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ABSTRACT

Domestic fruits are one of Indonesian’s top commodities, but unfortunately they are
threatened by imported fruits, including apple. This research aims to know the consumers’
preference and perception of imported and domestic apple. The location of this research is
Surabaya where 200 housewives are chosen as sample. Data points out 85% respondent
prefer imported apple compare to domestic apple. The result of this research shows there
are different from quality perceptions in size, color, appearance, aroma, cleanness,
crispness, taste, and hygiene between consumers who prefer imported and domestic
apple. However, juiciness has the same quality perception between both of them. Finally,
factor analysis indicates there are three groups of quality perception based on high-income
consumers who prefer to purchase domestic fruits.
Key words: quality perception, consumer preferences, apple

1. INTRODUCTION
The domestic fruits are a large sector within
Indonesia markets. The Ministry of
agriculture stated 56 percent of domestic
fruits are distributed in modern markets
(supermarkets, hypermarkets, fruits stores).
In fact, imported fruits dominate in modern
markets and traditional markets. For 20092010, the imported fruits are increasing
(Badan Pusat Statistik, 2011). Among the
overseas of Indonesia imported fruits, China
is the largest fruits exporting to Indonesia
and accounts for US$ 331 million in 2011.
Some of the imported fruits, such as: orange
and banana were increasing 10,956 tons
and 710 tons, respectively. On the other
hand, the domestic fruits for orange and
banana were decreasing 103,674 tons and
618,460 tons, respectively.
In Indonesia, fruits are sold in traditional
market and modern markets. In modern
markets, they sell more the imported fruits
compare to the domestic fruits. And
nowadays, in traditional markets, many
domestic seasonal fruits are placed on
stands and some of imported fruits are also
sold. Usually, the imported fruits have a
good appearance and the consumers have
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the perception that appearance is related to
good quality. In contrast, Hardiyanto (2010)
observed that the freshness of the imported
orange was less than the domestic orange. It
occurs since the imported orange has been
preserved in cold storage for six months until
one year. Moreover, Kienzle et al, (2011)
conduct a research about the harvest
maturity specification for mango fruit in
regard to long supply chains. The harvest
maturity is necessary to reduce the risk
during transportation. Reichel et al, (2010)
also conduct a research about the influence
of harvest maturity on quality and shelf-life of
litchi fruit
In term of consumers’ preference, many
researches have been done. Sun and
Collins (2004) acquires a comparison the
purchasers’ attitude between two different
cities in China. They stated that the
purchasers’ attitude toward imported fruit
was influenced by the city background and
education level. Furthermore, Brown et al,
(2009) found the difference of consumers’
preference in England and France for
organic fruit and vegetable which was
delivered
to
consumers
directly
or
distribution point near consumers’ location. It
is obtained that consumers in England prefer
to buy product regarding to the shortness of
Consumer Preferences And Quality Perception
I Gede Bagus Widyadana

Proceeding, International Seminar on Industrial Engineering and Management
ISSN : 1978-774X

its distribution, while consumers in France
regarding to the product quality. Webber
et.al, (2010) conduct a research about fruit
purchased by low-income households in
America. It is concluded that the consumers
give attention to the location of grocery
store, atmosphere of grocery store, product
quality, product price and the relationship
with the seller.

constructed related to demographic of
respondents, respondents’ preferences for
domestic and imported fruits and their
reasons, their quality perceptions in
purchasing domestic and imported fruits.
Before distributing the large number of
sample questionnaire, the small sample of
respondents is distributed in order to ensure
the questionnaire can be comprehended.

Related to consumers’ perception, Garitta et
al, (2008) points out the optimum time for
tomato harvesting to get the product that is
desired by consumers. When the consumers
choose fruits, the consumers often discover
the fruits that is harvested too early so that
the fruits have less quality or harvested too
late. Peneau et al, (2006) acquired that
taste, aroma and freshness are the most
frequently used by consumers to choose
apple. They also conclude that in the
consumers’ perception, freshness can be
seen from the taste, crispness and juiciness
of the fruit.

The consumers’ preferences are analyzed
using descriptive statistic, while quality
perception of customers is analyzed using
Kruskal-Wallis test. The quality perception is
analyzed based on two factors: fruits
purchasing and economic level.
Fruits
purchasing factor consists of domestic fruits,
imported fruits, and both of them. Economic
level consists of low to middle income and
high income. This test is applied to know the
difference of quality perception based on
those factors. Scoring system is conducted
by using Sixth Likert type scale, from score 1
is very unimportant to score 6 is very
important.

This paper attempts to address the
preference and quality perception in
purchasing the domestic apple and the
imported apple. An outline of this paper is
organized as follows. In section 2, research
methodology is provided. Result and
discussion is described in section 3. Section
4 gives the conclusion of this paper.

Furthermore, factor analysis is utilized to
identify the influence of economic level and
the type of fruits purchasing according to
consumers’ quality perception of apple.
Based on factor analysis, the consumers’
quality perception of apple also could be
grouped in less number.

2. RESEARCH METHOD

3. RESULT AND DISCUSSION

This research is started by surveying the
traditional markets. The interview with the
sellers in some traditional markets is carried
out to gather the information regarding the
customers’ perceptions and preferences. In
this survey, closed ended questionnaire was
distributed to 200 housewives at some
traditional markets and supermarkets in four
areas of Surabaya (Western-Surabaya,
Eastern-Surabaya,
Southern-Surabaya,
Northern-Surabaya).
Housewives
are
chosen since they usually buy the daily
meals. The total samples are proportional
with total population of four areas of
Surabaya. Thus, the number of respondents
from North Surabaya, East Surabaya, West
Surabaya, and South Surabaya was 66, 52,
29, and 53, respectively. The questions are

All of 200 questionnaires are valid and
reliable to analyze. Based on these
questionnaires, it is figured out that the
majority of respondents are more than 40
years old (58.5%) with the level of income
between 2.5 and 7.5 million rupiahs (45%).
75.4% of the major respondents is preferred
to buy the imported fruits.
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Kruskal-Wallis test is obtained to know the
difference of quality perception of apple
according to type of fruits purchasing and
economic level. As presented in Table 1, Pvalue of all attribute qualities is smaller than
0.05, except juiciness. It means that
consumers have the difference perception of
quality attributes of apple, except juiciness
according to type of fruits purchasing.
Figure 1. Reason For Choosing Location Of
Purchasing
Figure 1 shows that most of respondents
prefer to purchase fruits at the supermarket
(52%) because of its completeness. On the
other hand, the main reason of the
respondents who purchase fruits at
traditional market is its price.

Figure 2. Type of Apple Purchasing
Figure 2 shows that consumers prefer to
purchase the imported apple (Fuji and
Washington apple) as 85%. The perceptions
of consumers about the characteristic of a
good apple are shown in Figure 3. The best
of three of quality attributes of apple that are
perceived by consumers are the color,
appearance, and taste.

Figure 3. Characteristic of Good Apple from
Consumers’ Perception

Besides, all mean rank of imported fruits is
higher than local fruits and both of them
(Table 2). This data show consumers who
purchase imported fruits are more concern
with the quality attributes compare to the
local one and both of them. The same
analysis could be made according to
economic level which is divided to two
levels, low to middle income and high
income.
As shown in Table 3, P-value of all attribute
qualities are smaller than 0.05. It means
consumers have difference perception of
quality attributes of apple toward to
economic level. Also, all mean rank of high
income is higher than low to middle income
(Table 4). This data show that high income
consumers are more concern about the
quality attributes than low to middle income.
In order to further analyze the influence of
economic level and the type of fruits
purchasing on the consumers’ quality
perception of apple, factor analysis was
carried out. In Table 5 could be seen that
consumers in low to middle income who
purchase domestic fruits, consider all quality
attributes. Thus, in this section, there is no
group of quality perception. However,
consumers in high income are grouped into
three groups of quality perception. The first
group considers size, color, appearance,
crispness, and juiciness. The second one
considers hygiene and aroma. Finally, the
third one only considers taste.
Consumers in low to middle income and high
income who purchase imported fruits and
both have similar choices perception of
quality attributes. There are 2 groups of
perception for each type of fruit purchasing.
4. CONCLUSION
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In general, there is a difference of perception
for each quality attributes based on the type
of fruits purchasing and economic level.
Consumers who choose imported fruits pay
more attention to all quality attributes
compare to consumers who choose either
domestic or both, in term of type of
purchasing. In term of high income,
consumers consider more on all quality
attributes in purchasing fruits compare to
consumer in low to middle income. This
research also shows that there is an
influence of economic level and type of fruit
purchasing to quality perception. There are
two groups of economic level who have
different quality perception of apple based
on the type of fruit purchasing.
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Table 1. Quality Perception According To Type of Fruits Purchasing
Size
Color Appearance Hygiene Crispness Taste Aroma Juiciness
Chi14,214 20,194
22,291 22,954
6,579 7,183 13,26
1,909
Square
Df
2
2
2
2
2
2
2
2
Sig.
,001
,000
,000
,000
,037 ,028
,001
,385

Chi-Square
Df
Sig.

Table 3. Quality Perception According To Economic Level
Size
Color
Appearance
Hygiene
Crispness Taste Aroma
18,480 27,408
26,420
28,666
41,074 7,017 20,578
1
1
1
1
1
1
1
,000
,000
,000
,000
,000
,008
,000

Table 2. Mean Rank of Quality Perception
According To Type Of Purchasing
Attribute
Type of
Mean
N
Purchasing
Rank
Size
Domestic
30
101,20
Import
92
115,15
Both
78
82,96
Total
200
Color
Domestic
30
102,08
Import
92
116,54
Both
78
80,97
Total
200
Appearance Domestic
30
96,77
Import
92
118,10
Both
78
81,18
Total
200
Hygiene
Domestic
30
111,15
Import
92
116,88
Both
78
77,09
Total
200
Crispness
Domestic
30
88,95
Import
92
110,72
Both
78
92,88
Total
200
Taste
Domestic
30
106,32
Import
92
108,99
Both
78
88,25
Total
200
Aroma
Domestic
30
104,33
Import
92
114,00
Both
78
83,10
Total
200
Juiciness
Domestic
30
98,47
Import
92
106,24
Both
78
94,51
Total
200
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Juiciness
9,791
1
,002

Table 4. Mean Rank of Quality Perception
According To Economic Level
Mean
Attribute
Economic Level N
Rank
Low to middle
121 86,87
income
Size
High income
79 121,37
Total
200
Low to middle
121 85,11
income
Color
High income
79 124,08
Total
200
Low to middle
121 85,52
income
Appearance High income
79 123,45
Total
200
Low to middle
121 83,51
income
Hygiene
High income
79 126,53
Total
200
Low to middle
121 81,27
income
Crispness
79
High income
200 129,95
Total
Low to middle
121 92,64
income
Taste
79
High income
200 112,53
Total
Low to middle
121 86,12
income
Aroma
79
High income
200 122,53
Total
Low to middle
121 90,51
income
Aroma
79
High income
200 115,80
Total
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Table 5. The Result of Factor Analysis
Economic Level
Type of fruits
purchasing

Low to middle income

Domestic

Size, Color, Appearance, Hygiene,
Aroma, Taste, Crispness, Juiciness

Import
Both

F1: Size, Hygiene, Aroma, Juiciness
F2: Color, Taste, Crispness
F1: Size, Hygiene, Aroma, Crispness,
Juiciness
F2: Appearance, Color, Taste

Consumer Preferences And Quality Perception
I Gede Bagus Widyadana

High income
F1: Size, Color, Appearance, Crispness, Juiciness
F2: Hygiene, Aroma
F3: Taste
F1: Size, Hygiene, Crispness, Aroma, Juiciness
F2: Appearance, Color, Taste
F1: Size, Hygiene, Crispness, Juiciness
F2: Appearance, Color, Taste
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