AgBioForum, 24 (2): 73-82. ©2022 AgBioForum

Consumer Preferences on The Purchase of Cayenne Pepper in Bali

Province Market

| Made Tamba
Universitas Mahasaraswati Denpasar, Indonesia
Email: itambal7@unmas.ac.id

| Wayan Widnyana
Universitas Mahasaraswati Denpasar, Indonesia
Email: wywid@unmas.ac.id

Modern consumers mature because they have access to product
information before purchase. In Indonesia, the chili market is
becoming increasingly competitive since buyers are worried
about the product's quality. This study aims to determine the
factors that become customer preferences in chili purchase
decisions and the attributes that consumers in Bali Province
consider most while purchasing chili. The procedure for
determining the sample consists of a convenience sample of 30
respondents. The data indicate that the Cayenne Pepper with
the highest level of spiciness, bright red color, and smooth, shiny
skin surface was the most popular. Spiciness (15.34), color
(13.32), and skin surface are the three characteristics that
people value most when purchasing chili peppers (12.69). This
research contributes substantially to the connection between
customer preference and chili purchasing.
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1. INTRODUCTION

Chili is a sort of spice that is commonly grown worldwide,
especially in Indonesia, for either domestic or commercial
usage. Growing chili peppers may be a lucrative business
for both farmers and retailers, allowing the former to earn
a living and the latter to increase their consumer base. In
addition, chile is used as a main ingredient in the processed
food and pharmaceutical industries, and its exportation
generates substantial revenues.

The extensive usage of cayenne pepper in cooking is due
to the population's preference for spicy meals. In 2017, the
Food and Agriculture Organization (FAO) issued
information detailing the nations with the highest chili
production. China's production of over 10 million tons is
in the top place. Indonesia ranks fourth with a total output
of 1.8 million tons worth $812 thousand. Production
Indonesia's cayenne pepper production will reach 1.39
million tons in 2021. Compared to 2020, when 1.5 million
tons were produced, the Central Statistics Agency (referred
to as BPS) reported a drop of 8.89%. In 2021, the
production of cayenne pepper will fall for the first time in
the previous five years. This figure will continue to
increase through 2020. In July 2021, 134,4 thousand tons
of cayenne pepper will be produced. February was the
lowest month, with a total of 94,54 thousand tons.

As demonstrated in Table 1, Bali Province is one of the
Indonesian provinces that is optimizing its cayenne pepper
crop. The government, in this case, the Food Agriculture
Service, is boosting the addition of farmer groups to the
province's cayenne pepper cultivation due to the province's
strong expansion potential in cayenne pepper output
(Gosardi et al., 2022).

Based on Table 1, Buleleng Regency produced the most
chile in the province of Bali in 2020, with 16,581 tons,
while Jembrana Regency produced the least, with 124 tons.

Typically, when creating agricultural policy in Indonesia,
chile cultivation is favored. The fundamental purpose of
domestic chili production is to develop market-appropriate
products. However, the development of chili products in
Indonesia remains hindered, as do consumers' evolving
preferences and willingness to spend more for high-quality
items . Product enhancement and development generate
product value. This is the key to corporate sustainability.

Table 1: Production of seasonal cayenne pepper in the
province of Bali 2021

Cayenne Pepper Production in Bali

County/City Province by Regency/City (Tons)

2018 2019 2020
Jembrana
Regency 58 86 124
Tabanan
Regency 2405 901 1175
Badung
Regency 2089 1956 1504
Gianyar
Regency 6169 1864 4919
Klungkung
Regency 1161 2324 1725
Bangli
Regency 16103 10545 8552
Karangasem
Regency 12118 6074 8792
Buleleng
Regency 5036 15088 16581
Denpasar City 16 6 9
Bali province 45155 38844 43380

Source: Bali Central Statistics Agency (2021)

Nevertheless, the product development process demands
data for determining client requirements. If the product
does not satisfy the client's specifications, much money is
lost during the product development. Therefore, new
product development is necessary to determine the
product's most desirable characteristics.
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This study will evaluate the factors that influence
purchasing decisions for chili products. Commonly, a
marketing technique is utilized to examine and answer
questions (Kessels et al., 2008); accordingly, conjoint
analysis is presented since it is effective for everyday
market surveys and product creation. Alriksson and Oberg
(2008) report that the recent application of conjoint
analysis to agricultural products has resulted in product
adjustments that better match consumer needs.

Regarding the purchase of cayenne pepper, the results will
provide important information regarding the significance
of product qualities like flavor, price, size, packaging,
herbal compounds, and organic chilies. Customers' tastes
for sambal, which are rarely studied, are better understood
as a result of this study. In addition, this research aids chili
companies know what cayenne pepper buyers seek. In
addition to gaining a competitive advantage and reducing
product development costs, the company can design goods
that fulfill client requirements.

2. LITERATURE REVIEW

There is evidence that conjoint analysis (hereafter CA)
plays a crucial role in analyzing individuals' product
preferences. This strategy has been utilized in marketing
research for four decades (Green & Srinivasan, 1978).
Numerous uses of CA include creating new products,
upgrading existing products, pricing, promotion,
distribution routes, and market segmentation (Alriksson &
Oberg, 2008). Lancaster's notion of characteristic demand
provides the foundation for CA's core premise. The CA
approach refers to the utility or consumer satisfaction
created by each distinct instead of the satisfaction derived
from utilizing the product (Submitter et al., 2020).

Alriksson & Oberg (2008) and de Pelsmaeker et al. (2013)
say that consumer decisions depend on product qualities;
consequently, examining physical product characteristics
is the key to making decisions. The theory of attributes
generates purchasing patterns. Previously, (Green &
Srinivasan, 1978, 1990) suggested that buyers prefer to
buy products based on product features rather than product
advantages. In addition, Lancaster (1966) contends that
product features can affect consumer preference. In his
description of the attribute model, he demonstrates how
product qualities influence purchasing decisions
including the physical aspects of the product.

In addition, Lancaster (1966) distinguishes between
clients' relevant and irrelevant aspects of the product
purchase process. Relevant qualities are product attributes
that can impact a customer's purchasing choice. Similarly,
if product characteristics change, so will decision-making.
Appropriate qualities suggest that product attributes do not
affect customers' purchase decisions. Changes to the
product's features will not impact decision-making (Deliza
et al., 2010). The purpose of the CA study is to determine
the relative significance of the product features described
by the study. Each attribute has at least two selection
levels. The most significant characteristic of CA is that the
product is competitively priced, and customers must be
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able to differentiate between items (Alriksson & Oberg,
2008). CA will consequently compile a list of consumer
preferences at each attribute level based on the responses
of each respondent (Gustafsson et al., 1999).

Furthermore, most consumer preference research has been
conducted in industrialized nations like the United States
(Schiessl et al., 2022; Sun et al., 2022; Yaqub et al., 2022).
There aren't many studies with an Asia Pacific
concentration. Any attempt to generalize these findings
would therefore be fruitless, as different environmental
conditions may have varying effects on consumer desire,
depending on the circumstances (Khatri et al., 2022;
Kutaula et al., 2022). Location and atmosphere were the
least important factors in determining whether a customer
would return to a catering restaurant, while service quality
was the most important (Han, 2021; Lopez-Sanz et al.,
2021; Taghikhah et al., 2021). In contrast, when choosing
a food service establishment, the cost was one of the most
relevant aspects.

In addition, research revealed that customers were more
price-conscious when dining with their families than
during work lunches. To attract clients, restaurants must
provide reasonably-priced foods in a welcoming
atmosphere (Di Crosta et al., 2021; Jang & Hsieh, 2021,
Trimurti & Utama, 2021; Widayat et al., 2021). Past
research has shown that a restaurant's ambience and decor
influence its customers' decisions. The concept and design
of the place were of the utmost significance, with the food
coming in last. According to a previous study, descriptive
names improve sales and raise customer expectations for
the dish and catering company (Cohen, 2022; Fathoni et
al., 2022; Khatri et al., 2022; Mariani et al., 2022). A
connection between product brand and service business
brand.

Studies have inconsistently assessed the significance of
restaurant attributes, which typically include price,
tangible items, and marketing, as well as customer
experience and quality (Jeong & Chung, 2022; Kutaula et
al., 2022). These facts demonstrate the need for the
proposed study, which will assess the importance of the
qualities. In the psychological literature, preferences are a
person's attitude toward a collection of things, often
represented through an intentional judging mechanism. In
contrast, the most specific psychological meaning of
"preference" could be evaluative judgment in the sense of
liking or hating an object (Di Crosta et al., 2021; Trimurti
& Utama, 2021; Widayat et al., 2021). However, this does
not imply that a flavor will never change.

Even subconsciously, decision-making mechanisms such
as options can drastically modify desire (Aw et al., 2021;
Jain et al., 2021; Jang & Hsieh, 2021; Yalley, 2021).
Acceptability shows a willingness to accept the established
order or these less popular alternatives, but ordinary
consumers tend to choose between equally or more valued
options. The name of a food can provide an indicator of its
flavor (Lépez-Sanchez et al.,, 2021; Mukherjee &
Chatterjee, 2021; eri & eri, 2021). Similar to the studies
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that demonstrate they affect food sales, customer
satisfaction, and inclination to return, positively
descriptive menu names can enhance sensory judgments of
appearance and taste (Han, 2021; Peterson et al., 2021; Sari
et al., 2021; Shankar & Jain, 2021). According to a
previous study, descriptive names improve sales and build
client expectations for the restaurant's cuisine and
atmosphere.

In the case of hotels and foodservice companies, there is a
strong association between brand success and corporate
performance. Various scholars have identified price as a
customer expectation (Hoe & Mansori, 2018; Imran et al.,
2019; Rita et al., 2019). The purpose of offering limited-
time promotions such as new product releases was to
increase sales and repeat visitors. It is a known fact that
claimed pricing fairness influences customer happiness
and loyalty. However, customer loyalty and satisfaction
are essential prerequisites for price acceptability. Price has
been found to correlate with consumer satisfaction. In
reality, price harms consumer satisfaction. Numerous
studies have highlighted the importance of physical
qualities for food companies (Hao, 2011; Hoe & Mansori,
2018; Islam et al., 2021; Salamat et al., 2013; Yaqub et al.,
2022).

The design of a catering establishment may attract greater
attention because it contributes to its distinctive
atmosphere. However, service quality may be affected by
the location. Richness is essential in the grocery sector
since it influences the quality of the customer experience
(Hoe & Mansori, 2018; Imran et al., 2019; Murad et al.,
2022; Rita et al., 2019). Political and commercial interests
are among restaurant and hotel patrons' top ten complaints
lodged. According to various research, there is a positive
correlation between client choice qualities and economic
performance. There are financial and non-financial
corporate strategy indices. Revenue growth refers to the
economic effects of a company's policies and actions, such
as the rate of return, assets ratio, absolute value,
competitiveness, sales, and income.

Regrettably, by the late 1970s, it had become increasingly
apparent that conventional corporate finance approaches
could not sustain enterprises in modern markets. Many
researchers concurred that while traditional methods reveal
the performance that results from an organization's assets,
they reveal little about how that performance is produced
or how it may be improved. Non-financial corporate
governance begins to emerge due to the inability of
profitability ratios to effectively manage enterprises
operating in an expanding economy (Herbas Torrico &
Frank, 2019; Lakmali & Kajendra, 2021; Menon, 2018).

Delighted customers will return to the business to acquire
additional products and services, bolstering the company's
bottom line. In addition, there is a strong correlation
between total sales, the allowance for service levels, the
perception of overall quality, and the happiness of
customers' opinions. The apparent advantage of customer
happiness is improved market domination, the ability to
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attract repeat business, and the ability to drive business
expansion, all of which raise income. Despite external
pressure and marketing initiatives, loyalty is defined as the
desire to acquire a preferred good or service in the future
repeatedly (Ahn & Kwon, 2022; Gulfraz et al., 2022; Liu
etal., 2022; Shamim & Islam, 2022). In addition, a loyalty
concept considers purchase frequency and average order
cost.

3. RESEARCH METHODS

The study investigates the factors that form consumer
preferences in chili purchase decisions and the attributes
consumers in Bali Province consider most when
purchasing chili. Consumers will prefer and buy things that
meet their specifications. The concept of the product
attribute approach is derived from the study of consumer
behavior by articulating the preferred quality attributes of
the product. In the concept of product attributes, buyers
evaluate a product as a collection of distinct
characteristics. Understanding customer preferences is
crucial for the decision-making process of key
stakeholders, including producers/farmers and other
parties involved in the vegetable subsector.

This study applies quantitative descriptive analysis to
summarize and clarify red chilli pepper purchasers'
features and decision-making processes. Red cayenne
pepper customer preferences are rated as follows on a
Likert scale: extremely important = 5, important = 4,
medium = 3, not important = 2, and very insignificant = 1.

a) Multi Analysis Attribute Fishbein

In principle, Fishbein's attitude model will calculate Ao
(Attitude toward the object), namely a person's attitude
towards an object that is recognized through the attributes
attached to the object. By identifying an object through
seeing, feeling, trying and using the object for a long time,
a consumer will have a certain attitude towards the object
he uses or uses. Usually, before consumers consume an
object, they expect the object. So that after seeing, trying
and using it, the consumer can judge whether the object in
question is following his expectations. Fishbein multi-
attribute analysis with the following formula:

Ao =) (bixei)

Information:

Ao = attitude towards the chili product

bi = consumer confidence in attribute i of the
cayenne pepper product before he buys or uses
it

ei = consumer evaluation of attribute i of red chili

products in general
To determine the evaluation of attribute (ei) is done by
multiplying the score of each attribute by the frequency of
consumers' answers to the cayenne pepper attribute.
b) Chi Square Analysis (¥2)

To determine whether there are differences in consumer
preferences for red chili peppers, Chi-Square analysis is
used with the following formula:
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_ (fo — fe)?
XZ_Z[ fe ]

Information:
X2 = Chi-Square
Fo = the number of consumers who choose the
category in the attribute of red cayenne
pepper
fe =  the number of consumers expected in the
red chili attribute category
i..k = attribute category in the red chili attribute

4. RESEARCH FINDINGS
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Figure 1: Consumer Description

It is evident from Figure 1 that the majority of cayenne
pepper purchasers are female, with 29 females compared
to a single male. This suggests that women in the home are
primarily responsible for meeting household demands in
terms of household expenses. This is because women are
generally accountable for household care, which includes
limiting household consumption. Men occasionally
partake in shopping activities, but buying for consumption
and domestic necessities is primarily the domain of
women.

There are ten consumers between the ages of 20 and 29.
This age range (15-64) is a productive age; at this age,
consumers still have the desire and ability to work, which
affects the household income received and used to satisfy
demands. In addition, this age group is considered mature.
Therefore, they tend to purchase cayenne pepper with a
more sensible mindset.

The bulk of cayenne pepper purchasers is twenty
housewives. Due to their daily usage of cayenne pepper in
cooking and administration of home finances, housewives
are the ones who make decisions regarding the purchase of
the spice.

4.1 Purchase Frequency
Some users have a set plan (daily or monthly) for obtaining

cayenne pepper, while others make purchases on an
irregular basis. The frequency with which people purchase
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cayenne pepper is shown in Table 2.

Table 2: Frequency of Purchase of Cayenne Pepper

Frequency Amount Percentage
Daily 9 30.00
Weekly 11 36.67
Uncertain 10 33.33

Total 30 100.00

Table 2 indicates that the frequency with which consumers
purchase cayenne pepper varies, with the majority, 36.67
percent, purchasing once per week. This is influenced by
consumers' propensity to buy on certain days and maintain
a one-week supply of cayenne pepper.

5. ATTRIBUTE ANALYSIS

Attributes analyzed in this study include color, level of
spiciness and skin surface.

1) Consumer Preferences towards the Purchase of
Cayenne Pepper

Consumer preferences for cayenne pepper are a person's
choice of likes or dislikes of the cayenne pepper products
that are consumed. These choices vary from one consumer
to another. Consumer preferences for cayenne pepper in
Bali Province can be analyzed using Chi-Square analysis.
The results of the Chi-Square analysis are presented in the
following table 3.

Table 3: Results of Chi-Square Analysis of Consumer
Preferences on Cayenne Pepper

Cayenne pepper attributes 2 statistic Asymp. Si
Color 22.53a 0.000
Spicy Level 9.80b 0.007
Skin Surface 32,671 0.000

a. Significant at the level of significance o = 1%

b. Significant at the level of significance o = 5%

Based on Table 2, it can be shown that all of the attributes
observed in this study were statistically different, with
significance levels of = 1% for skin color and surface and
= 5% for spice level. This indicates that consumer
preferences for cayenne pepper vary in the Bali Province
market.

Consumer preferences for cayenne pepper in the Bali
Province market can be determined by examining the
category or attribute criteria that consumers select the
most, as shown in the table 4 below.

Table 4: Consumer Preferences for Cayenne Pepper in the

Bali Province Market
Cayenne Pepper Attributes

Consumer Preference

Color Bright Red
Spicy Level Very spicy
Skin Surface Shiny

Table 4 indicates that consumers in Bali prefer vivid red
cayenne pepper. Bright red cayenne pepper is desirable
because it signifies the pepper is fresh and ripe. The
favored level of cayenne pepper spiciness among
consumers in the Bali Province market is very spicy.
Cayenne pepper from the province of Kalimantan often
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possesses a high spiciness. The rationale offered by the
consumer is that less cayenne pepper is required to get the
desired amount of spiciness. Consumers prefer glossy-
appearing cayenne pepper skin in the province of Bali.

2) Confidence and Evaluation of the Attributes of
Cayenne Pepper

Consumer attitudes define how customers feel about
cayenne pepper regardless of whether or not they enjoy it.
The consumer's belief in cayenne pepper's numerous
properties and advantages is also reflected in their
attitudes. Knowledge of the benefits and attributes of
cayenne pepper inspires consumer confidence.

The level of spiciness is the attribute that customers
believe in most firmly, or the level of spiciness of cayenne
pepper purchased by consumers is regarded as the best
level of cayenne pepper. Consumers view the skin surface
characteristic as the least desired characteristic. The
confidence of consumers regarding the qualities of
cayenne pepper is displayed in Table 5.

Table 5: Consumer Confidence towards Cayenne Pepper
Attributes

Value

Attribute 5 7 3 51 Total Value Average
Color 20 56 27 6 0 109 3.63

4 14 9 3 0 30
Level of 35 60 18 4 0O 117 3.90
Spiciness 7 15 6 2 0 30
Surface 10 60 24 6 2 102 3.40
Skin 2 15 8 3 2 30

In the meantime, the attribute customers consider the most
are the level of spiciness, or it can be argued that
consumers regard the evaluation of the amount of spiciness
to be the most significant factor in creating attitudes
toward the purchase of cayenne pepper. The consumer
evaluation (ei) of the characteristics of cayenne pepper is
shown in Table 6.

Table 6: Consumer Evaluation (ei) of Cayenne Pepper
Attributes

. Value

Attribute 5 2 3 > 1 Total Value Average
Color 10 68 30 2 0 110 3.67

2 17 10 1 0 30
Level of 25 72 21 0 O 118 3.93
Spiciness 5 18 7 0 0 30
Surface 10 84 12 6 0 112 3.73
Skin 2 21 4 3 0 30

The consumer attitude index (Ao) reflects the consumer's
evaluation of the cayenne pepper's qualities, including
color, amount of spiciness, and skin surface. The greater
the Ao value, the greater the number of consumers who
evaluate these features. Spiciness (15.34), color (13.34),
and skin surface are the most important characteristics
when deciding whether to purchase cayenne pepper
(12.69). Table 7 displays the consumer attitude index (Ao)
analysis findings towards cayenne pepper.
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Table 7: Consumer Attitudes Towards Cayenne Pepper in the
Bali Province Market

Attribute Confidence  Evaluation Attitude Rating
(ei) (Oo0)

Color 3.63 3.67 13.32 1l

Spicy

Level 3.90 3.93 15.34 |

Skin

Surface 3.40 3.73 12.69 1]

Cayenne pepper is mainly used in cooking to impart a
spicy flavor, so the level of spiciness is the most important
characteristic that buyers evaluate when making
purchasing decisions. Additionally, customers take color
into account while making purchasing selections. The
cayenne pepper's vivid red hue shows that it is still fresh.
The surface of the cayenne pepper's skin is the last factor
people evaluate when making purchases. If the cayenne
pepper has glossy skin, it is fresh.

The purchase location of chili is related to the product's
origin. Both traditional markets and stalls sell chilies so
that people can purchase them at either venue. There is
now no modern market (minimarket) that sells these
things. The following table lists sites where consumers can

buy chili.

Table 8: Where to Purchase Chili by Consumers
The place Amount Percentage
Traditional market 28 93.33
Shop 1 3.33
Traditional Market and Shop 1 3.33
Total 30 100.00

Table 8 indicates that 93.33 % of respondents purchase
chilies from traditional markets situated throughout the
province of Bali. At Traditional Markets, chilies are
available in a wider variety of sorts and price points,
providing consumers with more purchase alternatives.

6. DISCUSSIONS

Agricultural commodities production typically employs a
monoculture cropping strategy. This farming strategy can
boost crop yield while decreasing expenses and labor. On
the other hand, the uniformity of cultivars facilitates the
spread of plant-disrupting organisms. To counteract these
shortcomings, polyculture cropping patterns can be
implemented by growing multiple types in the same
region. (Tutupary et al., 2004 in (Arianti et al., 2019))
Numerous studies have demonstrated that cultivated
varieties have varying pest resistance (Tutupary et al.,
2004 (Arianti et al., 2019)). Planting various plant species
in the exact location might deter plant-damaging
organisms. In this study, this planting concept will be used
for chili growing. Both monoculture and polyculture
cropping systems (mix of types) yield products with
distinct advantages and disadvantages, particularly in
terms of shape, size, and regularity. The challenge at hand
is deciding which variety of chili is preferred by clients.
Farmers can use this information to determine and select
the type of chili cultivation.

Cayenne pepper is cultivated in numerous tropical,
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subtropical, and temperate locations worldwide, including
Indonesia (Bosland et al., 2012; Tong & Bosland, 1999).
The price of chili in Indonesia changes significantly due to
volatility in chili output and market availability.
Anthracnose disease, caused by Colletotrichu sp., is one of
the most severe and significant causes of 10 to 80% yield
loss in chilies (Asare-Bediako et al., 2015; Diao et al.,
2017).

The color attribute is one that buyers consider while
making purchase decisions. This research is consistent
with Arianti et al. (2019) .'s findings that the attribute
assessed is based on its ranking on the preference of red
chili shape (which is straight), which ranks third after skin
color (dark red), size (medium), skin surface (smooth),
hardness (slightly complicated), and spiciness (spicy).
According to Adiyoga and Nurmalinda (2012), the form
characteristic ranks sixth after skin color, type, price, and
surface. In addition to flavor and color, Muzdalifah (2012)
asserts that farmers should be encouraged to make the
same product or a consistent shape to promote product
competitiveness.

Price appears to have the most significant impact on the
purchasing of a product, according to the study's findings.
It is noteworthy to note that the price of a product is
commonly seen as a sensitive aspect when purchasing
items. According to the current findings, earlier research
has demonstrated that a price that is too low can create
issues about the product's quality (Chouichom et al., 2013;
Khayru et al., 2021). As a result, customers choose
moderate pricing when selecting to purchase products.
This result supports the conclusion reached by Kramchote
et al. (2008), namely that enterprises should set reasonable
prices. These findings bolster Xian-hui et al. (2017) .'s
conclusion that buyers are prepared to pay extra for a
superior product. Thus, it may be concluded that the price
of a product does not appear to influence the purchase of
goods by customers, so long as they receive a product of
sufficient quality.

Regarding the product's flavor, most respondents prefer
hot and sweet chilies. The explanation is that most
participants preferred spicy flavors with a hint of
sweetness. This finding is also consistent with the findings
of Burgess (2014) and Jeasakul & Suwonsichon (2013),
who discovered that flavor influences purchasing
decisions. Nonetheless, the findings of the present study
contradict prior research by Burgess (2014), which reveals
that those unfamiliar with spicy food tend to favor a mild
chili sauce and a combination of garlic, sugar, and lime.
This study supports Jeasakul and Suwonsichon's (2013)
assertion that consumers favor medium-spicy, sweet, and
sour flavors. This conclusion can be explained by the fact
that customers may not enjoy the pure spiciness of chili,
preferring chilies with a subtle blend of sweet and sour
qualities. The chili used to make chili sauce falls within the
range of these three characteristics. Previous research has
demonstrated consumers' willingness to pay for organic
items (Garcia-Yi, 2015; Harrison et al., 2002; Toiba et al.,
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2012). It is possible to imply that customers are aware of
the potentially hazardous chemicals that may be applied to
plants. Consequently, people are willing to pay a premium
for organic goods.

The data could help producers better comprehend
consumer preferences. Most consumer preferences are
determined by the product qualities offered to them. Most
Bali customers are price-conscious and frequently
associate product price with product quality. Because the
price is tied to quality, things of high quality must be
reasonably priced (Kiran et al., 2012). Therefore, if a
product is inexpensive, people will doubt its quality.
Therefore, a fair pricing system is crucial for products
supplied in the Bali province. This demonstrates that
people enjoy the sauce's qualities, such as cleanliness and
flavor. Flavor is of secondary importance, as consumers
tend to prefer a hot degree.

7. IMPLICATIONS

7.1 Theoretical Implications

8. The importance of this study's theoretical
ramifications stems from its added current information and
conclusions on consumer preference to the existing body of
literature. Earlier research on consumer behavior was not
examined from the perspective of product characteristics.
This study contributes to the literature by demonstrating
that while purchasing chili, consumers in Indonesia are
more concerned with the product's color and characteristics.
In addition, the findings of this study contribute to the
literature by suggesting that marketers should focus on the
product's features, while this notion was mainly ignored in
past studies. In addition, the literature on consumer
preference would not be complete without the contribution
of this study, which emphasizes the crucial importance of
product performance and aesthetics in attracting
consumers. In this regard, this contribution to the corpus of
knowledge would boost the comprehension of future
studies about decision-making to advance consumer
behavior in chili product purchases. This study's substantial
literature deserves adequate understanding because it
discusses in depth the nature and perception of chili product
consumers.

8.1 Practical Implications

The study examines the features that form consumer
preferences in chili purchasing decisions and the attributes
that consumers in Bali Province evaluate most when
making chili purchasing decisions. Before this, numerous
research had solely examined consumer preferences
regarding purchase decisions, but chili had received little
attention. Consequently, this research will provide
additional insight into consumer preferences on
purchasing decisions and the features that customers
evaluate most when purchasing chili. In addition,
marketers can enhance the product's qualities with efficient
marketing campaigns and give consumers all relevant
information for better comprehension. In this sense, the
objective of this study would be met if various chili-selling
businesses embraced the implications with a proper
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understanding of their customers. Similarly, the findings
of this study can be expanded, and greater emphasis could
be placed on enhancing the performance of products while
highlighting their characteristics following consumer
preferences. Therefore, this study strengthens the role of
marketers in enhancing corporate performance through
effective product management, and the display of product
attributes according to client preferences.

9. CONCLUSIONS

The study aimed to identify the characteristics that
influence consumers' chili purchasing decisions. It was
also designed to determine which characteristics people in
Bali Province value most while purchasing chile. Utilizing
a quantitative research methodology, Likert-scale
questionnaires were used to collect data on the effects of
understanding the characteristics and decision-making
processes of consumers who purchase red chili peppers.
The survey showed that consumers in Bali prefer cayenne
peppers with a high spicy flavor, a vivid red color, and a
smooth, shiny skin surface. Spiciness (15.34), color
(13.32), and skin surface are the three characteristics that
people value most when purchasing chili peppers (12.69).
10. LIMITATIONS AND FUTURE DIRECTION

Indeed, this study has covered the significant elements of
Indonesian consumers' product-purchasing preferences.
This study investigates the aspects of consumer
preferences in chili purchase decisions and the attributes
that consumers in Bali Province consider most while
purchasing chili. Consumers in the province of Bali want
cayenne peppers with a strong spicy flavor, a bright red
color, and smooth, glossy skin. Consequently, future
authors must emphasize additional factors that influence
chili purchase preferences. Similarly, this study's sample
size is relatively small; therefore, future research must
focus on a slightly bigger sample size to examine the
relationship between different variables.
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