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Abstract— Consumer behavior will determine their decision making in the buying process. The approach to the decision making
process that gives a specific description on the reason why consumers behave in certain ways was conducted by: 1) formulating
structural variables that affect external and internal factors towards perception; 2) formulating structural variables of perception
towards attitude and preference; 3) formulating structural variables of attitude and preference towards consumer behavior on typical
food products of Bandung and Cianjur. The survey research method and form of research were verification, while the sampling
method conducted was the simple random sampling by distributing questionnaires to 100 respondents. The data quality testing
performed were the validity test and the reliability test. For the path analysis research model, data transformation from ordinal to
interval was previously conducted using the method of successive interval. Results of the study revealed that consumer external and
internal environmental factors together have a positive effect towards consumer perception. The effect of consumer external
environmental factors are greater than the consumer internal environmental factors towards consumer perception. The more mature
consumers are, either from the aspect of their way of thinking or educative factors obtained from education and insight, the more
developed are their perception towards food products. Consumer perception has a positive effect towards consumer attitude and
preference. The variable of consumer attitude and preference has a positive effect towards consumer behavior in consuming typical

regional food products
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The objective of this research : 1) to determinedffects
[. INTRODUCTION of external and internal environmental factors on the
perception of consumers of food products; 2) to determine
the effects of consumer perception on consumer attitude and
preference; 3) to determine the effects of consumer attitude
and preference on consumer behavior in consuming food
products. The paradigm of this is described in the Figure 1.

Indonesia is an agricultural country, where the economic
sector relies on the agricultural sector. At first, the
agricultural sector development pattern in Indonesia was
more focused on production activities, particularly on food.
Several types of food that are very popular in Bandung are
steamed browniesnolen banana with cheese, cheese rolls,

- ; : TABLE |

]Elra(rjnlsu cakgz,. and t;:aCk forest Icakes, which arekfavorlte MONTHLY PER CAPITA AVERAGE EXPENDITURE PERCENTAGE

oods. In addition, there are alsBatagor Riri, Bakso FOR FOOD AND NON-FOOD GROUPS THROUGHOUT THE YEARS

Malang Burangrang, and Bakso Malang Karapitan, 2009-2010

fermented cassava, friedhcom, fried spinach, fried cow

lungs, fried chicken intestine, cookies, and sun-dried banane Consumption 2009 2010

strips. Snacks from Cianjur among otherskaegemblong, i ¢ Urban Rural Urban Rural

teng-teng, kue moci, various fruit preserves, ranging from  Foed (%) 49.19 61.53 43.99 62.72
Non-food (%) 50 81 3847 54.01 37.28

lobi-lobi, mangoes, papayas t@dondong, and maranggi
satay served with white glutinous rice asaghbal oncom as
well astauco. The decline in consumer purchasing power
causes consumers to be more selective in choosing products
of goods and services purchased. [1,2,3]

Total (%) 100 100 100 100
Source: Indonesian Central Bureau of Statistics. 2012
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External Environmental
Factors (X1)
B Erlugc Group Attitude and Preference
- Habats (Y>)
- Number of Family Members | —
i I_ncome_ Perception (Y1) - Ease to obtain
- Education _ Ease to cook Consumer Behavior (Y3)
- 9ro1..1p and Reference - '_ll'alste - Variation of food products
- Social Class - Smell - Protein and cholesterol - Purchasing situation
|y Ff“ N —  evels —p»|- User situation
Internal Environmental - l\umnpn _ _ Content ratio - Level of usage
Factors (3{;) Ingredient Ratio - Service - Loyalty
- Physiological Needs - Decision - Food safety
- Prestige — - Facilities and
- Product Attribute infrastructure
Observation - Sales location and parking
- Experience space
- Likes or Dislikes
- Knowledge
Fig 1 Paradigm between consumer behaviour [4,5,6]
The importance or significance of research) for random [1] sampling in th€ity of Bandung and the City of

manufacturers of food products in the cities of Bandung andCianjur, 100 respondentgere taken in each city.
Cianjur, it is expected to be of benefit for production )
planning (improvement and increase in quality) of food C- Data Collection Method.
products in accordance with consumer expectation and The type and source of data are primary data and
needs; 2) for merchants of food products, in terms of secondary data. The data collection procedure was
marketing and providing service to consumers; 3) for the conducted  through  observation, interviews and
regional government, to seek for further improvement questionnaires [8]. The testing of instruments after indicators
programs on food product quality by improving production were developed originated from the variable theoretical
technology; 4) the results of this research is expected to beconcept (construct). Therefore, the validity test, reliability
able to provide a contribution of ideas for other researcherstest [3] and data transformation were performed, i.e. data
related to the problems of consumer behavior in consumingtransformation from ordinal to interval scales. The
food products in the cities of Bandung and measurement of scales was performed by the r_nethod of
Cianijur. successive interval,and the_ method of analysis was
performed by the path analysis [2].

Il. RESULTS
Il. RESEARCHMETHOD

A. Description of Respondents.

_ . _ Most respondents were female, i.e. 80 people in the City
This research was conducted to gain an overview ongy Bandung and 75 people in the City of Cianjur. Based on
consumer .behawor in consuming typlgal regional food he age group of 36 — 45 years, there were 50 people in the
products, i.e. from Bandung dan Cianjur. The form of cijty of Bandung, and for that of 26 — 35 years, there were 50
research is verification [7] and the research method used iSseople in the City Cianjur. To respondents of the City of

the survey method [S]. The objects in this research areganqung, the first typical food of their city that comes to
consumers, i.e. residents of Bandung and Cianjur Whotheir minds issiomay (60%), batagor (30%), serabi (7%)
consume food products. and oncom (3%). Whereas to respondents of the City of
B. Sampling Methods. Cl_anjur_, the _f|rst typical food of their city that comes to _the|r

minds is fruit preserves (60%guco (30%) andmaranggi
satay (10%). The average recapitulation of research variable
description is described in Table 1.

A. Research Design.

The target population in thisesearch are residents of the
City of Bandung and the City o€ianjur. To fulfill the
minimum number of respondentshich is considered
representative for the samplinigchnique, namely the simple
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TABLE Il
AVERAGE RECAPITULATION OF RESEARCH VARIABLE DESCRIPTION

Appraisal of the Appraisal of the

No Research Vanable Gty of Bandung Gty of Cianir Remarks

1 External 3.87 408 Consumers coming from different walks of life or environment will also have

environment different appraisals. needs. income. attitude and taste.

2 Internal 451 458 Psychological factors that become basic factors in consumer behavior among

environment others are motivation (motive based on physiological needs. prestige). learning
{experience) and their personality (likes or dislikes. knowledge).

3 Perception 351 31 Consumer satisfaction depends on the perception on performance of products and
other supporting services. as well as the standards used by consumers to evaluate
the performance of products and their supporting services.

4 Attitnde and 439 467 Attitude reflects the overall buyer's preference of products. This attitude may

Preference come from the consumer s personal expenience. interaction with other buyers or

from marketing efforts. One’s attitude 15 usually difficult to change when his or
her perception towards a product is called positive.

5 Consumer behavior 430 415 Consumers who have limited knowledge rely very much on the recommendation
of others, while those who have more knowledge are not overly dependent on the
recommendation of others.

. . , Behavior (Rsy2) is 0.8080 with actunt value of 19.0191.
B. Hypothes's Testing of the City of Bandung. Because tcou limit value of triica = 1.96, the effect of

Based on the research hypothesis, the path analysis of th€onsumer Attitude and Preference on Consumer Behavior
City of Bandung is described in Figure 2. (Pyay2) is 0.7160 with actuntvalue of 10.1014. Becauseuht
> limit value of triica= 1.96, the effect of Consumer Attitude
ard Preference on Consumer Behavior is shown by an R-
square (R) value of 0.5127.

C. Hypothesis Testing of the City of Cianjur.

Based on the research hypothesis, the path analysis of the
City of Cianjur is described in Figure 3.

* 2 4

€, 05774 €, 0.8080 €, 0.7160

Fig 2 Path analysis of the city of Bandung

For the effect of External Factors on Perceptionx(P 0.2472
marked positive with a value of 0.2233, the effect of Internal
Factors on Perception (k) is positive with a value of 0.2472 A A +
0.5167. The presence of the effects of Perception on
Consumer Attitude and Preference-(B is positive with a
value of 0.8880 and the presence of the effects of Consumer
Attitude and Preference on Consumer BehavigeydPis
positive with a value of 0.7160. The effect of External and

g]::{:gncgacé?{s’ Coiifr?wztrlonéer; (\)/?osru”;sr sﬁtg;tjgr?eoﬁgld marked positive with a value of 0.5497, the effect of Internal
Y Factors on Perception k) is positive with a value of

acceptable. Based on the significance testing of path0 2472, Th :
. . : . . 0. . e presence of the effects of Perception on
analysis, the F count obtained is 35.487 while the F table ISconsumer Attitude and Preferences(d is positive with a

3.09 [9]. The effect of external factors on perceptionx(P
is 0.2233 with aduntvalue of 2.5734.cbunt> limit value of val_uedof 0'8(;)40 afnd the presence of the EﬁethS.Of Co_nsumer
teriical = 1.96 [9]. The effect of internal factors on perception Attlt.u. € an Preference on Consumer Behavigeypis

i ) positive with a value of 0.6060. The effect of External and

l;s alﬂf%?i W'Trl ngtﬁgﬁigeisgigﬁtf?t?:zl;fse%:h; II—:Ixmtgrnal Internal Factors, Perception, Consumer Attitude and
riical = =59, Preference on Consumer Behavior is simultaneously

and Internal Factors on Perception has an R-squag (R acceptable. Based on the significance testing of path

value of 0.4226. For the effect of Perception on Consumer analysis, the F count obtained is 45.2017 while the F table is

Attitude and Preference, theuttis 19.0191, becausedn> :
oo N ’ ’ : 3.09 [9]. The effect of External Factors on Perceptign{)P
limit value of teiica= 1.96. For the effect of Perception on s 0.5497 with aduvalue of 6.7648. Becaused> limit

Consumer Attitude and Preference, the R-squarg {Rlue .
. X ; vaue of teiica= 1.96 [9], the effect of Internal Factors on
is 0.7885. The effect of Perception on Consumer Attitude Paception (Bu) is 0.2472 with actuntvalue of 3.0424.

and Preference (B1) is 0.5774 with a chum value of Because tcouse limit value of tritcai= 1.96, the dimension of

10.1014. Becausecdtint > limit value of titca = 1.96, the .
offect of Consumer Attitude and Preference on Consumer the effect of External and Internal Factors on Perception has
an R-square (B value of 0.4824. The effect of Perception

€, 0.8040 €: 03636 €, 0.6060

Fig 3 Path analysis of the city of Cianjur

For the effect of External Factors on Perceptionx{P
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on Consumer Attitude and Preferencex(f is 0.8040 with
atcountvalue of 13.3167, becauseute> limit value of tritical =

not all consumers have sufficient knowledge in terms of the
quality, taste and safety of foods to be consumed. This will

1.96. For the effect of Perception on Consumer Attitude and obviously generate disappointment, and possibilities are that

Preference, the R-square 2JRis 0.6464. The effect of

the consumer will not pehase the food products

Consumer Attitude and Preference on Consumer Behaworanymor&

(Pyay2) is 0.6060 with actuntvalue of 7.5030, becaus@utit>

limit value of &iica = 1.96. For the effect of Consumer
Attitude and Preference on Consumer Behavior, the Rsquare
(R2) is 0.3672. [1]

IV.DISCUSSION

From several studies of external environmental factors .
and internal environmental factors that affect consumers of(3]
food products in the City of Bandung and the City of Cianjur n
with their perceptions, attitudes and preferences as well aé
their behavior in consuming food products typical of the two [5]
cities, it can be suggested that consumer external and
internal environmental factors together have a positive effect(®!
on consumer perception of food products typical of Bandung 7]
and Cianjur. The effect of consumer external environmental
factors is greater than consumer internal environmental
factors on consumer perception. The more mature consumer®’
are, both from the aspect of maturity of the way of thinking
or educative factors obtained from their education and [9]
insight, the more developed is their perception on food
products typical of Bandung and Cianjur [10,11]. In

consumer habits in consuming food products typical of

Bandung and Cianjur, will generate a positive perception on[12]

food products typical of the two cities. Consumer internal

environmental factors that have positive effects on consumer;;3,

perception means that if consumer needs and wants
(physiological and prestigeous) related to feelings of

consumers when they carry out transactions with the seller[14]
consumer expectations will be high, so that their perception[15]

will be positive [12,13]. Consumer perception has a positive
effect on their attitude and preference to consume food
products typical of Bandung and Cianjur. This positive

effect explains that the ability of consumers in evaluating a
food product commodity typical of Bandung and Cianjur

will give an effect on their attitude or decision making to

choose food products typical of Bandung and Cianjur
[13,14]. Consumer attitude and preference variables that
have a positive effect on consumer behavior in consuming
food products typical of Bandung and Cianjur means that
better (positive) consumer attitude will determine their

decision making in purchasing food products typical of

Bandung and Cianjur, so that their behavior tends to
consume food products typical of Bandung and Cianjur
[14,15].

V. CONCLUSIONS

To maintain consumer loyalty so that they remain
consuming food products typical of Bandung and Cianjur,
there is the need for improvement on the quality of products,
friendliness, ease, maintaining and keeping consumers in
terms of the quality of foods typical of Bandung and Cianjur
sold. Quality improvement is conducted particularly from
the aspect of production, to be more innovative and to pay
attention on the hygiene and safety of foods, concerning that
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[10]
addition, backgrounds of life, such as deeply rooted [11]
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