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Abstract. This study aims to determine the effect of brand image, halal 

label, and product quality either simultaneously or partially on the 

purchasing decision of KFC in Samarinda. In this study, researchers used 

quantitative research. Data collection techniques with questionnaires, 

interviews, and literature study. Determination of the number of samples 

based on the slovin formula amounted to 100 respondents. The analytical 

technique used in this research is instrument test, classical assumption test, 

multiple regression analysis, and hypothesis testing using SPSS version 22. 

The study results prove that brand image partially has a significant effect on 

purchasing decisions for KFC in Samarinda, Halal label partially has a 

significant effect on purchasing decisions for KFC at Samarinda, Product 

quality partially has a significant effect on purchasing decisions for KFC at 

Samarinda. Brand Image, Halal Label, and Product Quality simultaneously 

significantly influenced purchasing decisions for KFC at Samarinda. The 

results of this study are expected to be an evaluation for culinary business 

developers to understand better the characteristics of their consumers and 

what they need and want. Thus the company will more easily attract the 

interest of consumers.  

1 Introduction 

The increasing mobility of people and busy work activities have resulted in them always 

looking for something practical and instant in fulfilling their daily needs. One of them is by 

looking for food and drinks outside the home to meet their needs. It can be said that the habit 

of eating in fast-food restaurants has become an inseparable part of people's lives today 

(Silaban et al., 2019). The public's high interest to eat out of the home, of course, creates 

intense competition in this business world. So now, business actors must be able to 

understand customer needs. The need for food and drink is a basic human need that must be 

fulfilled so that the fast-food business becomes a trend among the Indonesian people; one of 

the fast-foods currently developing is fried chicken (Hidayah et al., 2019). 
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According to data from the Ministry of Agriculture in 2019. Indonesia produced 

2,334,042 tons of broiler meat production (Ministry of Agriculture of the Republic of 

Indonesia, 2019). Most broiler meat production is processed in fried chicken such as C'Best, 

California Fried Chicken (CFC), Texas Chicken, McDonald's, Hoka-Hoka Bento, Kentucky 

Fried Chicken (KFC), Richeese Factory, and Fried Chicken which still have local potential. 

This makes KFC continuously strengthen its image to achieve the highest position in the 

hearts of consumers. Various strategies have been carried out by KFC such as continuously 

creating innovative strategies and ideas, maintaining product quality and deliciousness, and 

KFC has obtained a halal certificate (Firmanto, 2019). In addition, the atmosphere can be 

enhanced by designing a unique theme and keeping repeat customers in a positive 

environment, creating a place for young people to take pictures following trends on social 

networks (Nguyen, 2021). Companies implement strategies to create a favourable image in 

consumer’s minds (Soomro et al., 2021). 

KFC itself is the first fast food in Indonesia which was founded by Gelael Group in 1978 

as the first party to obtain a KFC franchise for Indonesia. With time the company is growing 

very fast and achieving success. The success of this first KFC outlet was followed by the 

opening of other outlets in Jakarta to experience an area expansion throughout the city, one 

of which was KFC in Samarinda, which was first established on December 9 1995. This KFC 

restaurant has its icon, namely “Jagonya Ayam”, because the main menu offered by KFC is 

tender and crispy fried chicken. 

 

 

Fig. 1. Logo KFC 

KFC is one of the fast-food restaurants that have a strong brand image. A strong brand 

image can help balance consumer perceptions (Bhakuni et al., 2021). This is evidenced by 

KFC being ranked first on Top Brand in 2019, 2020, 2021(Top Brand Award, 2021). And 

many other awards, such as Indonesia Millennials Top Brand Award 2019, Top Digital 

Public Relations Award 2020, and Digital Popular Brand Award 2021 for the Fried Chicken 

restaurant category by TRAS N CO Indonesia and InfoBrand.Id. With the awards that have 

been obtained, does this affect consumers in making KFC decisions in Samarinda, because 

before a consumer chooses and then decides to purchase a particular product, the consumer 

will go through several processes before making a decision. And in making purchasing 

decisions, one of them is influenced by brand image (Brand Image) (Setyawati, 2018). 

In addition, the process of selecting halal products or halal labels on products will be one 

of the consumer factors in purchasing decisions (Hernama et al., 2021). Indonesia is a country 

with a majority Muslim population, it should be able to maintain religious values, including 

in terms of consuming food and beverages (Dewanti et al., 2021). Consuming halal products, 

especially halal food is a condition stipulated in Islamic law as confirmed in the word of 

Allah SWT in the Qur'an: 

 

 
ُطَُوَكُ  حَلٰلًا  ُ اُرَزَقَك م ُاللّٰه ؤْمِن وْنَُل وْاُمِمَّ ُانَْت مُْبهُِٖم  َُالَّذِيْْٓ اتَّق واُاللّٰه ي بِااُۖوَّ  
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Translation: "Eat what Allah has given you as a lawful and good sustenance, and fear Allah 

in whom you believe" (Al-Maidah: 88). 

On that basis, Muslims in line with Islamic teachings want the products to be consumed 

to be guaranteed halal and pure. Products that do not include a halal label on their packaging 

are considered not to have received approval from the competent authority (LPPOM-MUI) 

to be classified into the list of halal products or are considered to be still in doubt about their 

halalness and KFC cares about that. KFC is also one of the restaurants that have received the 

MUI halal certificate since 1995, and always renews the MUI halal certificate before it 

expires. 

Not just halal labels, consumer purchasing decisions can be influenced by several things, 

including decisions about prices, product types, product design, and product quality (Agatha, 

2018). Product quality is an important thing that must be strived by every company if you 

want the products sold to compete in the market (Dewanti et al., 2021). Product quality is a 

characteristic of a product that is implied to be able to satisfy consumer needs (Asti et al., 

2020). Consumers will assess of the food products offered based on the quality of taste, 

aroma, elasticity, and compliance with health standards. The tendency of consumers to 

choose products based on quality standards. The importance of production process control 

can produce quality products (Hoe et al., 2018).  

Based on previous researchers, Rina Rachel Pilipus et.al., stated that Word of Mouth and 

brand image do not affect on purchasing decisions, while product quality had an effect and 

can be replaced with an alternative method of E-WOM (Electronic Word Of Mouth) which 

in delivering information now in the digital and modern era is more focused on using social 

media such as Instagram, Facebook, and other social media. Thus, the use of the E-WOM 

alternative makes it easier to convey information on Dum Dum Thai Drinks products so that 

they can be more easily recognized and remembered and become the consumer's main choice 

in purchasing decisions for Dum Dum Thai Drinks Drinks Samarinda (Pilipus et al., 2021). 

However, there is a research gap which is the result of previous studies that have been 

carried out. The results of different studies indicate that there is a research gap on the 

influence of brand image, halal label and product quality on purchasing decisions. The results 

of the study can be seen in Table 1 below. 

Table 1. research gap which is the result of previous studies that have been carried out. 

 

Rizka Nur Fauziah stated that partially the quality of the product has no effect on 

purchasing decisions, Brand Image has an effect on purchasing decisions. Simultaneously, 

Brand Image and product quality have a significant effect on purchasing decisions. So when 

viewed from an economic point of view, the possible cause of product quality does not 

partially affect purchasing decisions because consumers only see the brand image of famous 

artists, not from the quality of the products offered. Consumers do not pay too much attention 

to the quality of their products but look at the brand image of the company so that consumers 

feel proud because they have consumed the products of one of these famous artists (Fauziah, 

2019). 

Variable relationship Have influence Have no influence 

The influence of brand 

image on purchasing 

decisions 

1. Rizka Nur Fauziah 

(2019) 

1. Rina Rachel Pilipus 

et.al., (2021) 

Effect of halal label on 

purchasing decisions 
1. Hardiansyah et al., 

Manurung (2020) 

1. Dendy Khresna Bayu 

et al., (2020) 

The influence of product 

quality on purchasing 

decisions 

1. Hardiansyah, Heri 

Prasuhanda Manurung 

(2020) 

1. Rizka Nur Fauziah 

(2019) 
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Dendy Khresna Bayu et al., stated that Halal labels have no effect on purchasing 

decisions. Halal labeling, brand, and price simultaneously affect purchasing decisions. This 

shows that people will continue to buy products even without the halal label. This is certainly 

not by the command of Allah in Surah Al-Baqarah verse 168 which means "O people, eat 

what is lawful and good..." (Bayu et al., 2020). 

Hardiansyah et al., the results of the study show that the halal label, product quality, and 

price partially and simultaneously affect the Purchase Decision for White Koffie Luwak 

Products. In making purchasing decisions for white koffie civet products, the public always 

pays attention to the halal label, product quality and prices offered according to the ability of 

consumers (Hardiansyah, 2020). 

Based on the background, researchers are interested in knowing whether brand image, 

halal label and product quality affect the purchasing decision of KFC in Samarinda. This 

research can be used as study material and consideration for both business entities and 

educational institutions regarding purchasing decisions, which in this study are associated 

with brand image, halal label and product quality. The results of this study are closely related 

to purchasing decisions which are very much needed in developing businesses, especially in 

Muslim-majority countries. More than that, this research is also a reference in formulating 

purchasing decision system policies for students, especially Islamic economics study 

programs which can later be applied to every business entity, especially in the halal industry. 

2 Literature Review 

2.1 Brand Image 

Brands are the initial The brand is the starting point of an introduction between consumers 

and producers (Susanti et al., 2015). According to Kotler & Keller, image is a belief, idea 

and impression held by a person about an object (Kotler et al., 2009). Brand image is the 

public's perception of the company or its products. Thus, brand image or brand image is a 

representation of the overall perception of the brand and is formed from information and past 

experiences of the brand. And empirical studies have revealed that brand image boosts 

consumer confidence (Zeng., 2019). 

2.2 Halal Label 

 

Fig. 2. Logo Halal 

Halal labels are halal writings or statements on product packaging to indicate that the product 

in question is a halal product (Mashudi, 2015). Considering that Muslims are one of the 

largest markets in the world, halal products are a determining factor in product strategy in 

their marketing mix, so that the Muslim market becomes more interested in halal products 

(Bulan et al., 2018). 
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2.3 Product Quality  

According to According to Kotler and Armstrong, product quality is the ability of a product 

to perform its functions which include durability, reliability, accuracy, convenience, 

operation, and repair as well as other attributes (Kotler et al., 2008). For a company, the 

product has a very important role because the company is not able to run its business without 

a product and product performance is directly affected by product quality (Sari, 2021). And 

quality will be used as the dominant input to make purchasing decisions (Li et al., 2021). 

Thus, product quality is a priority in business (Zhu et al., 2020). 

2.4 Purchasing Decision 

Purchasing decision is one of the stages in the buying decision process before post-purchase 

behavior. Basically, consumers always try to fulfill their needs and wants (Alshare et al., 

2020). In entering the previous purchase decision stage, consumers have been faced with 

several alternative choices so that at this stage consumers will take action to decide to buy 

products based on the choices specified (Marisa et al., 2019). According to Philip Kotler and 

Kevin Keller, consumers go through five stages of the decision-making process, namely: 

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

post-purchase behavior (Kotler et al., 2009). Consumers are often met with many options for 

using a product or service. The number of consumers in making decisions is one of the 

determinants of whether the company can achieve its goals (Azam, 2019). 

 

3 Methodology Research 

The type of research used in this study is a type of quantitative research. The population in 

this study are consumers of KFC in Samarinda, totaling 14.000 people every month. The 

sampling technique in this study used the basis for sampling from the slovin formula, namely: 

. 

 

 n =  
𝑁

1+ 𝑁.𝑒2 

 

n = 
14.000

1+ (14.000×0,12)
 

 

n = 
14.000

1+(14.000 ×0,01)
 

 

n =  99,29 rounded up to 100 respondents. 

 

 

Sources of data used at the time of the study were primary data and secondary data. 

Primary data is also called original data or new data (Hasan, 2003). In this study, the primary 

data used were consumers of Kentucky Fried Chicken (KFC) in Samarinda as respondents, 

through questions distributed in the form of questionnaires or questionnaires. Secondary data 

is data that has been collected by other parties. Secondary data comes from reading materials 

such as books, journals, research results, newspapers, and others that can support primary 
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data (Kountor, 2005). The analysis techniques used in this study are validity test, reliability 

test, normality test, test multicollinearity, heteroscedasticity test, multiple linear regression 

analysis, Coefficient of Determination (𝑅2), t test, F test. 

4 Result and Discussion 

4.1 Research Instrument Test Results 

4.1.1 Validity Test 

Table 2. Brand Image Variable Instrument Validity Test (X1) 

Items Question r-count r-table Description 

Statement 1 0.680 0.195 Valid 

Statement 2 0.664 0.195 Valid 

Statement 3 0.631 0.195 Valid 

Statement 4 0.483 0.195 Valid 

Statement 5 0.658 0.195 Valid 

Statement 6 0.745 0.195 Valid 

Statement 7 0.738 0.195 Valid 

 

Table 3. Halal Label Variable Instrument Validity Test (X2) 

 

 

 

 

Table 4. Product Quality Variable Instrument Validity Test (X3) 
Question Items r-count r-table Information 

Statement 1 0.737 0.195 Valid 

Statement 2 0.686 0.195 Valid 

Statement 3 0.781 0.195 Valid 

Statement 4 0.728 0.195 Valid 

Statement 5 0.618 0.195 Valid 

Statement 6 0.777 0.195 Valid 

Statement 7 0.706 0.195 Valid 

Statement 8 0.694 0.195 Valid 

 

Table 5. Test the Validity of the Purchase Decision Variable Instrument (Y) 
Question Items r-count r-table Information 

Statement 1 0.655 0.195 Valid 

Statement 2 0.530 0.195 Valid 

Statement 3 0.680 0.195 Valid 

Statement 4 0.473 0.195 Valid 

Statement 5 0.572 0.195 Valid 

Statement 6 0.608 0.195 Valid 

Statement 7 0.531 0.195 Valid 

Statement 8 0.680 0.195 Valid 

Question Items r-count r-table Information 

Statement 1 0.849 0.195 Valid 

Statement 2 0.862 0.195 Valid 

Statement 3 0.908 0.195 Valid 

Statement 4 0.802 0.195 Valid 
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Each item of a valid questionnaire statement can be used as a reference for further research. 

In this questionnaire, all items in the instrument brand image (X1), halal label (X2), product 

quality (X3) and purchasing decisions (Y) have met the requirements of validity or validity 

through statistical data processing. 

4.1.2 Reliability Test 

Table 6. Reliability Test Results 

Variable Crobanch's Alpha Information 

Brand Image (X1) 0.774 Reliable 

Halal Label (X2) 0.875 Reliable 

Product Quality (X3) 0.862 Reliable 

Purchase Decision (Y) 0.734 Reliable 

Based on table, it can be seen that the value of Cronbach's Alpha is greater than 0.60, namely 

the brand image variable value of 0.774, halal label is 0.875, product quality is 0.862, 

purchase decision is 0.734, so it can be said to be reliable which means that the questionnaire 

used in this study is a good questionnaire. 

4.2 Classic Assumption Test Results 

4.2.1 Normality test 

Table 7. Reliability Test Results 

 

 

 

 

 

 

Based on the results shown in the table, the significance of the normality test is 0.200 where 

the value is greater than 0.05. So it can be concluded that the assumption of normality is met. 

4.2.2 Multicollinearity Test 

The multicollinearity test aims to detect the presence or absence of multicollinearity in the 

regression model. 

 

 

 
Unstandardized Residual 

N 100 

Normal Parameters, b mean .0000000 

Std. Deviation 2.07558027 

Most Extreme Differences Absolute .056 

Positive .056 

negative -.053 

Test Statistics .056 

asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 

b. Calculated from data. 
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Table 8. Multicollinearity Test Results 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta 

Toleranc

e VIF 

1 (Constant) 7,248 2.257  3.211 .002   

Brand Image .189 .090 .182 2,092 .039 .573 1,746 

Halal Label .385 .111 .285 3.450 .001 .635 1.574 

Product 

quality 
.392 .071 .448 5.555 .000 .667 1.498 

a. Dependent Variable: Purchase Decision 

Based on table XIII, it is known that the Tolerance value is greater than 0.10. This can be 

seen from the brand image value of 0.573, halal label of 0.635 and product quality of 0.667. 

The VIF value in the table shows that it is smaller than 10, this can be seen from the brand 

image value of 1.746, halal label of 1.574, product quality of 0.667. Thus, it can be concluded 

that the regression model under study does not have multicollinearity symptoms. 

4.2.3 Heteroscedasticity Test 

This test aims to see whether there is an inequality of variance in the residuals from one 

observation to another. In this study using the glejser test, where if the significance value 

between the independent variable and the absolute residual is greater than 0.05, there is no 

heteroscedasticity problem. 

Table 9. Heteroscedasticity Test Results 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,626 1.397  1.164 .247 

Brand Image -.008 .056 -.019 -.139 .890 

Halal Label -.051 .069 -.095 -.743 .459 

Product quality .034 .044 .096 .774 .441 

a. Dependent Variable: Abs_Res 

 

Based on the results shown in the table above, each variable has a significance value 

greater than 0.05, where the significance value of brand image is 0.890, halal label is 0.459, 

and product quality is 0.441. So it can be concluded that there is no heteroscedasticity 

problem. 
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4.3 Multiple Linear Regression Analysis Results 

This researcher uses multiple regression analysis method. From data processing, the 

following results were obtained: 

Table 10. Multiple Linear Regression Analysis Results 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7,248 2.257  3.211 .002 

Brand Image .189 .090 .182 2,092 .039 

Halal Label .385 .111 .285 3.450 .001 

Product quality .392 .071 .448 5.555 .000 

a. Dependent Variable: Purchase Decision 

 

Based on the results of multiple regression above, the regression statement is obtained, 

namely: 

Y = 7.248 + 0.189X1 + 0.385X2 + 0.392X3 

Information: 

Y = Purchase Decision 

X1 = Brand Image 

X2 = Halal Label 

X3 = Product Quality 

From the regression equation above, it can be interpreted as follows: 

1. The constant value (a) obtained is 7.248, indicating that when the independent variables 

(brand image, halal label, and product quality) are constant, the level of purchasing 

decisions is 7.248. 

2. The regression coefficient X1 = 0.189 states that the brand image variable is positive for 

purchasing decisions. This shows that if the brand image has increased by 1 unit, then the 

purchase decision will increase by 0.189 

3. The regression coefficient X2 = 0.385 states that the halal label variable is positive for 

purchasing decisions. This shows that if the halal label has increased by 1 unit, then the 

purchase decision will increase by 0.385. 

4. The regression coefficient X3 = 0.392 states that the product quality variable has a 

positive sign on purchasing decisions. This shows that if the quality of the product 

increases by 1 unit, then the purchase decision will increase by 0.392. 

4.4 Hypothesis Test Results 

4.4.1 Coefficient of Determination Test Results  (𝑅2) 

The coefficient of determination is used to determine how much influence the variable X has 

on Y. The results of the coefficient of determination test can be seen in the following table: 
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Table 11. Coefficient of Determination Test Results 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .764a .583 .570 2.10776 

a. Predictors: (Constant), Product Quality, Halal Label, Brand Image 

 

Based on the table above, it can be seen that the coefficient of determination is 0.570 or 

57%. This shows that the influence of brand image, halal label and product quality on 

purchasing decisions is 57%, while the remaining 43% is influenced by other variables not 

included in this research model. 

4.4.2 T test results 

The t test is used to test the effect of each independent variable on the dependent variable, 

namely to test whether brand image (X1), halal label (X2), product quality (X3) partially 

have a significant effect on purchasing decisions (Y). 

The decision-making criteria in the test are divided into two ways, namely: 

a. Pay attention to the value of sig. < 0.05 

b. Pay attention to value 𝑡ℎ𝑖𝑡𝑢𝑛𝑔 and 𝑡𝑡𝑎𝑏𝑒𝑙. If 𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒 then H0 is rejected and Ha is 

accepted, which means that the independent variable partially affects the dependent 

variable. 

𝑡𝑡𝑏𝑙𝑒𝑙 = (𝛼 /2; nk-1) 

  = (0.05/2; 100-3-1) 

  = 0.025;96 

So, value 𝑡𝑡𝑎𝑏𝑙𝑒 what is obtained is 1.988. 

Information: 

𝜶 = Confidence level (0.05) 

n = Number of samples 

k = Number of variables 

 

The results of the t-test data processing can be seen in the table below. 

Table 11. T Test Result Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 
7,248 2.257  3.211 .002 

Brand Image .189 .090 .182 2,092 .039 

Halal Label .385 .111 .285 3.450 .001 

Product quality .392 .071 .448 5.555 .000 

a. Dependent Variable: Purchase Decision 
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Based on the results of Table XVII, namely: 

a. Brand image (X1) on Purchase Decision (Y) 

Brand image has a significant value of 0.039 < 0.05 and 𝑡𝑐𝑜𝑢𝑛𝑡  >  𝑡𝑡𝑎𝑏𝑙𝑒of 2.092 > 1.988 

then H01is rejected and H𝑎1 is accepted. This means that brand image partially has a 

significant effect on purchasing decisions for KFC in Samarinda.. 

b. Halal Label (X2) on Purchase Decision (Y) 

Halal label has a significant value of 0.001 < 0.05 and 𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒of 3.450 > 1.988 

then H02 is rejected and H𝑎2  is accepted. This means that the halal label partially has a 

significant effect on the purchasing decision of KFC in Samarinda. 

c. Product quality (X3) on Purchase Decision (Y) 

The product quality has a significant value of 0.000 < 0.05 and 𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒of 5.555 > 

1.988 then H03 is rejected and H𝑎3 is accepted. This means that product quality partially 

has a significant effect on purchasing decisions for KFC in Samarinda. 

4.4.3 F Test Results 

The F test is used to test the independent variable (X) simultaneously or together which has 

a significant or insignificant effect on the dependent variable (Y). if the value of sig. less than 

0.05 and the value of 𝐹𝑐𝑜𝑢𝑛𝑡  > 𝐹𝑡𝑎𝑏𝑙𝑒  , then H04 is rejected and H𝑎4   is accepted. 

𝐹𝑡𝑎𝑏𝑙𝑒 = k ; n-k 

 = 3 ; 100-3 

 = 3 ; 97 

 = 2.70 

Table 12. F Test Result. 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 
597,265 3 199,088 44,813 .000b 

Residual 426,495 96 4.443   

Total 1023,760 99    

a. Dependent Variable: Purchase Decision 

b. Predictors: (Constant), Product Quality, Halal Label, Brand Image 

Based on the results of the f test in the table above, it can be seen that the significant value is 

0.000 < 0.05 and the value of Fcount  is 44.813 so that Fcount  > Ftable (44.813 > 2.70). It can 

be concluded that H04 is rejected and H𝑎4 is accepted, which means that the variable brand 

image (X1), halal label (X2), product quality (X3) simultaneously have a significant effect 

on purchasing decisions (Y). 

4.5 Discussion 

4.5.1 Effect of Brand Image (X1) on Purchase Decision (Y) 

Based on the results of the t test, H01 is rejected and H𝑎11 is accepted. Hypothesis X1 is 

obtained that brand image has a significant positive effect on purchasing decisions of KFC 

in Samarinda. Testing the influence of the brand image variable on the purchasing decision 
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of KFC in Samarinda is known with a significant value of 0.039 < 0.05 which indicates the 

influence of the brand image variable on the purchasing decision of KFC in Samarinda. 

Another way to prove that brand image has a significant influence on purchasing decisions 

for KFC in Samarinda is to compare 𝑡𝑐𝑜𝑢𝑛𝑡  and 𝑡𝑡𝑎𝑏𝑙𝑒. From this comparison, it is found that 

𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒is 2,092 > 1,988, it is concluded that accepting H𝑎1 which means that brand 

image has a significant influence on purchasing decisions of KFC in Samarinda.  

This is reinforced by the theory that brand image has an important role in influencing 

consumer decision making to choose a product (Alić et al., 2020), because when consumers 

have a good/positive image of a brand, consumers will tend to choose to buy the product 

(Fitria et al., 2017). This opinion is also reinforced by Richardson et al in the journal Popy 

and Sumiyarsih who state that brand image is often used as a condition for making a purchase 

decision (Andrew, 2021). Building a strong brand image in the minds of customers or 

consumers is a long-term investment for the company, because the brand is a prestigious 

asset for the company and can bring the company to the peak of its success (Prastya, 2020). 

Each company also has specific strategies implemented to attract customers to buy its 

products, as did KFC in Samarinda. With the capital of the big name KFC which has become 

one of the popular brands in the world, KFC in Samarinda continues to try to maintain its 

brand image in various ways, such as guaranteeing the quality of the products produced, 

maintaining the trust that has been given by consumers, friendly service and speed of 

checkout. in serving consumers, and a pleasant restaurant atmosphere with a modern design. 

These strategies have proven to be able to make the image of KFC in Samarinda positively 

accepted by consumers, which in turn can become a reference for consumers. 

The results of this study are in line with research conducted by Rizka Nur 

Fauziah,However, this research contradicts the research conducted Rina Rachel Pilipus, M. 

Fikry Aransyah, and Wira Bharata. From the calculation of SPSS Statistics, it is shown that 

the brand image variable has no partial effect. Evidenced by significant results showing the 

number 0,15 which is greater than 0.05. 

4.5.2 Effect of Halal Label (X2) on Purchase Decision (Y) 

Based on the results of the t test H02  is rejected and Ha2 is accepted. Hypothesis X2 is 

obtained that the halal label has a significant positive effect on the purchasing decision of 

KFC in Samarinda. Testing the effect of the halal label variable on the purchasing decision 

of KFC in Samarinda is known with a significant value of 0.001 < 0.05 which indicates the 

influence of the halal label variable on the purchasing decision of KFC in Samarinda. Another 

way to prove that the halal label has a significant influence on the purchasing decision of 

KFC in Samarinda is to compare tcount  and ttable. From this comparison, it is obtained that 

tcount  > ttable of 3.450 > 1.988, it is concluded that accepting H𝑎2 which means the halal 

label has a significant influence on the purchasing decision of KFC in Samarinda. 

In this case, the halal label is very important in supporting a purchase decision for 

consumers to buy a product, especially Muslim consumers. Muslim consumers generally 

have careful consideration before making a purchase regarding the halalness of food 

products, this is indicated by checking on a product (Prastya, 2020). The higher the influence 

of the halal label on a product, the more it affects consumer purchasing decisions, especially 

KFC in Samarinda. This is because KFC in Samarinda has a halal certificate approved by the 

MUI. From the statement of the halal label variable questionnaire, it can be concluded that 

halal labels that have guaranteed halal and cleanliness in the manufacturing process of KFC 

products, and include halal labels on every KFC product packaging are very important things 

for Muslim consumers, have also passed the halal test test. carried out by MUI and has 

obtained a halal halal certificate from MUI to provide certainty of halal status, so that it can 
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reassure consumers and feel safer in consuming them. Understanding consumer desires for 

halal brands is important for companies (Ali et al., 2018). 

The results of this study are in line with the research conducted by Hardiansyah and Heri 

Prasuhanda Manurung, but this research contradicts the research conductedDendy Khresna 

Bayu, Gumoyo Mumpuni Ningsih, and Livia Windiana. From the calculation of SPSS 

Statistics, it shows that the halal label variable has no partial effect. Evidenced by the results 

showing the number 0.635 > 0.05. This is because consumerspay more attention to expired 

labels than halal labels. The condition of the majority of Indonesian people who are not 

familiar with halal and haram in food products tend to be ignorant (Bayu et al., 2020). People 

who lack knowledge or information about food products that have been labeled halal, 

therefore the government needs to socialize about halal labels to the public, especially 

Muslims (Bakhtiar et al., 2021). 

4.5.3  Effect of Product Quality (X3) on Purchase Decisions (Y) 

Based on the results of the t test, H03  is rejected and Ha3  is accepted. Hypothesis X_2 is 

obtained that product quality has a significant positive effect on purchasing decisions for 

KFC in Samarinda. Testing the effect of the halal label variable on the purchasing decision 

of KFC in Samarinda is known with a significant value of 0.000 < 0.05 which indicates the 

influence of the product quality variable on the purchasing decision of KFC in Samarinda. 

Another way to prove that product quality has a significant influence on purchasing decisions 

for KFC in Samarinda is to compare tcount  and ttable. From this comparison, it is found that 

tcount  > ttable is 5.555 > 1.988, it is concluded that accepting Ha  which means that product 

quality has a significant influence on purchasing decisions of KFC in Samarinda. 

Product quality is the totality of goods or services related to consumer desires, which in 

terms of product excellence are worthy of being traded according to consumer expectations. 

Product quality is the most reliable factor by a marketer in marketing a product (Pilipus et 

al., 2021). In this case, product quality is the overall quality perceived by consumers for the 

products provided by KFC. Based on the results of the study, the influence of product quality 

can be caused by product features, product durability, beauty and product reliability which 

are considered good by consumers. 

The results of this study are in line with research conducted by Hardiansyah, Heri 

Prasuhanda Manurung, However, this research contradicts the research conductedRizka Nur 

Fauziah. From the calculation of SPSS Statistics shows that the product quality variable has 

no significant effect on purchasing decisions seen from the value of 𝑡ℎ𝑖𝑡𝑢𝑛𝑔 < 0.156 < 1.948 

and a significant value of 0.123. If viewed from an economic point of view, the possible 

cause of product quality does not partially affect purchasing decisions because consumers 

only see the brand image of famous artists, not from the quality of the products offered. 

Consumers do not pay too much attention to the quality of their products but look at the brand 

image of the company so that consumers feel proud because they have consumed products 

from one of these famous artists. 𝑡𝑡𝑎𝑏𝑒𝑙 (Fauziah, 2019). 

4.5.4 Effect of Brand Image, Halal Label, Product Quality Simultaneously on 
Purchase Decision 

Based on the results of the F test (simultaneous) H04 is rejected and H𝑎4 is accepted. It can 

be seen that the significant value is 0.000 < 0.05 and the value of 𝐹𝑐𝑜𝑢𝑛𝑡 is 44,813 so that  

𝐹𝑐𝑜𝑢𝑛𝑡  > 𝐹𝑡𝑎𝑏𝑙𝑒  (44.813 > 2.70). It can be concluded that H04 is rejected and H𝑎4 is 

accepted, which means that the variable brand image (X1), halal label (X2), product quality 

(X3) simultaneously have a significant effect on purchasing decisions (Y). This shows that 
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KFC consumers in Samarinda pay attention to brand image, halal label, and product quality 

in making decisions. 

4.5.5 Dominant Variable Analysis 

Based on the results of multiple linear regression analysis, the largest regression coefficient 

value is found in the product quality variable of 0,392. This means that the product quality 

variable has the greatest influence compared to other variables. This shows that consumers 

evaluate the food products offered based on the quality of taste, aroma, elasticity, and beauty 

of the product. A good assessment of product quality in accordance with the level of 

consumer wants and needs will encourage consumers to buy the product (Muliasari, 2020). 

5 Conclusion 

Based on the data collected and the tests that have been carried out on the issues raised 

regarding the influence of brand image, halal label, and product quality in purchasing 

decisions of KFC in Samarinda, the following conclusions can be drawn: 

1. Brand image partially has a significant effect on purchasing decisions for KFC in 

Samarinda. This is because the brand image has a significant value of 0.039 < 0.05 and 

𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒  of 2.092 > 1.988. 

2. Halal label partially has a significant effect on purchasing decisions for KFC in 

Samarinda. This is because the halal label has a significant value of 0.001 < 0.05 and 

𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒   of 3.450 > 1.988. 

3. Product quality partially has a significant effect on purchasing decisions for KFC in 

Samarinda. This is because the product quality has a significant value of 0.000 < 0.05 and 

𝑡𝑐𝑜𝑢𝑛𝑡  > 𝑡𝑡𝑎𝑏𝑙𝑒  of 5.555 > 1.988. 

4. Brand Image, Halal Label, Simultaneous Product Quality have a significant effect on 

purchasing decisions of KFC in Samarinda. This is because it has a significant value of 

0.000 < 0.05 and the value of 𝐹𝑐𝑜𝑢𝑛𝑡 is 44.813 so that 𝐹𝑐𝑜𝑢𝑛𝑡  > 𝐹𝑡𝑎𝑏𝑙𝑒 (44.813 > 2.70). 

5. Product quality has the largest regression coefficient value, this is indicated by a value of 

0.392, so that product quality has the greatest influence on purchasing decisions of KFC 

in Samarinda. 

6 Suggestion 

Based on the research results obtained, the suggestions that can be given by the author are: 

1. The company is expected to continue to improve and maintain the image of the company 

itself and maintain the image of the products it produces, because these two components 

are proven to be able to become a benchmark for consumers in making decisions to buy 

a product. 

2. Companies are expected to be able to better understand the characteristics of their 

customers and what they need and want. Thus the company will more easily attract 

consumer interest. 

3. For further researchers, it is hoped that they can conduct research using different variables 

so that they can obtain more varied results that can affect purchasing decisions. 
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