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INTRODUCTION 

Indonesia is the second largest ASEAN coffee producer and exporter after Vietnam (As'ad & Aji, 2020). As 
one of the largest coffee bean exporters in the world, plantations in Indonesia put coffee as a prime 
commodity, sixth in the position after palm oil, rubber, sugar, tea, and cocoa (Sudarto, 2017). In addition to 
export commodity, Indonesia has the potential of increasing domestic coffee production. In the last five years 
from 2016 to 2020, domestic coffee production increased every year. 
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 The increasing trend of coffee consumption creates opportunities for business actors 
and coffee producers of various regions to produce MSME-made coffee powder as a 
competitor to the factory-made one. As the market competition becomes tougher, coffee 
powder producers need to equip themselves with the information on attributes useful to 
attract and maintain customers’ choice. The purpose of this study is to understand the 
characteristics of coffee powder consumers produced by both MSMEs and factories as 
well as to determine and analyze the level of importance, trust, and consumer attitudes. 
The sampling method used is accidental sampling with 100 respondents. As for the 
research methods, this research used descriptive and multi-attribute Fishbein analysis 
methods. The included attributes are taste, aroma, price, halal logo, packaging, coffee 
powder dregs, marketing place, and promotion. The results of the study informed that 
the characteristics of consumers are mostly aged 17-25 years old, male, working as 
students, residing in East Java, and having monthly income less than IDR 500,000. 
Consumer attitudes (Ao) towards MSMEs produced powder coffee is considered good 
by consumers. 
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Table 1. Coffee Production Data in Indonesia from 2016 to 2020 

Year Coffee Production in Indonesia (ton) 

2016 663,871 
2017 717,962 
2018 756,051 
2019 760,963 
2020 773,409 

Source: Pertanian.go.id, 2020 
 

Based on Table 1, coffee production in Indonesia can be estimated to reach 758.28 thousand tons of 
coffee in 2021 (Ministry of Agriculture, 2017). The centers of coffee production in Indonesia are on the islands 
of Sumatra and Java. In the last five years, 2016 to 2020, the top five regions contributing to the country’s 
coffee production were South Sumatra, Lampung, Aceh, North Sumatra, and East Java (Pertanian.go.id, 
2020). One of the many provinces in Indonesia that are centers of coffee production is East Java. This 
province ranks fifth for having numerous coffee-producer areas including regencies of Malang, Pasuruan, 
Banyuwangi, Jember, and others (As'ad & Aji, 2020). In addition to the level of coffee production, the 
chairman of the ICO board in 2019 said the level of coffee consumption over the last 10 years experienced a 
growth of 44% from October 2008 to September 2019 of 1.13 tons/year. In September 2019, Indonesia 
became the country with the highest coffee consumption rate in Asia at 13.5%. Based on data showing the 
increase in annual coffee consumption, Indonesian people show to have a high interest in coffee and make it 
a part of their lifestyle (Dinda & Fitriani, 2020). 

The high public demands for coffee consumption serve an opportunity for business actors to bring up 
every type of coffee on the market in the form of ground coffee packaging produced by Micro, Small and 
Medium Enterprises (MSMEs) as well as ground coffee produced by factories. Ground coffee refers to one 
processed and produced by roasting and fine grinding (Mizfar & Sinaga, 2015). According to Tambunan et al. 
(2018), powdered coffee produced by MSMEs has an advantage in the distinctive coffee aroma that makes 
the taste more concentrated. However, MSME-produced coffee is not as fine as factory-made one. The 
factory-made is easy to get, but the downside is that its aroma is not as strong as one produced by MSMEs 
(Mizfar & Sinaga, 2015). Noviansah et al. (2019) stated that having a coffee processing business provides a 
promising business opportunity for a producer, judging from the penchant of a consumer in enjoying coffee 
that has a distinctive taste, aroma, and benefit. There are various types of ground coffee circulating in various 
regions having different flavors and characteristics depending on the brand. 

The high coffee consumption and the numerous types of ground coffee products by both MSMEs and 
factories sold under different brands trigger the interest of this current study as the coffee product competition 
is growing rapidly. Producers of processed ground coffee certainly need to know some attributes that can 
attract and maintain consumer purchasing power. Based on this explanation, this study aims at (1) 
determining the characteristics of consumers of ground coffee produced by MSMEs and factories in East 
Java, (2) analyzing the level of importance and the level of consumer confidence in the attributes of ground 
coffee produced by MSMEs and factories in East Java, and (3) analyzing consumer attitudes towards MSMEs 
powder coffee and factory-produced ground coffee in East Java. 

LITERATURE REVIEW 

According to Engel et al. (1995), consumer behavior is a consumer activity in obtaining, consuming, 
assessing, and spending a product that is preceded by a decision process (Bilson Simamora, 2002). The 
purchase decision according to Peter & Olson (2009) in Indriasari (2017) is an integration process by a 
consumer on their behavior to determine a product that will be chosen. According to Schiffman & Kanuk 
(2010), a consumer's purchase decision in choosing alternatively a product or service has different 
perspectives in making purchasing decisions (Gumelar et al., 2016). Kotler & Armstrong (2008) say that a 
consumer makes a purchase decision based on the goods they like, in addition, there are two factors causing 
consumers to make a purchase (Irawati, 2016). 
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Consumer attitude according to Rasmikayati et al. (2017) is a consumer's point of view that describes 
a belief and benefits for a product. According to Sumarwan (2011) and Tambunan et al. (2018), consumer 
attitudes are an important idea used by producers to identify consumers. There are three indicators on 
consumers, namely 1) cognitive is consumer perception of the product directly or from various sources, 2) 
affective is a comprehensive assessment of the product by looking at consumer considerations on a product 
whether it is good or bad, liked or disliked, and 3) conative refers to the belief and behavior of consumers in 
making certain actions against a product. According to Ichwan (2013) and Utami (2020), product attributes are 
characteristics considered by consumers to make purchasing decisions on the products offered (price, quality, 
packaging, design, features, services). 

Azevedo et al. (2015) suggest that attributes will always be attached to a product, both tangible and 
intangible products such as goods and services (Paiva et al., 2017). According to Arifiana et al. (2013), the 
Fishbein attribute attitude model is one of the attribute models that has been widely heard and used by 
researchers (Ramdhani et al., 2012). The attribute attitude model describes an object in a product or brand 
assessed based on consumer attitudes with evaluated attributes (Sumarwan et al., 2013). 

Research on consumer behavior conducted by Priyambodo et al. (2019) entitled Consumer Behavior 
towards Mandarin Orange at Surabaya Keputran Market used a multi-attribute analysis of Fishbein. The 
results of the study reveal that consumers really like Mandarins with a sweet taste, small size, and a fresh skin 
color. Another previous research, conducted by Yulihartika (2017) on consumer behavior towards corn seeds, 
also uses Fishbein's attitude analysis. The results of this study indicate that the behavior of farmers towards 
two different types of corn seeds is positive, and it is possible that the farmers will make repeated purchases. 
Harsita & Amam (2019), Tarigan et al. (2014), and Ngadiyo et al. (2017) in their research using Fishbein multi-
attribute analysis show results revealing that attitudes towards consumers are positive and will make repeat 
purchases. 

Research on ground coffee conducted by Manunomo (2016) and Tambunan et al. (2018) were based 
on the attributes that consumers choose: price, taste, aroma, brand, variant, and packaging. Meanwhile, 
research by Satyajaya et al. (2014) and Rukhbaniyah et al. (2013) state that the most important attributes of 
ground coffee products according to consumers are taste, aroma, color, and packaging. However, price and 
brand are less important. Qomariyah et al. (2014) in their research on Sido Luhur Malang ground coffee 
reveal that the main priority is the price and product availability. 

RESEARCH METHODS 
 

This research was conducted on people residing in East Java Province. The data collection in this study was 
carried out online through social media such as Whatsapp, Instagram, and Twitter. The type of data used in 
this study consisted of primary data. Primary data was obtained by conducting online observations with 
consumers. Data of the respondents was collected online through a questionnaire presented in a Google 
form. The sampling method used in this study is accidental sampling where the determination of the sample is 
taken by accident or by chance, meaning that anyone can take a participation by filling out the questionnaire 
as long as they are eligible or meeting the criteria. The respondent's criteria in this study are that consumers 
have consumed ground coffee produced by MSMEs or by factories. The sample used in this study was 100 
respondents as the number was said to have met the criteria for the number of respondents if the total 
population is not known. According to Suyigono (2012), the appropriate sample size used in such a study is 
between 30–500 respondents. 

The analytical method used in this study is a qualitative descriptive analysis to determine the 
characteristics of consumers of ground coffee produced by both MSMEs and factories. Fishbein's multi-
attribute analysis was used to determine the most dominant attribute in consuming MSME-produced ground 
coffee and factory-produced ground coffee as well as to determine the level of trust, importance value, and 
consumer attitudes towards MSME- and factory-produced ground coffee. The multi-attribute attitude model 
describes an object in a product or brand that is assessed based on consumer attitudes with evaluated 
attributes (Ramdhani et al., 2012). Fishbein's attribute attitude model towards a product is determined by two 
components, namely the bi component (trust in the attributes of ground coffee products produced by 
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MSMEs/factories) and the ei component (evaluating the importance of attributes of MSME/factory-made 
ground coffee products) (Lubis, 2018). According to Umar (2000), Fishbein's mathematical analysis can be 
seen as follows: 

Ao =  

Description: 
Ao  = Overall consumer attitudes towards MSME-produced ground coffee 
Bi  = The level of consumer confidence in the attributes of (i) ground coffee produced by MSMEs 
Ei  = Evaluation of the level of consumer interest in attributes (i) on ground coffee produced by MSMEs 

and ground coffee produced by factories 
n    = The number of attributes (Taste, Aroma, Price, Halal Logo, Packaging, Color, Dregs, Place of Sale 

and Promotion) owned by the object 
 

The trust component (bi) explains how important it is for consumers to believe that the attributes of 
ground coffee produced by MSMEs and ground coffee produced by factories have the appropriate attribute 
values. Consumer evaluation (ei) of the attributes of MSME-produced and factory-produced ground coffee 
was measured thoroughly using the five categories presented in Table 2 (Ramdhani et al., 2012, and 
Sumarwan, 2011). 

 
Table 2. Description of Evaluation Value and Attribute Trust Value 

Number Consumer Attribute Evaluation 
Value (ei) 

Scale Consumer Attribute Trust 
Value (bi) 

Scale 

1 Very Important 5 Very Good 5 
2 Important 4 Good 4 
3 Quite Important 3 Quite Good 3 
4 Not Too Important 2 Bad 2 
5 Not Important 1 Very Bad 1 

Source: Sumarwan, 2011 
 

The attitude of consumers of powdered coffee produced by MSMEs and factories, the Ao component, 
is obtained from the result of multiplying bi*ei at each point of the attribute assessment. The data processing 
in this Fishbein analysis research uses the 2016 Microsoft Excel computer application. Fishbein's multi-
attribute attitude, consisting of trust and interest in ground coffee produced by MSMEs and factories, has all 
(ei) and (bi) attributes. The attribute selection and determination in this study was carried out by an initial 
survey using Google forms, and the attribute results consisted of 1) Taste, 2) Aroma, 3) Price, 4) Halal Logo, 
5) Packaging, 6) Color, 7) Dregs, 8) Point of Sale, and 9) Promotion. 

The results of the attitude values obtained through Fishbein's multi-attribute attitude model are 
interpreted to see how the attitudes of consumer respondents for ground coffee produced by MSMEs and 
factories are. Engel et al. (1994) stated that these attitudes must have value in each of their attributes. The 
interpretation of these values is obtained using an interval scale range with the following formula: 
 

Interval Scale Range =  =  = 0,8 

 

Description: 
m  = the highest possible score 
n = the lowest possible score 
b = the number of rating scales that you want to form 
 

Based on this calculation, the assessment scores are obtained as follows: 
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Table 3. Category of Trust Level and Evaluation Level 

Number Trust Level Score Evaluation Level Score 
1 Very Good 4.2 < bi ≤ 5.0 Very Important 4.2 < ei ≤ 5.0 
2 Good 4.2 < bi ≤ 3.4 Important 4.2 < ei ≤ 3.4 
3 Quite Good 3.4 < bi ≤ 2.6 Quite Important 3.4 < ei ≤ 2.6 
4 Bad 2.6 < bi ≤ 1.8 Not Important 2.6 < ei ≤ 1.8 
5 Very Bad 1.8 ≤ bi ≤ 1.0 Very Unimportant 1.8 ≤ ei ≤ 1.0 

Source: Sumarwan, 2011 
 

The assessment of respondents' attitudes towards the attributes of MSME- and factory-produced 
ground coffee (bi*ei) will be interpreted into five categories (very positive, positive, neutral, negative, and very 
negative). The magnitude of the range for the attitude category is: 

 

 =  = 4,8 

The assessment of respondents' attitudes towards the two types of processed coffee with a 

combination of (bi*ei) is categorized into the following interval scale ranges: 

 
Table 4. Categories of Attitude Values towards Overall Attributes 

Number Overall Value of Consumer Attitude (ao) Scale 
1 Very Positive 25.0 < ao ≤ 2.2 
2 Positive 20.2 < ao ≤ 15.4 
3 Neutral 15.4 < ao ≤ 10.6 
4 Negative 10.6 < ao ≤ 5.8 
5 Very Negative 5.8 ≤ ao ≤ 1.0 

Source: Processed Primary Data, 2021 

RESULT AND DISCUSSION 
 

Respondents Characteristics of MSME- and Factory-produced Ground Coffee in East Java 
 
The characteristics of the two coffees are taken from one consumer by comparing the two types of coffee, 
while the respondent characteristics include gender, age, occupation, status, domicile, and income. 

Gender characteristics greatly influence consumers in making purchasing decisions. Differences in 
the nature and characteristics of male and female respondents differently affect the purchasing decisions 
(Wahyuni & Zuhriyah, 2020). Respondents of ground coffee produced by MSMEs consisted of 51 male and 
49 female participants, indicating that men have higher coffee consumption (51%) than the female 
respondents do. These results are in line with the research of Qomariyah et al. (2014), Kurniawan & Ridlo 
(2010), and Lase et al., (2019) revealing that men tend to consume more coffee as it is juxtaposed with their 
smoking and staying up late habit. 

According to Kalsum et al. (2013), age can influence a person in making purchasing decisions. 
Teenagers tend to be emotional and considerate in every purchase decision, while adults of productive age 
take definite and important decisions with their choices (Isen et al., 2016). The number of respondents who 
consume ground coffee produced by MSMEs and factories are mostly aged 17-25 years old (69%), followed 
by the age group of 26-30 years old (19%) and age group of 31-50 years old and above, having a percentage 
value around 10%. From these percentages, the dominant coffee consumers are teenagers who are 
characterized with the habit of gathering and enjoying a cup of coffee with their peers (Pramelani, 2020, and 
Kurniawan & Ridlo, 2010).  

As for the occupations of the respondents, the majority of respondents are dominated by students 
(49%), followed by private employees (30%), entrepreneurs (9%), civil servants and housewives, 4% each. 
However, as many as 6% of respondents work outside the category such as online motorcycle drivers, lab 
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assistants, and midwives. This is in line with As'ad & Aji's research (2020) revealing that students are the 
most frequent respondents who visit and consume coffee.  

The respondent characteristic based on status is dominated by respondents who are not married, 
accounting for 77% or 77 respondents compared to those who are married by 23%. This is because most of 
the respondents are still aged 17-25 years old and work as students. Status is very influential on consumer 
characteristics because someone who is not married tends to spend more time outside such as visiting café.  

Based on domicile, coffee-consumer respondents are spread in several cities and regencies in East 
Java namely Surabaya, Sidoarjo, Gresik, Bangkalan, Jombang, Malang, Probolinggo, Pasuruan, Mojokerto, 
Tuban, Banyuwangi, Lamongan, Bojonegoro, Jember, Ponorogo, and Nganjuk. The majority of respondents 
were from the city of Surabaya (53%). This is because the questionnaires were widely distributed and filled 
out by respondents in the area. This position was followed by Sidoarjo (9%), Gresik (8%), Bangkalan (6%), 
Jombang (5%), Probolinggo and Lamongan (3% each). Meanwhile, Malang, Mojokerto, Tuban and 
Bojonegoro have 2% each. The remaining 1% is from Pasuruan, Banyuwangi, Jember, Ponorogo and 
Nganjuk areas. 

Income earned by respondents can affect their interest and purchasing power in a product (Isen et 
al., 2016). Most of the respondents have an income of less than IDR 500,000 as most of the respondents are 
college students who tend to not have a job or have a financial dependency on their parents' income. While 
respondents who work and have income above IDR 3,000,000 rank in second at 34%, followed by 
respondents earning IDR 1,000,000-3,000,000 by 12% and those with income of IDR 500,000–1,000,000 in 
last place at 10%. 

The consumer's decision in choosing the right time to consume the two types of coffee is at night by 
41%, higher when being compared to consuming coffee in the morning or evening. The dominant answer 
regarding daily coffee consumption is due to habit. These results are in line with Manunomo's research (2016) 
stating that a consumer consumes coffee due to a habit that cannot be separated from the necessities of life. 
The allocation of costs incurred by respondents for ground coffee produced by MSMEs and factories less than 
IDR 100,000 every month. This is related to the number of respondents with less incomes and work as 
students. From the data obtained, respondents consume coffee in general due to being heavily influenced by 
peers with a percentage of 38%; humans tend to live socially that they participate in buying coffee products 
(Satyajaya et al., 2014). 

 
The Level of Interest and the Level of Consumer Confidence in the Attributes of Coffee Powder 
Production of MSMEs and Factories in East Java 
 

Attributes refer to characteristics of a product useful for assessing the criteria in purchasing decisions 
(Ismanto et al., 2018). Attributes will always be attached to an item or product. A consumer can distinguish 
and evaluate a product from one another by looking at the attributes it has. 

Powdered coffee products by MSMEs and factories have 9 attributes consisting of taste, aroma, 
price, halal logo, packaging, color, dregs, marketing place, and promotion. Taste is an attribute serving as the 
main attraction for consumers when making purchasing decisions. The good taste of a product will be a 
consideration for consumers to make repeat purchases (Harsita et al., 2019). Aroma is another attribute 
considered by consumers because it has a specific character that can be caught by the sense of smell due to 
its aromatic and distinctive smell. The aroma of coffee will have a reaction effect on consumers even though 
they have not tasted it (Qomariyah et al., 2014). Consumers will assess the aroma attribute as a purchase 
decision of the two processed coffees. Price is the amount of money that consumers spend to get the goods 
they want (Tampubolon et al., 2019). 

The halal logo is an attribute indicating that the two processed coffee products have an official 
certificate from the Indonesian Ulema Council (MUI), guaranteeing consumers to not hesitate to consume the 
coffee product. Packaging is a container or wrapper used as a protection for the ground coffee products. In 
addition to protecting the product, packaging provides an attraction for consumers (Hayati, 2009). Colors in 
coffee tend to have similarities. Therefore, the color attribute is rarely used as a consumption consideration. 
People have the tendency to like dark brown coffee (Retnowati & Abdurahman, 2018). Dregs are small solid 
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pieces of black coffee that sink to the bottom of a coffee cup. Generally, ground coffee produced by MSMEs 
tends to have more dregs compared to one produced by factories. Marketing place is where the coffee 
products can be easily reached by consumers (Wahdah et al., 2020). Promotion is a technique in which a 
mfactory offers its products to consumers. Promotion has an influence on the purchase decision of a 
consumer; the more attractive the promotion made by the producer, the more consumers are interested in 
(Alang, 2018). 
 

Table 5. Fishbein's Analysis Results of Powder Coffee Products by MSME and Factories 

Attribute Importance (ei) 
MSME Product  Factory Product  

(bi) Ao Category (bi)  Ao Category 

Taste 4.4 3.86 16.98 Positive 3,47 15,27 Neutral 
Aroma 4.24 3.86 16.37 Positive 3,34 14,16 Neutral 
Price 4.01 3.92 15.72 Positive 3,59 14,40 Neutral 

Halal Logo 4.13 4.26 17.59 Positive 4,27 17,64 Positive 
Packaging 3.87 3.84 14.86 Neutral 4,05 15,67 Positive 

Color 3.54 3.82 13.52 Neutral 3,42 12,11 Neutral 
Dregs 3.86 3.48 13.43 Neutral 3,61 13,93 Neutral 

Marketing 
Place 

4.27 3.71 15.84 Positive 4,36 18,62 Positive 

Promotion 3.84 4.41 16.93 Positive 4,14 15,90 Positive 
   141.26   137,69  

Source: Processed Primary Data, 2021 
 

Fishbein's multi-attribute analysis explains the attitude assessment (Ao) of the attributes that have 
been assessed by consumers of ground coffee produced by MSMEs. The components of Fishbein's multi-
attribute analysis include the level of consumer confidence (bi) and evaluation of the importance (ei) of the 
attributes of MSME-produced ground coffee. Consumer assessments of MSME products will be compared 
with factory-produced ground coffee. The comparison will provide an assessment of their respective 
attributes. 

The level of trust (bi) is the consumer's belief and knowledge of the attributes of ground coffee 
produced by MSMEs and factories (Rasmikayati et al., 2017). Based on Table 5, the value of consumer 
confidence level (bi) in powdered coffee products by MSMEs is as follow: promotion attribute (4.41), halal logo 
attribute (4.26), price attribute (3.92), taste and aroma attribute (3.86), packaging attribute (3.84), color 
attribute (3.82), marketing place attribute (3.71), and dreg attribute (3.48). 

The highest level of trust for ground coffee produced by MSMEs is the promotional attribute (4.41), 
indicating that the promotion is trusted and rated very well by a consumer to introduce the product. With the 
promotion, consumers will be interested, seek information, and buy the coffee product. According to 
Hermawan (2012), promotion is a form of direct persuasion with various incentives that can be arranged to 
encourage immediate purchase of a product or increase the number of products purchased by customers. 
Thejaya's research (2019) shows that promotion and Brand Awareness have a significant influence on the 
desire to buy Manna Coffee. However, this is opposite to the research of Rasmikayati et al. (2017) reporting 
that promotion is considered less effective, meaning that the purchase of coffee products at Amoor Garden is 
not too influenced by promotion. 

The color attribute of coffee powder produced by MSMEs has the lowest level of confidence (3.82), 
meaning that the color attribute is considered the least important when compared to other attributes. 
According to consumers, the color of ground coffee produced by MSMEs tends to be the same, dark. This is 
in line with the research of Tambunan et al. (2018) which found that the color strength attribute was less 
important than other attributes. However, consumers believe that the color of local coffee is stronger than that 
of instant coffee. 

The highest value of consumer confidence level (bi) in the factory-produced ground coffee product is 
on the sale attribute (4.36), followed by the halal logo attribute (4.27), promotion attribute (4.14), packaging 
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attribute (4.05), dreg attribute (3.61), price attribute (3.59), taste attribute (3.47), color attribute (3.42), and 
aroma attribute (3.34). This shows that the attribute of the factory-produced ground coffee shop has a very 
good level of trust from its consumers due to the ease of obtaining at various marketing places (conventional 
and online stores) easily. Based on Table 5, the level of confidence in the aroma attribute has the lowest 
value when compared to other attributes. According to consumers, the aroma of ground coffee produced by 
factories is not as sharp as the aroma of ground coffee produced by MSMEs. This is also in line with the 
research results of Tambunan et al. (2018) reporting that the aroma of sachet coffee is not as sharp as local 
ground coffee. This means that consumers trust and like the aroma of local ground coffee better. However, 
this is different from the research of Qomariyah et al. (2014), stating that consumer attitudes towards the 
aroma attribute of ground coffee are positive with a very good level of trust and become a very important 
attribute to consider in buying ground coffee. 

Evaluation of importance (ei) is a consumer's assessment of how important the attributes of ground 
coffee produced by MSMEs and factories are (Sugawara & Nikaido, 2014). The value of the evaluation level 
of importance (ei) shows that the taste attribute value is 4.40, marketing place attribute is 4.27, and the aroma 
attribute is 4.24. Consumers consider the attributes of taste, marketing place, and aroma to be the most 
important attributes in choosing MSME- and factory-produced ground coffee compared to other attributes. 
These results are in line with research by Qomariyah et al. (2014) stating that taste and aroma attributes are 
considered very important by consumers of Sidoluhur ground coffee. 

Based on Table 5, respondents for powdered coffee produced by MSMEs assessed the taste 
attribute at the level of confidence (bi) of 3.86, powdered coffee produced by manufacturers of 3.47, and the 
value of importance (ei) of 4.4. This shows that the taste of the two coffees is considered very important by 
consumers and is considered to have met consumer expectations in a good category even though they have 
different values from the evaluation of interests. 

The aroma of ground coffee produced by MSMEs has a confidence value (bi) of 3.86 which is 
categorized as good, while the aroma of ground coffee produced by factories has a confidence value (bi) of 
3.34 which is categorized as quite good, and the results of the evaluation of importance (ei) in both coffees is 
4.24. This shows that consumers consider the aroma attributes of the two processed coffees to be very 
important. However, the trust value (bi) of consumers of ground coffee produced by SMEs is considered good 
in meeting their expectations when compared to powdered coffee produced by factories. 

The price attribute for ground coffee produced by MSMEs has a confidence value of 3.92 and one 
produced by factories has a confidence value of 3.59; while the value of importance on the price attribute is 
4.01. This shows that consumers of the two processed coffees consider the importance value of the price 
attribute to be important even though the value of the confidence level is lower. However, it is still considered 
good in meeting their expectations. 

The halal logo on the two processed coffees has very good trust, at 4.26 and 4.27; meanwhile, the 
importance value of the two processed coffees is 4.13. This shows that consumers value the halal logo even 
though it is higher than the trust value, meaning that consumers perceive the two processed coffees to meet 
their expectations. 

The packaging for ground coffee produced by MSMEs obtained a lower confidence value (3.84) than 
the powder coffee produced by the manufacturer (4.05), and the evaluation value of the importance of the two 
processed coffees was 3.87. This shows that the value of the evaluation of importance in the two processed 
coffees is said to be important and gains good trust in accordance with consumer expectations although the 
trust value in MSME ground coffee is lower than factory-produced ground coffee. 

The color of ground coffee produced by MSMEs has a higher confidence value (3.82) than ground 
coffee produced by factories (3.42), and the importance value for the two processed coffees is 3.54. This 
shows that the color attribute in the two processed coffees is considered important and trusted by consumers 
even though the trust value in ground coffee produced by MSMEs has the highest value from the trust value 
for ground coffee produced by factories and the value of importance, meaning that the color in ground coffee 
produced by MSMEs is darker compared to factory-produced one. 

The dregs of ground coffee produced by MSMEs (3.48) and produced by factories (3.61) earn good 
trust from consumers. The importance value of the two processed coffees is 3.86. This shows that consumers 
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consider the two processed coffees to be important and able to meet the expectations of consumers in the 
good category even though the evaluation value of the difference is higher. From the two values of trust in the 
dreg attribute, ground coffee produced by MSMEs is more likely to have a lot of dregs when compared to 
ground coffee produced by factories. 

The marketing place for ground coffee produced by MSMEs obtains a lower confidence value (3.71) 
than the trust value for ground coffee produced by the factories (4.36), and the importance value of the two 
processed coffees is 4.27, categorized as very important. This shows that the marketing place of processed 
coffee is very important for consumers and is considered to meet consumer expectations even though the 
trust value for ground coffee produced by the factories is higher, meaning that factory-produced ground coffee 
sales are easy to reach compared to MSMEs. 

Promotion of ground coffee produced by MSMEs received very good trust (4.41) compared to ground 
coffee produced by factories (4.14), and the importance value of the two processed coffees is 3.84. This 
shows that promotion is considered important and powdered coffee produced by factories can exceed 
costumer expectations compared to ground coffee produced by MSMEs. 

 
Consumer Attitudes towards Powdered Coffee Produced by MSMEs and Factories in East Java 
 

Attitude is one of the most important elements of buying behavior. According to Kotler (2008), 
attitude is a person's appreciation of an object or idea, feelings, and long-term favorable or unfavorable 
behavioral tendencies. Consumer attitudes towards ground coffee produced by MSMEs and factories are 
consumers' feelings towards coffee. Hence, consumers tend to like or dislike both types of coffee. Consumer 
attitude (ao) is the product of the level of confidence (bi) and the evaluation of the level of importance (ei). 

The results of Fishbein's multi-attribute analysis in Table 5 show that consumer attitudes towards all 
attributes of MSME and factory product ground coffee are in the neutral and positive categories. With the total 
attitude value of consumers of MSME-produced ground coffee (141.26) compared to factory-produced ground 
coffee (137.69), this indicates that consumers tend to prefer MSME-produced coffee to factory-produced one. 
In line with Sudiyarto's research; Gyska Indah Harya; Resti Prastika Destiarni, (2020), the attitude value of 
ground coffee is higher than instant coffee. This is the reason consumers prefer ground coffee to instant 
coffee. In contrast to the research of Tambunan (2021), the attitudes of consumers of local ground coffee and 
instant coffee are overall positive, but the total value of consumer attitudes of instant coffee is higher than that 
of local coffee. This means that consumers tend to choose to consume instant coffee over local coffee. 

The positive values of consumer attitudes towards the attributes considered for choosing MSME 
product coffee from the highest to the lowest are the halal logo, taste, promotion, aroma, marketing place, and 
price; while the positive values of consumer attitudes on factory-made coffee are marketing place, halal logo, 
promotion, and packaging. The halal logo attribute is the attribute having the first highest value for MSME-
produced coffee and the second highest for factory-produced coffee. This shows that consumers will consider 
choosing coffee that has a halal logo because based on the level of consumer confidence in both types of 
coffee is very good, and the evaluation of the importance of the halal logo attribute is very important. For this 
reason, producers need to maintain the halal guarantee of coffee products. 

The coffee taste attribute of MSME products is the second attribute that is considered by consumers 
in choosing coffee, because according to Sudiyarto; Gyska Indah Harya; Resti Prastika Destiarni (2020), taste 
is the main essence of coffee. Meanwhile, consumer attitudes towards the taste of factory-produced coffee 
are neutral, meaning that consumers pay no consideration on the taste of factory-made coffee. The taste 
attribute in consumer attitudes towards Sido Luhur ground coffee has the highest positive value (Qomariyah et 
al., 2014). 

The attitude value of the promotion attribute of MSME and factory products are both considered 
when purchasing. With promotions, consumers become aware of and interested in buying coffee. Promotion 
will also increase brand awareness of the coffee products so that it will significantly increase the purchase 
interest (Thejaya, 2019). 

Taste is the fourth attribute that is considered by consumers in buying ground coffee produced by 
MSMEs, while for factory-produced coffee, consumers are neutral. According to research by Tambunan 
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(2021) and Sudiyarto; Gyska Indah Harya; Resti Prastika Destiarni (2020), taste is an attribute that is 
considered in purchasing local coffee because taste is the main essence of coffee. 

CONCLUSION 

The coffee customer characteristics are mostly aged 17–25 years, male, working as students in East Java 
Province, and having an income of less than IDR 500,000. The consumer's decision in choosing the right time 
to consume is at night, and the purpose of consuming coffee is due to habit. The allocation of costs that are 
often incurred to consume coffee is less than IDR 100,000, and the information about the coffee is from peer’s 
recommendation. Evaluation of the importance of the attributes of coffee powder produced by MSMEs that 
are considered the most important by consumers are the attributes of taste, marketing place, and aroma. The 
level of consumer confidence in the attributes of ground coffee produced by MSMEs is the promotional 
attribute and the halal logo, while the factory-produced ground coffee’s is the attribute of the marketing place 
and the halal logo. The results from Fishbein's multi-attribute analysis show that the total value of consumer 
attitudes (Ao) of MSMEs powdered coffee is higher than that of factory-produced ground coffee. Overall, the 
attributes of ground coffee produced by MSMEs are considered good compared to ground coffee produced by 
factories. 

The advice given to producers of ground coffee produced by MSMEs is to be bolder and improve the 
quality of their products in terms of promotion, halal logo, price, and aroma as well as to pay attention to the 
dregs in coffee. Consumers are more aware of the existence of ground coffee produced by factories than the 
existence of ground coffee produced by MSMEs. Therefore, MSME coffee producers are expected to promote 
more of their coffee products to be able to compete in the market. Recommendations for further research are 
to ensure that the areas to be taken as respondents cover other potential non-dominant areas. 
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