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Abstract

The purposes of this research were to investigated the effect of the marketing strategy
on the Butter-Coated Crispy-Fried Banana Product buyer behavior. The quantitive method was
used 400 questionnaire as instrument for collection data. The instrument of data was being
analyzed by using frequency, percentages, mean, standard deviation and the multiple
regression analysis was used to analyze and test research hypotheses.

The results have shown that the continuance intention to buy was in medium level.
The result also insists that the product strategy, packaging strategy, price strategy, place
strategy, promotion strategy have impact on the continuance intention to buy 63.2 percent.
The packaging strategy was in higher level following the promotion strategy product strategy

place strategy and price strategy.

Keywords: Promotion Strategy, Continuance Intention to Buy, Butter-Coated Crispy-Fried

Banana Product.
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