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ABSTRACT 

Objectives: In E.ast Java Province., the. consumption of importe.d orange.s continue.s to rise., alongside. the. 

availability of local products in the. marke.t. De.spite. the. ofte.n highe.r price. of importe.d orange.s, many consume.rs 

still pre.fe.r importe.d orange.s ove.r local one.s. This phe.nome.non sugge.sts that ce.rtain factors influe.nce. the. de.cision 

to purchase. importe.d orange.s, such as product quality, price., packaging, and the. e.nvironme.nt. This study aims to 

analyze. the. impact of the.se. variable.s on the. de.cision to purchase. importe.d orange.s in E.ast Java, with purchase. 

inte.ntion as a me.diating variable.. It is e.xpe.cte.d that the. findings of this re.se.arch can provide. insights into the. 

factors driving consume.rs to choose. importe.d orange.s and offe.r re.comme.ndations for busine.ss actors to e.nhance . 

the. compe.titive.ne.ss of local orange.s in the. dome.stic marke.t. 

Methodology: The. targe.t re.sponde.nts in this study are. the. pe.ople. of E.ast Java who consume. importe.d orange.s. 

The. se.le.ction of re.sponde.nts is base.d on spe.cific crite.ria that must be. me.t. A total of 327 re.sponde.nts are. involve.d 

in this study. In this re.se.arch, re.sponde.nts will be. provide.d with a que.stionnaire. containing que.stions with a 1-5 

scale. re.late.d to the. re.se.arch be.ing conducte.d. This study will use. two type.s of data colle.ction: primary data and 

se.condary data. The. colle.cte.d data will be. proce.sse.d using the. SE.M-PLS analysis me.thod with the. Warp-PLS 8.0 

software.. 

Finding: The. re.sults of the. study show that product quality, price., packaging, and social e.nvironme.nt have. a 

positive. and significant e.ffe.ct on the. purchasing de.cision of importe.d orange.s in E.ast Java through purchase . 

inte.ntion as a me.diating variable., with an R-square. value. of 0.627. This value. indicate.s that the.se. four variable.s 

are. able. to e.xplain 62.7% of the. purchasing de.cision, while. the. re.maining 37.3% is influe.nce.d by othe.r variable.s 

that we.re. not te.ste.d in this study. Me.anwhile., product safe.ty and psychological factors did not show a significant 

e.ffe.ct on the. purchasing de.cision. 

Conclusion: Product quality, price., packaging, and social e.nvironme.nt have. a positive. and significant e.ffe.ct on 

the. purchasing de.cision of importe.d orange.s in E.ast Java through purchase. inte.ntion as a me.diating variable.. 

Me.anwhile., product safe.ty and psychological factors do not have. a significant e.ffe.ct. 
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INTRODUCTION  

Orange.s are. one. of the. most popular fruits in Indone.sia, with E.ast Java be.ing the. large.st 

produce.r. Although the. national orange. cultivation are.a re.ache.d 67.31 thousand he.ctare.s and 

total production re.ache.d 2.68 million tons in 2022 (Ministry of Agriculture., 2023), the. dome.stic 

marke.t is still floode.d with importe.d orange.s. In the. same. ye.ar, the. value. of orange. imports to 

E.ast Java re.ache.d USD 137.70 million, re.fle.cting the. high marke.t de.pe.nde.nce. on importe.d 

products de.spite. the. significant local pote.ntial. In Indone.sia, importe.d orange.s pre.dominantly 

originate. from China and Pakistan, with China be.ing the. principal provide.r, accounting for 

about 64% of the. total value. of orange. imports (Ministry of Agriculture., 2023). Since. 2018, the . 

tre.nd of orange. imports from China has marke.dly incre.ase.d (Maharani e.t al., 2023).  

This situation prompts an inquiry into why supe.rior local orange.s are. consiste.ntly outpe.rforme .d 

by importe.d orange .s that pre.vail in the. dome.stic marke.t (Ce .ntral Statistics Age.ncy, 2024). One. 

factor that may contribute. to this phe.nome.non is consume.r pe.rce.ption of the. quality of importe.d 

orange.s. Importe.d orange.s are. ofte.n conside.re.d to have. be.tte.r appe.arance. and swe.e.te.r taste. 

compare.d to local orange.s. This indicate.s that the. product pe.rformance. of importe.d orange.s 

plays a significant role. in influe.ncing consume.r de.cisions. In addition to product pe.rformance., 

e.xte.rnal factors such as the. psychological and social e.nvironme.nt also affe.ct the. purchasing 

de.cisions of orange.s in E.ast Java. 

 

Table 1 Orange. Production in Ke.y Province.s of Indone.sia (2018 – 2022) 

No Province 
Year Share 

(%) 

Cumulative 

(%) 2018 2019 2020 2021 2022 

1 E.ast Jawa 937.575 1.015.097 732.569 851.438 1.134.070 42,24 42,24 

2 North Sumate.ra 410.938 298.234 341.518 448.534 398.375 14,84 57,07 

3 Bali 225.584 349.775 490.393 241.617 135.071 5,03 62,11 

4 We.st Kalimantan  144,016 140.593 134.679 72.928 119.299 4,44 65,55 

5 We.st Sumate.ra 102.768 107.898 145.699 119.225 117.868 4,39 70,94 

6 South Kalimantan 147.263 141.792 159.118 113.570 115.621 4,31 75,24 

7 Jambi 29.007 37.852 34.016 45.956 89.046 3,32 78,56 

8 Lampung 21.122 25.126 30.178 80.454 73.194 2,73 81,29 

9 Othe.r 492.147 447.119 654.782 540.140 502.434 18,71 100,00 

Indonesia 2.510.420 2.563.486 2.722.952 2.513.861 2.684.978 100,00  

Source.: Ministry of Agriculture. (2023) 

Indone.sia's orange. imports only account for 4% of the. national production, which, whe.n 

conve.rte.d to land are.a, e.quals roughly 4,000 he.ctare.s (BPS, 2020). This raise.s the. que.stion of 

why a country capable. of producing its own orange.s still ne.e.ds to import the.m from othe.r 

countrie.s. This study aims to e.xamine. the. impact of product pe.rformance., psychological, and 

social e.nvironme.nt factors on purchasing de.cisions re.garding orange.s in E.ast Java, focusing on 

importe.d orange.s. The. variable.s to be. te.ste.d include. product quality, price., packaging, and 

product safe.ty unde.r the. cate.gory of product pe.rformance., as we.ll as the. psychological and 

social e.nvironme.nt factors as e.xte.rnal influe.nce.s on consume.r de.cisions.  

The. findings of this study are. e.xpe.cte.d to provide. de.e.pe.r insights into consume.r pre.fe.re.nce.s 

for both importe.d and local orange.s, as we.ll as offe.r re.comme.ndations for local orange. 

produce.rs to e.nhance. the. quality and appe.arance. of the.ir products to be.come. more. compe.titive. 

in the. marke.t. So, policie.s that he.lp the. dome.stic agricultural se.ctor and more. targe.te.d 
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marke.ting strate.gie.s can be. use.d to ge.t more. pe.ople. in Indone.sia, e.spe.cially in E.ast Java, to 

buy local orange.s inste.ad of orange.s that come. from othe.r countrie.s. 

 

 
Figure 1 Orange. Import Graph from China 2018-2022 

Source.: Maharani e.t al., (2023) 

 

 

 

LITERATURE REVIEW 

Purchase. de.cisions re.fe.r to the. proce.ss by which consume.rs se.le.ct products or se.rvice.s offe.re .d 

by companie.s afte.r conside.ring various inte.rnal factors, such as quality, price., and safe.ty, as 

we.ll as e.xte.rnal factors like. social and e.nvironme.ntal influe.nce.s (Cahyono, 2023; Bachri e.t al., 

2023; Kotle.r e.t al., 2020). Kotle.r & Ke.lle.r (2016) e.xplain that the. purchase. de.cision proce.ss 

involve.s five. stage.s: ne.e.d re.cognition, information se.arch, alte.rnative. e.valuation, purchase. 

de.cision, and post-purchase. e.valuation. Additionally, the.y me.ntion four ke.y indicators in 

purchase. de.cisions: product information, pre.fe.rre.d brands, product compatibility with ne.e.ds, 

and the. influe.nce. of re.comme.ndations from othe.rs (Kotle.r & Ke.lle.r, 2008). In this study, 

purchase. de.cisions are. analyze.d by conside.ring purchase. inte.ntion as a me.diating variable ., 

which illustrate.s the. re.lationship be.twe.e.n the. factors influe.ncing the. de.cision and the. actual 

purchasing action.  

Hypothesis 1. Product quality has a positive. e.ffe.ct on purchase. de.cisions through purchase. 

inte.ntion as a me .diator. 

Product quality is a crucial factor influe.ncing consume.rs' purchasing de.cisions be.cause. it 

re.fle.cts the. product's ability to me.e.t the. ne.e.ds and e.xpe.ctations of consume.rs (Purnamasari e.t 

al., 2018). A product is conside.re.d of high quality if it me.e.ts consume.rs' e.xpe.ctations in te.rms 

of physical appe .arance., functionality, and characte.ristics that align with the. price. paid (Safitri 

e.t al., 2022). In the. conte.xt of orange.s, product quality is e.valuate.d base.d on dime.nsions such 

as taste., appe.arance., and juicine.ss, all of which play an important role. in purchase. de.cisions 

(Wang e.t al., 2018). Good quality e.nhance.s consume.r satisfaction and stimulate.s inte.re.st in 

making a purchase., while. also se.rving as an indicator for de.te.rmining the. product's marke.t 
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positioning (Andriany & Arda, 2022). Pre.vious studie.s support this finding, showing that 

product quality, particularly in te.rms of taste. and othe.r se.nsory attribute.s, significantly 

influe.nce.s purchasing de.cisions, e.spe.cially for food products (Ale.mu e.t al., 2017; Bukhari e.t 

al., 2023; Nguye.n & Wisme.r, 2019). Schiffman & Kanuk (2010) also re.ve.ale.d in the.ir 

Consume.r Be.haviour the.ory that product quality, e.spe.cially re.late.d to taste. and othe.r se.nsory 

attribute.s, plays an important role. in affe.cting consume.rs' purchase. de.cisions. Consiste.ntly 

maintaining and improving quality can stre.ngthe.n consume.r loyalty and e.ncourage. re.pe.at 

purchase.s, thus significantly impacting purchasing de.cisions.  

Hypothesis 2. Price. has a positive. e.ffe.ct on purchase. de.cisions through purchase. inte.ntion as a 

me.diator.  

Price. pe.rce.ption is the. value. of mone.y and sacrifice. that consume.rs are. willing to inve.st in orde.r 

to obtain a product, which dire.ctly influe.nce.s the.ir purchasing de.cisions (Fe.ng e .t al., 2024). 

Consume.rs de.te.rmine. whe.the.r the. price. of a product is high, low, or fair, and this pe.rce.ption 

will affe.ct the.ir purchase. inte.ntion (Duarte. e.t al., 2021). The. price. se.t by the. produce.r can 

impact consume.r be.haviour and satisfaction with the. product or se.rvice. (Sarkar & Khare., 2017). 

This pe.rce.ption of price. is he.avily de.pe.nde.nt on the. product quality and se.rvice. provide.d by 

the. produce.r, which can make. e.ve.n a high price. appe.ar fair or e.ve.n low in the. e.ye.s of consume.rs 

(Ramanathan e.t al., 2016; She.n & Yahya, 2021). Kotle.r & Ke.lle.r (2008) highlighte.d that 

aspe.cts use.d to me.asure. price. pe.rce.ption include. price. affordability, alignme.nt of price. with 

product quality, and price. compe.titive.ne.ss. The. influe.nce. of price. on purchase. de.cisions aligns 

with pre.vious re.se.arch that shows a positive. re.lationship be.twe.e.n price. pe.rce.ption and purchase. 

de.cisions (Gohe.l e.t al., 2023; Situmorang e.t al., 2021). This supports the. the.ory by Schiffman 

& Kanuk (2010), which sugge.sts that consume.rs ofte.n make. purchasing de.cisions base.d on 

the.ir pe.rce.ption of price. and the. quality the.y e.xpe.ct in re.turn.  

Hypothesis 3. Packaging has a positive. influe.nce. on purchase. de.cisions through purchase. 

inte.ntion as a me .diator. 

Packaging is a crucial e.le.me.nt in pre.se.rving the. condition of a product and prote.cting it from 

damage. (Rasa e.t al., 2023). Ove.r time., packaging has e.volve.d from me.re.ly a prote.ctive. function 

to be.coming a tool for attracting consume.r atte.ntion. This shift be.gan in the. 1980s, whe.n 

incre.asing compe.tition among produce.rs le.d to packaging be.ing use.d as a strate.gy to captivate . 

consume.r inte.re.st by highlighting the. product's unique.ne.ss (Rasa e.t al., 2023). Attractive . 

packaging, unique. de.sign, and comple.te. information can e.nhance. consume.r inte.re.st in 

purchasing a product, as packaging is ofte.n the. first thing that consume.rs se.e. and touch (Rasa 

e.t al., 2023). Kotle.r e.t al. (2000) ide.ntifie.d thre.e. ke.y indicators in e.valuating product packaging: 

de.sign, quality, and innovation. Packaging innovation is now conside.re.d as important as 

product innovation be.cause. it can add value. to the. product, diffe.re.ntiating it from compe.titors 

(Rasa e.t al., 2023). Good packaging not only incre.ase.s sale.s but also stre.ngthe.ns the. company's 

image. and the. product’s brand (Rasa e.t al., 2023). This finding aligns with pre.vious studie.s that 

have. shown that packaging has a significant impact on consume.r purchasing de.cisions, though 

the. le.ve.l of impact can vary de.pe.nding on the. product and conte.xt (Be.nache.nhou e.t al., 2018; 

Bukhari e.t al., 2023; Kumar & Kapoor, 2017). 

Hypothesis 4. Product safe.ty has a positive. influe.nce. on purchase. de.cisions through purchase . 

inte.ntion as a me .diator. 
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Product safe.ty re.fe.rs to the. condition in which a product doe.s not contain substance.s or 

compone.nts that may harm human he.alth or the. e.nvironme.nt. The. Indone.sian Gove.rnme.nt 

Re.gulation No. 86 of 2019 on food safe.ty, quality, and nutrition e.mphasize.s the. importance. of 

pre.ve.nting biological, che.mical, and physical contaminants in food products to avoid he.alth 

risks (National Food Age.ncy, 2024). With the. growing aware.ne.ss of he.althy life.style.s, 

consume.rs te.nd to choose. food that is safe. and e.nvironme.ntally frie.ndly (Firoozzare. e.t al., 

2024). Food safe.ty has be.come. an important factor in product se.le.ction, whe.re. food with a 

highe.r le.ve.l of safe.ty will incre.ase. consume.r inte.re.st in purchasing (Pink e.t al., 2022; Sadiq e.t 

al., 2023). In the. conte.xt of importe.d orange.s, the. risk of contamination by pre.se.rvative.s or 

wax, as we.ll as longe.r shipping time.s, can influe.nce. consume.rs' pe.rce.ptions of the. safe.ty of 

the.se. products (Moor e.t al., 2014). To asse.ss the. safe.ty of orange.s, re.le.vant indicators include . 

hygie.nic fruit, fre.e. from formalin, wax, and che.mical re.sidue.s. De.spite. the. highe.r 

contamination risks of importe.d orange.s, the. gove.rnme.nt, through the. National Food Age.ncy, 

e.nsure.s the. safe.ty of food products in circulation, including importe.d orange.s, with food safe.ty 

ce.rtification in accordance. with applicable. re.gulations (National Food Age.ncy, 2024; 

Pre.side.ntial Re.gulation No. 66 of 2021).  

Hypothesis 5. Psychological factors have. a positive. e.ffe.ct on purchasing de.cisions through 

purchase. inte.ntion as a me.diator. 

Psychological factors re.fe.r to e.le.me.nts re.late.d to an individual's thoughts, fe.e.lings, and 

be.haviours that influe.nce. the.ir inte.ractions with the. surrounding world (Cahyono e.t al., 2020), 

including the . de.cision-making proce.ss in purchasing. Re.se.arch by Misman e.t al., (2021) shows 

that psychological factors have. a significant impact on purchasing de.cisions. Psychological 

dime.nsions that influe.nce. purchasing de.cisions include. motivation, be.lie.fs, and attitude.s 

(Durmaz, 2014; Poluan & Karuntu, 2021). Motivation drive.s individuals to fulfil the.ir ne.e.ds or 

de.sire.s, such as buying importe.d orange.s to e.xpe.rie.nce. be.tte.r quality or to show social status. 

Be.lie.fs, shape.d by pe.rsonal e.xpe.rie.nce.s, re.comme.ndations from othe.rs, or information from 

adve.rtise.me.nts, influe.nce. consume.r pe.rce.ptions of the. quality and be.ne.fits of a product. If 

consume.rs be.lie.ve. that importe.d orange.s are. of be.tte.r quality and safe.r, the.y are. more. like.ly to 

choose. the.m. This trust plays a crucial role. in purchasing de.cisions for spe.cific products or 

brands.  

Hypothesis 6. Social e.nvironme.nt has a positive. e.ffe.ct on purchasing de.cisions through 

purchase. inte.ntion as a me.diator. 

Social e.nvironme.nt re.fe.rs to e.xte.rnal factors that can influe.nce. an individual's de.cision-making, 

including in the. conte.xt of purchasing de.cisions. Pe.te.r & Olson (2000) e.xplain that individual 

de.cisions are. ofte.n influe.nce.d by what othe.rs do or we.ar, while. (Hafidz, 2018) e.mphasize. that 

the. social e.nvironme .nt can affe.ct purchasing de.cisions. A pe.rson's surroundings, such as culture. 

and social class, are. important factors in de.te.rmining whe.the.r the.y will purchase. a product 

(E.nge.l e.t al., 1995). The. dime.nsions of social e.nvironme.nt influe.nce. de.scribe.d by E.nge.l e.t al. 

(1995) include. culture. and social class. In addition, this study introduce.s a ne.w indicator, the . 

country of origin of the. product, which can influe.nce. purchasing de.cisions (Wang e.t al., 2018). 

The. country of origin, particularly for importe.d orange.s mostly from China, may play a role. in 

influe.ncing consume.r pre.fe.re.nce.s. The.se. findings are. in line. with pre.vious re.se.arch showing 

that social e.nvironme.ntal factors, including the. country of origin, impact consume.r purchasing 

de.cisions (Yuriska & Sukirno, 2016). 
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Hypothesis 7. Purchase. inte.ntion has a positive. influe.nce . on purchasing de.cisions.  

Purchase. inte.ntion re.fe.rs to the. de.sire. or motivation of consume.rs to buy a product in the. future . 

(Akte.r e.t al., 2024). Be.fore. making a de.cision, consume.rs conside.r various inte.rnal and e.xte.rnal 

factors, gathe.ring re.le.vant information such as pe.rsonal e.xpe.rie.nce.s or influe .nce.s from the.ir 

surroundings (Cahyono e.t al., 2021; Pappas, 2018). Indicators use.d to me.asure. purchase . 

inte.ntion include . the. de.sire. to buy, purchase. plans, and inte.re.st in trying the. product (Paul e.t 

al., 2016). Purchase. inte.ntion plays a crucial role. in influe.ncing purchase. de.cisions and se.rve.s 

as a ke.y focus in de.signing e.ffe.ctive. marke.ting strate.gie.s. Pre.vious studie.s, such as those. by 

Bukhari e.t al., (2023), show that purchase. inte.ntion has a positive. impact on purchasing 

de.cisions, particularly for products that have. advantage.s ove.r dome.stic alte.rnative.s. The. de.sire . 

to try ne.w products, such as importe.d orange.s, ofte.n e.ncourage.s consume.rs to e.xplore. furthe .r 

and ultimate.ly de.cide. to buy (Ahme.d e.t al., 2023). The.se. findings re.inforce. the. unde.rstanding 

that purchase. inte.ntion is an e.sse.ntial factor influe.ncing the. de.cision to purchase. a product. 

 

METHOD 

 

Figure 2 Re.se.arch Frame.work 

This study use.s a quantitative . de.scriptive. approach to analyze. the. attribute.s that influe.nce. the. 

purchase. de.cision of importe.d orange.s in E.ast Java Province.. The. variable.s studie.d include . 

product quality, price. pe.rce.ption, product packaging, product safe.ty, psychological factors, and 

social e.nvironme.nt, which influe.nce. purchasing de.cisions through purchase. inte.ntion. Data 

we.re. colle.cte.d through an online. que.stionnaire. distribute.d to 327 re.sponde.nts who me.t ce.rtain 

crite.ria. This is base.d on the. use. of the. rule. of thumb formula whe.re. one. of the. crite.ria that can 

be. use.d to de.te.rmine. the. numbe.r of re.sponde.nts is by calculating the. numbe.r of indicators in 

the. study and the.n multiplying it by 10 (Solimun e.t al., 2017). In this study, the.re. are. 26 te.ste.d 

indicators, so those. 10 indicators are. multiplie.d by 10, re.sulting in a total of 260 re.sponde.nts. 

In this study, all incoming data we.re. use.d for data proce.ssing, so the. numbe.r of re.sponde.nts 

use.d was not 260 but rathe.r 327 pe.ople.. The. que.stionnaire. use.s a 5-point Like.rt scale. to me.asure. 

consume.r pe.rce.ptions and e.valuations of various re.se.arch variable.s, ranging from "Strongly 
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Disagre.e." (1) to "Strongly Agre.e." (5). The. colle.cte.d data we.re. analyze.d using e.conomic 

statistics and the. SE.M-PLS analysis me.thod. De.scriptive. statistics are. use.d to de.tail the. data, 

while. SE.M-PLS is use.d to te.st the. re.lationships be.twe.e.n variable.s and mode.l fit, using 

WarpPLS 8.0 software.. The. variable.s use.d in this study can be. se.e.n in Table. 1 be.low.  

 

Figure 3 Structural Model 

 

RESULTS AND DISCUSSION 

Results 

Results of Descriptive Analysis 

 

Table 2 Re.sults of De.scriptive. Statistical Analysis for the. Product Quality Variable. (X₁) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Product 

Quality 

(X1) 

Taste. 

(X1.1) 
0 9 21 172 125 1 5 4,26 0,69 

Appe.arance . 

(X1.2) 
0 30 22 153 122 1 5 4,12 0,89 

Juicine.ss 

(X1.3) 
0 11 34 140 142 1 5 4,26 0,77 

Source.: Proce.sse.d primary data (2024) 

 

The. product quality variable. in this study was me.asure.d using thre.e. indicators: taste. (X1.1), 

appe.arance. (X1.2), and juicine.ss (X1.3). Base.d on the. re.se.arch re.sults, taste. and juicine.ss had 

the. same. ave.rage . value. of 4.26, indicating that the.se. two indicators strongly influe.nce. 

consume.rs' inte.ntion to purchase. importe.d orange.s. The.se. indicators score.d highe.r as the.y are . 

dire.ctly pe.rce.ive.d by the. taste. se.nse.s. The. majority of re.sponde.nts agre.e.d that importe.d orange.s 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 15 Number 1 | February 2025  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 

254 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 
 

are. swe.e.te.r, fre.she.r, and have. highe.r wate.r conte.nt compare.d to local orange.s. Me.anwhile., the . 

appe.arance. of importe.d orange.s is also conside.re.d more. attractive., with brighte.r colors and 

rounde.r shape.s. Ove.rall, the.se. re.sults sugge.st that the. product quality of importe.d orange.s, 

base.d on taste., juicine.ss, and appe.arance., significantly influe.nce.s consume.rs' inte.ntion to 

purchase. importe.d orange.s ove.r local one.s. 

 

Table 3 Re.sults of De.scriptive. Statistical Analysis for the. Price. Pe.rce.ption Variable. (X₂) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Price. 

Pe.rce.ption 

(X2) 

Price. affordability 

(X2.1) 
0 27 35 142 123 1 5 4,10 0,89 

Price. 

compe.titive.ne.ss 

(X2.2) 

0 12 28 143 144 1 5 4,28 0,77 

Price.-quality 

alignme.nt (X2.3) 
0 13 32 144 138 1 5 4,24 0,78 

Source.: Proce.sse.d primary data (2024) 

 

The. price. pe.rce.ption variable. in this study was me.asure.d using thre.e. indicators: affordability 

(X2.1), price. compe.titive.ne.ss (X2.2), and price.-quality alignme.nt (X2.3). Base.d on the. re.se.arch 

findings, price. compe.titive.ne.ss e.me.rge.d as the. highe.st-scoring indicator, indicating that the. 

majority of re.sponde.nts be.lie.ve. the. price. of importe.d orange.s is still compe.titive. with that of 

local orange.s. Although the.re. are. price. diffe.re.nce.s among type.s of importe.d orange.s, in ge.ne.ral, 

the. price. of importe.d orange.s is not significantly highe.r than that of local orange.s. The. price.-

quality alignme.nt indicator also had an ave.rage. score. above. 4, sugge.sting that consume.rs fe.e.l 

the. price. the.y pay is justifie.d by the. quality the.y re.ce .ive., e.ve.n if the. price. is highe.r. The . 

affordability indicator score.d the. lowe.st, with re.sponde.nts conside.ring the. price. of importe.d 

orange.s more. affordable. for ce.rtain groups. Howe.ve.r, most re.sponde.nts be.lie.ve. importe .d 

orange.s are. be.coming acce.ssible. to a broade.r range. of pe.ople. as the. price. of local orange.s rise.s. 

Ove.rall, the. re.sults show that the. price. pe.rce.ption of importe.d orange.s influe.nce.s consume.rs' 

inte.ntion to purchase. importe.d orange.s, with the. majority of re.sponde.nts te.nding to choose. 

importe.d orange.s ove.r local one.s. 

 

Table 4 Re.sults of De.scriptive. Statistical Analysis for the. Product Packaging Variable. (X3) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Product 

Packaging 

(X3) 

Packaging de.sign 

(X3.1) 
0 11 29 

 

157 
130 1 5 4,24 0,75 

Packaging quality 

(X3.2) 
0 12 34 

 

148 

 

133 1 5 4,23 0,78 

Packaging 

innovation (X3.3) 
0 7 11 

 

142 
167 1 5 4,43 0,66 

Source.: Proce.sse.d primary data (2024) 

 

The. product packaging variable. in this study was me.asure.d using thre.e. indicators: packaging 

de.sign (X3.1), packaging quality (X3.2), and packaging innovation (X3.3). According to the . 

re.se.arch re.sults, packaging innovation e.me.rge.d as the. highe.st-scoring indicator, sugge.sting that 

consume.rs conside.r innovation in packaging to be. crucial in giving a se.nse. of nove.lty to the . 
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product. Without innovation, the. product might fe.e.l dull e.ve.n if it has be.e.n fre.que.ntly 

purchase.d. The. othe.r two indicators, packaging de.sign and packaging quality, also re.ce.ive .d 

ave.rage. score.s above. 4, indicating that the.y also have . an influe.nce. on consume.rs' inte.ntion to 

purchase. importe.d orange.s. Re.sponde.nts be.lie.ve. that packaging not only se.rve.s to prote.ct the . 

product but also adds a se.nse. of pre.stige., e.spe.cially whe.n the. product is give.n as a gift. 

Attractive. and high-quality packaging brings pride. to both the. give.r and the. re.cipie.nt of the. gift. 

Ove.rall, the. re.se.arch re.sults indicate. that product packaging influe.nce.s purchasing inte.nt, with 

re.sponde.nts more. like.ly to choose. importe.d orange.s with attractive. and innovative. packaging 

ove.r local orange.s. 

 

Table 5 Re.sults of De.scriptive. Statistical Analysis for the. Product Safe.ty Variable. (X4) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Product 

Safe.ty 

(X4) 

Hygie.nic fruits 

(X4.1) 
0 7 26 156 138 1 5 4,30 0,71 

Fre.e. from formalin 

(X4.2) 
0 18 50 143 116 1 5 4,09 0,85 

Fre.e. from wax 

(X4.3) 
0 15 62 157 93 1 5 4,00 0,81 

Fre.e. from 

che.mical re.sidue.s 

(X4.4) 

0 18 66 114 129 1 5 4,08 0,90 

Source.: Proce.sse.d primary data (2024) 

 

The. product safe.ty variable. in this study was me.asure.d using four indicators: hygie.ne. (X4.1), 

no formalde.hyde. conte.nt (X4.2), no wax conte.nt (X4.3), and no che.mical re.sidue. conte.nt 

(X4.4). The. re.se.arch re.sults showe.d that hygie .ne. was the. highe.st-scoring indicator, with 

re.sponde.nts fe.e.ling confide.nt in the. cle.anline.ss of importe.d orange.s, which appe.are.d cle.ane.r 

and brighte.r compare.d to local orange.s. Additionally, the. packaging of importe.d orange.s was 

conside.re.d be.tte.r, taking into account product quality and visual appe.al. Me.anwhile., othe.r 

indicators such as formalde.hyde., wax, and che.mical re.sidue. conte.nt score.d lowe.r. Although 

the.re. we.re. assumptions about the. che.mical conte.nt in importe.d orange.s, the. majority of 

re.sponde.nts fe.lt confide.nt that importe.d orange.s had unde.rgone. strict te.sting and we.re. ce.rtifie.d 

for circulation by the. gove.rnme.nt, so the.y we.re. not ove.rly conce.rne.d about the. product's safe.ty. 

Ove.rall, the. re.sults indicate . that re.sponde.nts te.nd to pre.fe.r importe.d orange.s ove.r local orange.s, 

conside.ring the. product safe.ty factors the.y pe.rce.ive..  

 

Table 6 Re.sults of De.scriptive. Statistical Analysis for the. Psychological Factors Variable. 

(X5) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Psychological 

Factors 

(X5) 

Motivation (X5.1) 0 15 31 179 102 1 5 4,13 0,76 

Be.lie.fs 

(X5.2) 
0 28 30 127 142 1 5 4,17 0,91 

Attitude.s 

(X5.3) 
0 15 29 145 138 1 5 4,24 0,80 

Source.: Proce.sse.d primary data (2024) 
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The. psychological variable. in this study was me.asure.d using thre.e. indicators: motivation 

(X5.1), be.lie.f (X5.2), and attitude. (X5.3). The. re.se.arch re.sults indicate.d that attitude. was the. 

highe.st-scoring indicator, with the. majority of re.sponde.nts fe.e.ling satisfie.d afte.r purchasing 

importe.d orange.s, although a small portion pre.fe.rre.d buying local products to support the . 

dome.stic se.ctor. The. othe.r indicators, motivation and be.lie.f, also showe.d high value.s, with 

ave.rage.s of 4.13 and 4.17, re.spe.ctive.ly. Re.sponde.nts e.xpre.sse.d that the.y we.re. motivate.d to buy 

importe.d orange.s due. to the. pre.stige. it provide.d, both for the.mse.lve.s and as gifts for othe.rs. 

Me.anwhile., re.sponde.nts' be.lie.f was base.d on the. conviction that importe.d orange.s have. be.tte .r 

quality and spe.cifications compare.d to local one.s, making the.m fe.e.l safe.r whe.n choosing 

importe.d products. Ove.rall, the. re.sults show that psychological factors play an important role . 

in driving consume.rs' inte.nt to buy importe.d orange.s, with a strong te.nde.ncy to choose. importe .d 

products ove.r local one.s. 

 

Table 7 Re.sults of De.scriptive. Statistical Analysis for the. Social E.nvironme.nt Variable. (X6) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Social 

E .nvironme.nt 

(X6) 

Culture. 

(X6.1) 
0 29 38 139 121 1 5 4,08 0,91 

Social class 

(X6.2) 
0 29 40 129 129 1 5 4,09 0,93 

Country of 

origin (X6.3) 
0 32 33 136 126 1 5 4,08 0,93 

Source.: Proce.sse.d primary data (2024) 

 

The. social e.nvironme.nt variable. in this study consiste.d of thre.e. indicators: culture., social class, 

and country of origin. The. re.se.arch re.sults showe.d that social class was the. highe.st-scoring 

indicator, with importe.d orange.s be.ing re.garde.d as more. pre .stigious and acce.ssible. to ce.rtain 

groups. Culture. also influe.nce.d purchase. de.cisions, e.spe.cially during major holidays like. E.id 

al-Fitr and Chine.se. Ne.w Ye.ar, whe.n importe.d orange.s be.come. part of the. tradition. 

Additionally, the. country of origin, particularly importe.d orange.s from China, was chose.n due . 

to trust in the.ir quality and the. tradition of using the.m in major ce.le.brations. Ove.rall, the.se . 

social e.nvironme.ntal factors e.ncourage.d the. inte.nt to purchase. importe.d orange.s ove.r local 

one.s. 

 

Table 8 Re.sults of De.scriptive. Statistical Analysis for the. Purchase. Inte.nt Variable. (M1) 

Variable Indicator 
Total 

Min Max Mean 
Std. 

Deviasi 1 2 3 4 5 

Purchase. 

Inte .nt 

(M1) 

Willingne.ss to 

make. a purchase. 

(M1.1) 

0 17 24 132 154 1 5 4,29 0,82 

Purchase. planning 

(M1.2) 
0 19 29 

 

151 
128 1 5 4,18 0,82 

Inte .re.st in trying 

the. product (M1.3) 
0 6 33 

 

163 
125 1 5 4,24 0,70 

Source.: Proce.sse.d primary data (2024) 

 

The. purchase. inte.ntion variable. in this study include.s thre .e. indicators: de.sire. to buy, plan to 

buy, and inte.re .st in trying. The. re.sults indicate. that the. de.sire. to buy had the. highe.st score., with 

re.sponde.nts stating that the. quality and spe.cifications of importe.d orange.s we.re. be.tte.r than 
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those. of local orange.s, which motivate.d the.m to make. a purchase.. Additionally, the.re. was also 

high inte.re.st in trying diffe.re.nt varie.tie.s of importe.d orange.s due. to the . range. of options 

available.. Ove.rall, the.se. indicators show that re.sponde.nts te.nde.d to have. a stronge.r inte.ntion to 

purchase. importe.d orange.s ove.r local one.s. 

 

Table 9 Re.sults of De.scriptive. Statistical Analysis for the. Purchase. De.cision Variable. (Y1) 

Variable Indicator 
Total 

Min Max Mean Std. Deviasi 
1 2 3 4 5 

Purchase. 

De.cision 

(Y1) 

Purchase. inte.ntion afte.r 

knowing product 

information (Y1.1) 

0 9 32 146 140 1 5 4,27 0,75 

De.cide.d to buy be.ausa 

it is the. most pre.fe.rre.d 

brand (Y1.2) 

0 15 22 

 

150 

 

140 1 5 4,26 0,78 

Buy be.cause. it me.e.ts 

de.sire.s and ne.e.ds (Y1.3) 
0 13 32 144 138 1 5 4,24 0,79 

Buy be.cause. of 

re.comme.ndations from 

othe.rs 

(Y1.4) 

0 13 34 140 140 1 5 4,24 0,79 

Source.: Proce.sse.d primary data (2024) 

 

The. purchase. de.cision variable. in this study consists of four indicators: confide.nce. in buying 

afte.r knowing product information, buying due. to pre.fe .rre.d brand, purchasing be.cause. it 

matche .s de.sire.s and ne.e.ds, and buying base.d on re.comme.ndations from othe.rs. The. re.sults 

show that confide.nce. in buying afte.r knowing product information had the. highe.st score., with 

re.sponde.nts indicating that the. information the.y re.ce.ive.d about the. product had a significant 

influe.nce. on the.ir de.cision to purchase.. If the. product information me.t the.ir e.xpe.ctations, the.y 

we.re. more. like.ly to buy, and conve.rse.ly, if it did not, the.y would re.conside.r the.ir purchase. 

inte.ntion. Ove.rall, all indicators sugge.st that re.sponde.nts te.nde.d to pre .fe.r purchasing importe.d 

orange.s ove.r local one.s. 
 

Results of SEM-PLS Analysis 

Table 10 Output Combine.d Loadings and Cross-Loadings 
Indicator Factor Loading P-Value 

X1.1 (0.732) <0.001 

X1.2 (0.808) <0.001 

X 1.3 (0.795) <0.001 

X 2.1 (0.823) <0.001 

X 2.2 (0.783) <0.001 

X 2.3 (0.728) <0.001 

X 3.1 (0.808) <0.001 

X 3.2 (0.851) <0.001 

X 3.3 (0.657) <0.001 

X 4.1 (0.665) <0.001 

X 4.2 (0.711) <0.001 

X 4.3 (0.709) <0.001 

X 4.4 (0.769) <0.001 

X 5.1 (0.807) <0.001 

X 5.2 (0.839) <0.001 

X 5.3 (0.827) <0.001 
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X 6.1 (0.796) <0.001 

X 6.2 (0.815) <0.001 

X 6.3 (0.820) <0.001 

M1.1 (0.836) <0.001 

M 1.2 (0.809) <0.001 

M 1.3 (0.724) <0.001 

Y1.1 (0.686) <0.001 

Y 1.2 (0.751) <0.001 

Y 1.3 (0.631) <0.001 

Y 1.4 (0.768) <0.001 

Source.: Primary data proce.sse.d (2024) 

 

Base.d on Table. 10, all indicators have. a factor loading value. of ≥0.30, thus me.e.ting the. crite.ria 

for conve.rge.nt validity and can be. conside.re.d valid (Solimun e.t al., 2017). 

 

Table 11 Ave.rage. Variance. E.xtracte.d 
Latent Variables AVE Value 

Product Quality (X1) 0.607 

Price. Pe.rce.ption (X2) 0.607 

Product Packaging (X3) 0.603 

Product Safe.ty (X4) 0.510 

Psychological Factors (X5) 0.679 

Social E.nvironme.nt (X6) 0.656 

Purchase. Inte .nt (M1) 0.626 

Source.: Primary data proce.sse.d (2024) 

 

Base.d on Table. 11, all late.nt variable.s have. an AVE. value. ≥0.50, indicating that the. indicators 

have. succe.ssfully e.xplaine.d the.ir re.spe.ctive. late.nt variable.s (Solimun e.t al., 2017). 

 

Table 12 Corre.lations Among Late.n Variable.s with Square. Roots of Ave.s 
Latent 

Variables 

X1 X2 X3 X4 X5 X6 M1 Y1 

X1 (0.779) 0.675 0.434 0.596 0.704 0.623 0.549 0.690 

X2 0.675 (0.779) 0.526 0.652 0.676 0.675 0.664 0.709 

X3 0.434 0.526 (0.776) 0.645 0.530 0.609 0.610 0.598 

X4 0.596 0.652 0.645 (0.714) 0.653 0.713 0.658 0.695 

X5 0.704 0.676 0.530 0.653 (0.824) 0.670 0.621 0.665 

X6 0.623 0.675 0.609 0.713 0.670 (0.810) 0.665 0.705 

M1 0.549 0.664 0.610 0.658 0.621 0.665 (0.791) 0.633 

Y1 0.690 0.709 0.598 0.695 0.665 0.705 0.633 (0.711) 

Source.: Primary data proce.sse.d (2024) 

 

Base.d on Table. 12, all loading factor value.s of the. variable.s are. gre.ate.r than the. cross-loadings 

on othe.r late.nt variable.s. 
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Table 13 Composite . Re.liability Coe.fficie .nts and Cronbach’s Alpha Coe.fficie.nts 

Latent Variables Composite Reliability Alpha Cronbach 

Product Quality (X1) 0.822 0.675 

Price. Pe.rce.ption (X2) 0.822 0.675 

Product Packaging (X3) 0.818 0.665 

Product Safe.ty (X4) 0.806 0.679 

Psychological Factors (X5) 0.864 0.764 

Social E.nvironme.nt (X6) 0.851 0.738 

Purchase. Inte .nt (M1) 0.833 0.699 

Purchase. De.cision (Y1) 0.803 0.671 

Source.: Primary data proce.sse.d (2024) 

 

Base.d on Table. 13, all variable.s in this study pass the. re.liability te.st, both composite. re.liability 

and Cronbach's alpha. All variable.s have. composite. re.liability and Cronbach's alpha value.s 

e.xce.e.ding the. thre.shold, indicating that the.se. variable .s are. re.liable. for use. in the. study (Solimun 

e.t al., 2017).  

Table 14 R-square.s 
Dependent Variables R-squares Value 

Purchase. Inte .nt (M1) 0.627 

Purchase. De.cision (Y1) 0.703 

Source.: Primary data proce.sse.d (2024) 

 

Base.d on Table. 14, an R-square.s value. of 0.627 indicate.s that the. variable.s of product quality, 

price. pe.rce .ption, product packaging, product safe.ty, psychological factors, and social 

e.nvironme.nt influe.nce. the. purchase. de.cision through purchase. inte.nt by 62.7%. Me.anwhile., 

the. dire.ct e.ffe.ct on the. purchase. de.cision is 70.3%. 

Table 15 Goodne.ss of Fit 
No. Model Fit and Quality Indices Fit Criteria Result Description 

1. 
Ave.rage. Path Coe.fficie.nt 

(APC) 
P < 0.05 0.142, P<0.001 Achie.ve.d 

2. 
Ave.rage. R-Square.d  

(ARS) 
P < 0.05 0.665, P<0.001 Achie.ve.d 

3. 
Ave.rage. Adjuste.d R-Square.d 

(AARS) 
P < 0.05 0.658, P<0.001 Achie.ve.d 

4. 
Ave.rage. Block VIF 

(AVIF) 

Acce.pte.d if ≤ 5, ide.ally 

≤ 3.3 
3.327 Ide.al 

5. 
Ave.rage. Full Colline.arity VIF 

(AFVIF) 

Acce.pte.d if ≤ 5, ide.ally 

≤ 3.3 
2.676 Ide.al 

6. 
Te.ne.nhaus GoF 

(TGoF) 

Small ≥ 0.1, 

Me.dium ≥ 0.25, 

Large. ≥ 0.36 

0.631 Large. 

7. Sympson’s Paradox Ratio (SPR) 
Acce.pte.d if ≥ 0.7, 

ide.ally = 1 
1.000 Ide.al 

8. 
R-Square.d Contribution Ratio 

(RSCR) 

Acce.pte.d if ≥ 0.9, 

ide.ally = 1 
1.000 Ide.al 

9. 
Statistical Suppre.ssion Ratio 

(SSR) 
Acce.pte.d if ≥ 0.7 1.000 Achie.ve.d 

10. 

Nonline.ar Bivariate. Causality 

Dire.ction Ratio 

(NLBCDR) 

Acce.pte.d if ≥ 0.7 1.000 Achie.ve.d 

Source.: Primary data proce.sse.d (2024) 
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Base.d on Table. 23, the. goodne.ss-of-fit te.st re.sults show that all mode.l fit crite.ria have. be.e.n 

succe.ssfully me.t (Solimun e.t al., 2017). 

Hypothesis Testing 

Hypothe.sis te.sting is conducte.d to de.te.rmine. the. re.lationships be.twe.e.n variable.s, with the. 

hypothe.sis acce.pte.d if the. p-value. ≤ 0.05 at a 5% significance. le.ve.l. The. following are. the . 

re.sults of the. hypothe.sis te.sting for this study. 
 

Table 16 Hypothe.sis Te.sting 
Hypothesis Coefficient P-value Result 

H1: 

Product quality significantly affe.cts the. purchase. de.cision of 

importe.d orange.s in E.ast Java through purchase. inte.nt as a 

me.diator 

0.226 <0.001 Acce.pte.d 

H2: 

Price. pe.rce.ption significantly affe.cts the. purchase. de.cision of 

importe.d orange.s in E.ast Java through purchase. inte.nt as a 

me.diator 

0.197 <0.001 Acce.pte.d 

H3: 

Product packaging significantly affe .cts the. purchase. de.cision 

of importe.d orange.s in E.ast Java through purchase. inte.nt as a 

me.diator 

0.139 0.002 Acce.pte.d 

H4: 

Product safe.ty significantly affe.cts the. purchase. de.cision of 

importe.d orange.s in E.ast Java through purchase. inte.nt as a 

me.diator 

0.065 0.088 Re.je.cte.d 

H5: 

Psychological factors significantly affe.ct the. purchase. 

de.cision of importe.d orange.s in E.ast Java through purchase. 

inte.nt as a me.diator 

0.061 0.100 Re.je.cte.d 

H6: 

Social E.nvironme.nt significantly affe.ct the. purchase. de.cision 

of importe.d orange.s in E.ast Java through purchase. inte.nt as a 

me.diator 

0.219 <0.001 Acce.pte.d 

H7: 

Purchase. inte.nt significantly affe.cts the. purchase. de.cision of 

importe.d orange.s in E.ast Java 

0.274 <0.001 Acce.pte.d 

Source.: Primary data proce.sse.d (2024) 

Discussion 

A. The. E.ffe.ct of Product Quality on Purchase. De.cision Through Purchase. Inte.nt as a Me.diator 

This study indicate.s that product quality, particularly taste., appe.arance., and juicine.ss, has a 

positive. and significant impact on the. purchase. de.cision of importe.d orange.s through purchase . 

inte.ntion as a me.diator. The.se. findings align with pre.vious re.se.arch (Ale.mu e.t al., 2017; 

Bukhari e.t al., 2019; Bukhari e.t al., 2023; Nguye.n & Wisme.r, 2019), which re.ve.ale.d that 

consume.rs te.nd to choose. importe.d orange.s due. to the.ir supe.rior quality, e.spe.cially in te.rms of 

taste. and fre.shne.ss. Taste. and juicine.ss re.ce.ive.d the. highe.st ratings, sugge.sting that se.nsory 

attribute.s strongly influe.nce. the. purchase. de.cision. Good product quality e.nhance.s custome.r 

loyalty and motivate.s re.pe.at purchase.s, re.inforcing the. re.lationship be.twe.e.n quality and 

purchasing de.cisions. 
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B. The. E.ffe.ct of Price. Pe.rce.ption on Purchase. De.cision Through Purchase. Inte.nt as a Me.diator  

This study shows that price. has a positive. and significant e.ffe.ct on the. purchase. de.cision of 

importe.d orange.s through purchase. inte.ntion as a me.diator, consiste.nt with pre.vious studie.s 

(Be.tty e.t al., 2024; Gohe.l e.t al., 2023; Situmorang e.t al., 2021). The. indicators of affordability, 

price. compe.titive.ne.ss, and price.-quality fit all re .ce.ive.d ave.rage. ratings of ≥4, e.mphasizing the. 

importance. of price. in purchase. de.cisions. Price. compe.titive.ne.ss e.me.rge.d as the. highe.st-rate.d 

indicator, whe.re. re.sponde.nts fe.lt that the. price. of importe.d orange.s is still comparable. to the . 

price. of local orange.s. Although affordability was conside.re.d limite.d to ce.rtain groups, the. price . 

of importe.d orange.s has be.come. more. acce.ssible. to a broade.r audie.nce.. The.se. findings confirm 

the. the.ory of Schiffman and Kanuk (2010) that consume.rs choose. products base.d on the.ir 

pe.rce.ption of the. price. and the. quality the.y re.ce.ive.. 

C. The. E.ffe.ct of Product Packaging on Purchase. De.cision Through Purchase. Inte.nt as a 

Me.diator 

This study re.ve.als that product packaging has a positive. and significant e.ffe.ct on the. purchase. 

de.cision of importe.d orange.s through purchase. inte.ntion as a me.diator, but it doe.s not have. a 

significant dire.ct e.ffe.ct without conside.ring purchase. inte.ntion. This aligns with pre.vious 

re.se.arch ( Arsil e.t al., 2018; Be.nache.nhou e.t al., 2018; Bukhari e.t al., 2023; Kumar & Kapoor, 

2017), which indicate.s that packaging can influe.nce. purchasing de.cisions by e .nhancing the . 

inte.ntion to buy. The. thre.e. packaging indicators (de.sign, quality, and innovation) all re.ce.ive.d 

ave.rage. ratings of ≥4, with packaging innovation re.ce.iving the. highe.st score.. Re.sponde.nts 

state.d that innovative . and attractive. packaging de.sign can cre.ate. a positive. impre.ssion, incre.ase. 

product appe.al, and stre.ngthe.n brand image.. The.re.fore., produce.rs of importe.d orange.s should 

conside.r packaging as an e.sse.ntial e.le.me.nt in the.ir marke.ting strate.gy to capture. consume.r 

atte.ntion and cre.ate. a positive. impre.ssion that drive.s purchase.s. 

D. The. E.ffe.ct of Product Safe.ty on Purchase. De.cision Through Purchase. Inte.nt as a Me.diator  

This study shows that the. product safe.ty variable. doe.s not have. a significant re.lationship with 

the. purchase. de.cision of importe.d orange.s, although a positive. re.lationship was de.te.cte.d 

through purchase. inte.ntion as a me.diator. The. re.je.ction of this hypothe.sis can be. e.xplaine.d by 

the. lack of atte.ntion among consume.rs in E.ast Java towards product safe.ty whe.n making 

purchase. de.cisions. This finding is consiste.nt with pre.vious re.se.arch, which sugge.sts that 

consume.rs in de.ve.loping countrie.s are. more. focuse.d on price. and product acce.ssibility 

compare.d to product safe.ty, unlike. consume.rs in de.ve.lope.d countrie.s (Ngo e.t al., 2020; Hobbs 

& Goddard, 2015). Pre.vious studie.s have. also indicate.d that product safe.ty has a more. 

significant impact in de.ve.lope.d countrie.s, while. factors such as quality and price. are. more. 

dominant in influe.ncing purchase. de.cisions in de.ve.loping countrie.s. The.se. findings highlight 

the. ne.e.d for furthe.r re.se.arch on local factors that influe.nce. purchasing de.cisions in de.ve.loping 

country marke.ts. 

E. The. E.ffe.ct of Psychological Factors on Purchase. De.cision Through Purchase. Inte.nt as a 

Me.diator  

This study shows that the. psychological variable. doe.s not have. a significant re.lationship with 

the. purchase. de.cision, with purchase. inte.ntion as a me.diator. This is due. to the. fact that 

purchasing importe.d orange.s has be.come. a consume.r habit, making psychological factors le.ss 

influe.ntial in the.ir de.cisions. Maslow's Hie.rarchy of Ne.e.ds the.ory (1943) re.inforce.s the. ide.a 

that basic physiological ne.e.ds, such as food, are. more. dominant in purchase. de.cisions than 
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psychological factors. Consume.r be.havior the.ory by Solomon (2017) sugge.st that routine . 

purchase.s te.nd to be. influe .nce.d by habits and practical ne.e.ds rathe.r than e.motional or 

psychological factors. The.re.fore., in the. conte.xt of basic ne.ce.ssity products, such as food, 

psychological factors be.come. le.ss re.le.vant, and factors such as habits, quality, and price. have . 

a gre.ate.r impact on purchase. de.cisions. This finding provide.s insights that marke.ting strate.gie.s 

for e.ve.ryday ne.ce .ssity products should focus on quality, availability, and price. rathe.r than 

psychological factors. 

F. The. E.ffe.ct of Social E.nvironme.nt on Purchase. De.cision Through Purchase. Inte.nt as a 

Me.diator  

This study re.ve.als that the. social e.nvironme.nt variable . has a positive. and significant 

re.lationship with the. purchase. de.cision of importe.d orange.s, with purchase. inte.ntion as a 

me.diator. The .se. findings align with pre.vious re.se.arch (Yuriska & Sukirno, 2016). The. thre.e . 

social e.nvironme.nt indicators te.ste.d—culture., social class, and country of origin—had an 

ave.rage. score . of ≥4, indicating the. importance. of the.se. factors in the. purchase. de.cision of 

importe.d orange.s in E.ast Java Province.. Social class e.me .rge.d as the. main indicator, with 

importe.d orange.s conside.re.d more. pre.stigious than local orange.s. Cultural aspe.cts also playe.d 

a role., such as the. purchase. of importe.d orange.s during major holidays like. Idul Fitri and 

Chine.se. Ne.w Ye.ar, which are. se.e.n as part of tradition. Additionally, re.sponde.nts pre.fe.rre.d 

importe.d orange.s from China due. to the.ir trust in the. quality, e.spe.cially among the. Chine.se . 

community. 

G. The. E.ffe.ct of Purchase. Inte.nt on Purchase. De.cision Through Purchase. Inte.nt as a Me.diator  

This study found that purchase. inte.ntion has a positive. and significant influe.nce. on the. 

purchase. de.cision of importe.d orange.s in E.ast Java Province., consiste.nt with pre.vious 

re.se.arch (Ahme.d e.t al., 2023; Bukhari e.t al., 2023. The. thre.e. main indicators te.ste.d—de.sire. to 

buy, purchase. plan, and inte.re.st in trying—had an ave.rage. score. of ≥4, indicating that 

purchase. inte.ntion plays a crucial role. in the. purchase. de.cision. Consume.rs be.lie.ve. that 

importe.d orange.s have. supe.rior quality compare.d to local one.s, and the. varie.ty of importe.d 

orange. products also drive.s the.ir inte.re.st in trying and purchasing. The.se. findings confirm 

that purchase. inte.ntion, e.spe.cially for products pe.rce.ive.d to have. advantage.s, significantly 

influe.nce.s the. purchase. de.cision. 

 

CONCLUSION AND RECOMMENDATIONS 

Conclusion 

1. Product quality, price., packaging, and the. social e.nvironme.nt of importe.d orange.s in 

E.ast Java substantially affe.ct purchasing de.cisions, me.diate.d by purchase. inte.ntions. 

This discove.ry is consiste.nt with prior re.se.arch conce.rning product quality (Ale.mu e.t 

al., 2017; Bukhari e.t al., 2023; Nguye.n & Wisme.r, 2019), price. (Be.tty e.t al., 2024; 

Gohe.l e.t al., 2023; Situmorang e.t al., 2021), packaging (Be.nache.nhou e.t al., 2018; 

Bukhari e.t al., 2023; Kumar & Kapoor, 2017), and the. social e.nvironme.nt (Yuriska & 

Sukirno, 2016). The.se. factors influe.nce. custome.r pre.fe.re.nce. for importe.d orange.s.  

2. Product safe.ty and psychological conside.rations are. not important, be.cause. safe.ty is not 

a priority issue. in de.ve.loping countrie.s, and re.pe.at purchase.s re.duce. the. psychological 

impact. The.se. findings diffe.r from pre.vious re.se.arch that showe.d product safe.ty (Pink 

e.t al., 2022; Sadiq e.t al., 2023) and psychological factors (Misman e.t al., 2021) play a 

significant role. in purchase. de.cisions. 
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3. Purchase. inte.ntion was prove.n to have . a positive. and significant e.ffe.ct on the. purchase . 

de.cision of importe.d orange.s in E.ast Java Province., with the. de.sire. to buy as the . 

dominant factor. This re.sult is consiste.nt with the. studie.s of (Bukhari e.t al., 2023). 

Consume.rs te.nd to choose. importe.d orange.s be.cause. the.y pe.rce.ive. the.m as having 

supe.rior quality compare.d to local orange.s. Additionally, the. inte.re.st in trying various 

variants of importe.d orange.s also se.rve.s as a strong drive.r for the. purchase. de.cision. 

Recommendations 

1. Future. re.se.arch must thoroughly inve.stigate. the. de.te.rminants affe.cting custome.r 

pre.fe.re.nce.s for importe.d ve.rsus local orange.s, e.ncompassing brand image., promotional 

strate.gie.s, social me.dia influe.nce., consumption tre.nds, and gove.rnme.ntal policy 

impacts. 

2. The. gove.rnme.nt must bolste.r the. local orange. industry in E.ast Java by de.live.ring 

ince.ntive.s to farme.rs, promoting local orange.s, providing subsidie.s and tax be.ne.fits, 

foste.ring packaging innovation, and imposing stringe.nt quality standards to re.strict 

imports. 

3. Busine.ss e.ntitie.s must e.nhance. product quality and innovation, particularly in 

sustainable. packaging, e.ducate. consume.rs, formulate. asse.rtive. marke.ting tactics, and 

partne.r with the. gove.rnme.nt to bolste.r local agriculture.. 

4. The. community must e.ndorse. the. use. of local orange.s by prioritizing dome.stic products, 

acknowle.dging the.ir be.ne.fits, and disse.minating knowle.dge. about the.ir advantage.s to 

fortify the. dome.stic agricultural se.ctor. 
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