-based desserts sold in a bazaar setting, where consumers can directly sample products before making purchasing decisions.
From a theoretical perspective, the findings are consistent with Kotler and Armstrong's (2008:272) discussion of product attributes, including quality, features, design, and style, as elements that shape consumer evaluations. Taste represents an experiential dimension of product quality because consumers can assess it directly through consumption. Unlike attributes that may require additional information or visual inspection, taste can provide immediate evidence of whether a product satisfies individual expectations. This may help explain why taste emerged as a significant predictor of consumer preference in the present study. For Pookeey, the implication is that maintaining consistent flavor quality and developing products that meet consumer taste expectations should remain priorities in product development. Nevertheless, the relative importance of taste compared with other significant predictors should be established using standardized regression coefficients rather than statistical significance alone.

2. Texture as a Non-Significant Predictor of Consumer Preference
The regression analysis indicates that texture (X2) has a positive but statistically insignificant effect on consumer preference for cheese-based desserts (p > 0.05). Although the positive coefficient indicates a directional association in the estimated model, the evidence is insufficient to conclude that texture independently predicts consumer preference after accounting for the other variables. This result does not necessarily mean that texture is unimportant to consumers. Instead, it suggests that its contribution was not sufficiently distinguishable from zero within this sample and analytical model.
One possible explanation concerns the way consumers evaluate sensory attributes during an initial purchasing encounter. Taste may provide a more immediately salient basis for judging whether a dessert is enjoyable, whereas texture may be evaluated alongside other sensory characteristics and may not be explicitly articulated by consumers. The field observations support this interpretation to some extent: consumers frequently commented on taste and price, while explicit comments about softness, filling, or other texture characteristics were less common during the four observation days. However, the absence of verbal comments does not establish that consumers did not perceive or value texture. Consumers may evaluate texture implicitly without expressing their judgments, and its importance may depend on the particular characteristics of the product being consumed.
The findings can be compared with Ratnasari's (2016) study at Djawi Lanbistro Coffee and Resto, which examined product quality attributes and reported that texture received a lower evaluation than flavor and aroma. Although the research contexts and analytical measures should be considered when comparing the results, both studies suggest that texture may be less prominent than other sensory attributes in certain food-consumption settings. The present findings therefore offer a qualified extension of this observation: texture was not merely less prominent in the qualitative observations but also failed to demonstrate a statistically significant independent effect in the regression model.
Kotler and Armstrong (2008:272) identify product quality as an important component of product evaluation. Texture can be understood as one dimension of this quality, but the significance of individual attributes may vary according to the product and consumption context. In the case of cheese-based desserts, consumers may regard an acceptable texture as part of the expected product standard rather than as a distinguishing attribute that independently drives preference. This is a plausible interpretation, but it cannot be confirmed without additional evidence about consumers' texture expectations and evaluations.
For Pookeey, the findings do not justify neglecting texture in product development. Instead, they suggest that texture improvements may be most useful when they address specific product-quality problems or complement desirable taste characteristics. Future research could examine texture more directly through sensory evaluations or comparisons of different product formulations to determine whether particular textural attributes become important under different conditions.

3. Price as a Significant Consideration in Consumer Preference
The regression results demonstrate that price (X3) has a positive and statistically significant effect on consumer preferences for cheese-based desserts. This finding indicates that price is an important predictor of preference within the estimated model. However, the positive coefficient must be interpreted according to the direction in which the price variable was measured. If higher scores represent more favorable price evaluations, the result indicates that consumers who perceive the price more positively tend to express stronger preferences. If the variable instead represents the nominal price level, the interpretation would differ. Therefore, the substantive meaning of the coefficient depends on the operational definition and coding of the price variable.
Field observations offer contextual insight into the potential role of price in consumer evaluation. Visitors frequently asked about prices before or immediately after sampling the products, and some compared Pookeey's prices with those offered at other booths. Consumer engagement also appeared to increase when promotional prices were announced. These behaviors suggest that consumers considered the financial cost alongside the anticipated benefits of purchasing the desserts. Price was therefore not merely a final consideration at the point of payment but also part of the initial evaluation process. Nevertheless, observed engagement with promotions and social media should not be interpreted as evidence that these activities independently caused purchasing decisions.
This finding is consistent with Sekarasri Pertiwi (2018), who investigated Kue Artis Pluffy in Solo, and Indrayani and Syarifah (2020), whose research identified price as an influential factor in product selection. These studies support the relevance of price in consumer evaluations of bakery products. The present study further illustrates how price considerations may operate alongside direct product experience in a bazaar setting, where consumers can compare alternatives and obtain immediate information about prices and promotional offers.
The relationship between price and preference can be explained through perceived value. Zeithaml (1988) conceptualizes perceived value in terms of consumers' overall assessment of a product's utility relative to what they give up to obtain it. From this perspective, consumers do not necessarily seek the lowest-priced dessert; rather, they may favor products whose perceived benefits justify the expenditure. In the context of Pookeey, the favorable taste of a dessert may strengthen its perceived benefits, while price determines whether consumers consider those benefits worth the cost. This interpretation suggests that taste and price may operate as complementary considerations: taste helps establish the product's experiential appeal, while price helps consumers assess its affordability and value.
The significant price result therefore highlights the importance of aligning pricing decisions with consumers' perceptions of product benefits. Pookeey could use consumer feedback, competitor comparisons, and carefully evaluated promotional strategies to assess whether its prices correspond with the value consumers associate with its products. However, the regression results do not establish a particular optimal price or demonstrate that promotional discounts increase sales. Such conclusions would require additional price-sensitivity or sales-response analysis.

4. Packaging as a Non-Significant Predictor of Consumer Preference
The regression analysis indicates that packaging (X4) has a positive but statistically insignificant effect on consumer preference for cheese-based desserts (p > 0.05). Although the estimated coefficient suggests a positive directional association, the analysis does not provide sufficient evidence that packaging independently predicts preference when taste, texture, and price are included in the model. This finding should not be interpreted as proof that packaging has no influence on consumer behavior. Rather, its independent contribution was not statistically established in the present sample.
The field observations provide a possible explanation for this result. Consumers generally focused on tasting the products and asking about prices, while packaging-related requests, such as additional boxes or plastic bags for takeaway purchases, were primarily functional. This pattern suggests that packaging may have played a supporting role by facilitating product handling and transportation rather than serving as the principal reason for selecting a dessert. In a bazaar environment, consumers may prioritize attributes that directly communicate product benefits or immediate purchase costs. Packaging may become more influential in other situations, such as purchasing desserts as gifts, transporting products over longer distances, or selecting items through online platforms where visual presentation substitutes partly for direct sensory experience.
The non-significant result contrasts with Zainullah's (2019) study of Kue Lapis Malang and Putri and Firmansyah's (2022) research on Bintang Bakery bread, both of which reported significant relationships between packaging and product choice. These differences indicate that packaging effects should not automatically be generalized across food categories and purchasing contexts. Packaging may have a stronger influence when consumers rely heavily on visual presentation, product protection, convenience, or suitability for gifting. In contrast, its independent effect may be less apparent when consumers can directly sample products and evaluate their taste before purchasing. This contextual explanation is plausible, although the current study did not directly test whether purchasing context moderates the relationship between packaging and consumer preference.
Kotler and Armstrong (2008) discuss packaging in relation to product design and presentation, including functions associated with product protection, information, and appeal. These functions remain relevant even when packaging does not emerge as a significant predictor of preference. For Pookeey, the findings suggest that packaging should continue to meet practical requirements for product safety, convenience, and presentation, while major product-development priorities should be informed by the attributes that demonstrate stronger statistical relationships with preference. Packaging innovation may still be worthwhile, particularly if it addresses specific consumer needs or differentiates the products in online and takeaway markets. However, its commercial benefits should be evaluated rather than assumed from the current regression results.

5. Integrating the Findings: Why Taste and Price Matter More in This Context
Taken together, the findings indicate that taste and price have statistically significant relationships with consumer preferences for Pookeey's cheese-based desserts, whereas texture and packaging do not demonstrate significant independent effects in the regression model. This pattern suggests that consumers' preferences in the studied setting may be associated more strongly with the immediate sensory experience of the product and the perceived value of the purchase than with other product attributes considered in the analysis. Taste provides direct experiential information about product desirability, while price allows consumers to evaluate the financial cost relative to the benefits they expect to receive. These two attributes address complementary aspects of consumer evaluation: whether the dessert is enjoyable and whether purchasing it represents acceptable value.
By comparison, texture and packaging may operate as supporting attributes whose influence depends on particular expectations, product characteristics, or purchasing situations. Consumers may regard an acceptable texture as part of basic product quality without necessarily treating it as a distinguishing reason for preference. Similarly, packaging may facilitate transportation, protect the dessert, and contribute to presentation without independently determining product selection during an encounter in which sampling and price information are readily available. These interpretations help explain the observed pattern, but they should be regarded as context-specific explanations rather than established causal mechanisms.
The comparison with previous studies further demonstrates that the influence of individual product attributes may vary across products and market settings. The findings concerning taste are consistent with Indrayani and Syarifah (2020) and Ariska et al. (2022), while the significant price result corresponds with Sekarasri Pertiwi (2018) and Indrayani and Syarifah (2020). Conversely, the non-significant packaging result differs from Zainullah (2019) and Putri and Firmansyah (2022), while the texture result offers a qualified parallel with Ratnasari (2016), who reported a comparatively lower evaluation of texture than other sensory attributes. Rather than indicating that texture and packaging are universally less important, these differences highlight the need to interpret product attributes in relation to their specific market and consumption contexts.
The findings have practical implications for Pookeey's product development and marketing decisions. Maintaining consistent taste quality and ensuring that prices correspond with perceived product value are reasonable priorities given their significant relationships with consumer preference. Texture and packaging should not be disregarded; instead, investment in these attributes can be guided by targeted consumer feedback, product-quality requirements, and the needs of specific sales channels. The study also highlights an opportunity for future research to investigate whether product type, consumer characteristics, purchasing occasion, or consumption channel changes the relative importance of these attributes. Such research could help distinguish between attributes that directly predict preference and those whose contributions depend on particular market conditions.
Overall, the findings provide context-specific evidence that consumer preferences for cheese-based desserts are associated with both sensory evaluation and perceived value. By combining regression results with field observations and comparisons with previous studies, this research provides a more nuanced understanding of why some product attributes emerge as significant predictors while others do not. These conclusions should remain bounded by the sample, measurement approach, and single-business case-study context, and should not be interpreted as evidence that the same pattern necessarily applies to all cheese-based dessert consumers or businesses.

Conclusions
This study provides a context-specific understanding of consumer preferences for cheese-based desserts by examining the relationships between sensory attributes, price, and consumer preference in the case of Pookeey. The findings indicate that taste and price are statistically significant predictors of consumer preference, whereas texture and packaging do not demonstrate significant independent effects in the regression model. Taste received the highest mean score (4.51), followed by price (4.08), texture (4.05), and packaging (3.70). The regression results further confirm the significance of taste (p = 0.009) and price (p = 0.032). These findings suggest that consumer preference in the studied context is associated with both the sensory experience of the product and consumers' evaluations of its price. However, the non-significant results for texture and packaging should not be interpreted as evidence that these attributes are universally unimportant.
Theoretically, this study contributes to consumer behavior and food marketing research by examining sensory and non-sensory product attributes within an integrated analytical framework. The findings highlight the importance of distinguishing between consumers' overall evaluations of product attributes and the independent predictive contribution of each attribute to consumer preference. Although texture and packaging received positive mean ratings, neither demonstrated a statistically significant independent effect in the regression model. This distinction provides a more nuanced understanding of consumer preference formation and suggests that the relevance of individual product attributes may depend on the characteristics of the product and its purchasing context. The study therefore extends existing discussions of consumer preferences by illustrating how the relative contribution of product attributes can be examined in an SME setting, rather than assuming that all positively evaluated attributes necessarily influence preference to the same extent.
From a practical perspective, the findings provide a basis for prioritizing product development and marketing decisions at Pookeey and similar small and medium-sized culinary enterprises. Maintaining consistent taste quality and developing pricing strategies that reflect consumers' perceptions of product value should be priorities, given the significant relationships identified in this study. Meanwhile, texture and packaging should continue to meet appropriate quality, convenience, and presentation standards. Rather than substantially reducing investment in these attributes, businesses could use targeted customer feedback to identify specific improvements that consumers value. Promotional communication may emphasize product taste and perceived value, while social media and direct sampling can provide opportunities for consumers to experience the product and evaluate its benefits. These recommendations should be adapted to the characteristics of each sales channel and target market.
Several limitations should be acknowledged when interpreting the findings. First, the study focuses on a single business, Pookeey, which limits the transferability of the results to other dessert businesses, consumer groups, and market settings. Second, the coefficient of determination (R² = 0.226) indicates that the four independent variables collectively explain 22.6% of the variation in consumer preference. The remaining variation may be associated with other factors that were not included in the model, although their individual contributions cannot be established from the current results. Third, field observations were conducted over four days at the sales booth, providing useful contextual insights but offering limited evidence of consumer behavior across different seasons, purchasing occasions, and sales channels. Finally, the regression analysis identifies statistical associations rather than causal relationships, and the non-significant results for texture and packaging may also reflect measurement characteristics, sample size, or other methodological considerations.
Future research should address these limitations by examining additional potential predictors, including brand image, perceived quality, emotional responses, previous consumption experiences, social influence, and promotional exposure. Comparative studies involving multiple culinary SMEs and different sales environments, such as bazaars, physical retail outlets, and online platforms, would help establish whether the observed relationships are consistent across contexts. Further research could also employ in-depth interviews or focus group discussions to explore why consumers prioritize particular attributes and how their preferences change across purchasing occasions. Longer observation periods and studies using larger or more diverse samples could provide a more comprehensive understanding of consumer behavior. Where appropriate, experimental or longitudinal designs could further investigate how changes in taste formulations, pricing, or packaging relate to subsequent purchasing behavior.
Overall, this study demonstrates the value of combining quantitative analysis with contextual qualitative observations to understand consumer preferences in a specific culinary business setting. Its contribution lies not in establishing a universal hierarchy of dessert attributes, but in providing evidence that taste and price are significant predictors of consumer preference in the case of Pookeey, while identifying important questions for further investigation. By clarifying the distinction between positive attribute evaluations and statistically significant predictive effects, the study offers both a foundation for more context-sensitive consumer preference research and practical guidance for SMEs seeking to align product development and marketing strategies with consumer expectations.
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