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Abstract

Hendrarini, H., Sunarsono, R. J., Erviyanti, Y. & Soedarto, T. (2020). The identification of ready-to-eat banana’s
superior attributes through the fishbein multi-attribute approach. Bulg. J. Agric. Sci., 26 (1), 34-42

Fruits are one of the priority foods for balanced and perfect nutrition. For example, one of these fruits is banana. The
consumption of bananas is increasing along with the diet of the Indonesian population who need fresh fruit as a menu of
daily nutrition. The volume of demand for bananas is high, but often domestic market demand is not fulfilled. To support the
existence of qualified banana, therefore this study aims to 1) analyze the consumer behavior and perception in the attributes of
ready-to-eat bananas, 2) identify and analyze the attributes of ready-to-eat bananas that are considered superior by consumers
for some varieties of banana. This research was conducted at Pahing Market, Rungkut in East Java with a total sample of 40
people obtained through the accidental sampling method. Data used primary data and secondary data. The analysis used uses a
fishbein multi-attribute approach. The results of this study are 1) the most popular variety of banana is the Pisang Hijau (Green
Banana), 2) The product attributes that are considered most important by consumers in buying ready-to-eat bananas are a) the
highest attribute of Pisang Ambon (Ambon Banana) is price and the lowest is fruit defects, b) the highest attribute of Pisang-
Susu (Milk Banana) is taste and the lowest is availability, c) the highest attribute of Pisang Raja (King Banana) is taste and the
lowest is colour, d) the highest attribute of Pisang Emas (Golden Banana) is the price and the lowest is colour, e) the highest
attribute of Pisang Hijau (Green Banana) is price and the lowest is fruit defect, 3) the attributes that are considered superior by
consumers among all varieties of bananas are the price with 0.375 (Gold Banana) and taste with 0.234 (King Banana).

Keywords: banana; consumer behavior; consumer trust; consumer perception; consumer characteristics; fishbein;
multi-attribute approach

Introduction

Indonesia is a country that is rich in natural products.
Strategic areas and favorable climatic conditions enable
biodiversity to flourish in this country. Concerning the crop
yields, food requirements are also a major factor in the for-
mation of human quality and quantity. Without balanced

food and nutrition, it will affect the welfare of the popu-
lation, so food and nutrition are one of the main factors to
meet the needs of human life. Even in other countries such
as India, the balance of food and nutrition is an important
curriculum (Rathi et al., 2017). When there is an imbalance
between food and nutrition, there will be some problems
such as the prevalence of overweight and obesity among ad-
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olescents (Khadilkar et al., 2011; Midha et al., 2012; Wang
et al., 2009). Among the causes of the imbalance between the
food consumed and the nutrients obtained are due high con-
sumption of dietary fats and sugars (Goel et al., 2013), low
consumption of fresh fruits and vegetables (Bachani et al.,
2013) and the consumption of energy-dense, nutrient-poor
food products such as pizzas, chocolates, potato chips, burg-
ers and carbonated beverages (Goel et al., 2013; Singh et al.,
20006).

One example of food products that have good benefits
for the human body is fruits. Fruits in various parts of the
world are also prioritized for complete and balanced nutri-
tion. Among the examples of fruit that will also be used as
subjects in this study are bananas. Bananas in some contexts
are seen as the good source of fibers, vitamins, minerals
(magnesium, zinc, potassium, phosphorus), bioactive com-
pounds such as phenolic compounds, and resistant starch
(Chavez-Salazar et al., 2017; Borges et al., 2009; Riquette
et al., 2019; Wall, 2006; Hettiaratchi et al., 2011), potentially
contributing to health benefits (Zandonad et al., 2012; Choo
et al., 2010; Basso et al. , 2011; Costa et al., 2017).

Banana is used as the main idea of this research because
this fruit is one of the main agricultural products and produc-
tion in developing the welfare of the Indonesian people. For
Indonesian people, bananas are one of the favorite fruits that
can be consumed every day. As the consumption of bananas
increases in line with the diet of Indonesians who need fresh
fruit as a daily nutritional menu, the demand for bananas is
higher. Among the obstacles in this regard is the availability
of bananas on the domestic market that is unable to meet ex-
isting demand. The limited production of bananas is caused
by the fact that there are still very few banana planting cen-
ters in Lumajang for East Java, Indonesia. In fact, in Indone-
sia bananas occupy the first place among other types of fruits
both in terms of distribution, area of planting and in terms
of production. Indonesia’s total banana production in 2017

Table 1. Indonesian fruit production in 2017

No Fruits Production Total (ton)
1 Banana 7,008
2 Mango 2,464
3 Orange 1,999
4 Soursop 1,874
5 Salak 1,036
6 Durian 856
7 Papaya 830
8 Rambutan 733
9 Avocado 306
10 Mangosteen 111

was around 7,008 tons and Lampung, Indonesia contributed
535,732 tons or around 10.6% of the national banana pro-
duction. The community can apply the method of handling
fruit well and use it as raw material for processed products,
as well as a table fruit to fulfill vitamins and minerals. With a
touch of technology, various banana products can be served
quickly and easily and can be a profitable venture (Table 1).

Understanding consumer behavior related to fruit con-
sumption is very important market information for the
agribusiness sector. This information is needed as input for
planning and developing products and marketing fruits well.
Through the analysis of final purchasing decisions at the
stage of post-purchase behavior related to the satisfaction
felt by consumers will affect subsequent purchasing behav-
ior. If the customers are satisfied, they will show a great op-
portunity to make a repeat purchase or buy another product
at the same company in the future and is likely to recom-
mend to others. Consumer behavior or behavioral science is
the study of consumer behavior in the sense of actions to buy
a particular item.

Consumer behavior can be interpreted as the activities of
individuals who are directly involved in obtaining and using
goods and services including in the decision-making process
in the preparation and determination of these activities. The
large selection of bananas on the market makes consumers
have their respective criteria in the selection of bananas to
consume. These criteria of consideration then form the sim-
ilarity in behavior in determining purchasing decisions by
banana consumers. In carrying out marketing efforts, sellers
need consumers’ knowledge about their products. Analyzing
consumer behavior will be more profound and successful if
we can understand the psychological aspects of humanity as
a whole, the strength of socio-cultural factors and economic
principles and marketing strategies.

Banana is chosen in this study as the main subject of this
research. The problems discussed in writing this thesis are
individual buyer characteristics factors (needs), environ-
mental factors (purchasing situations) and marketing factors
(quality). Factors of individual characteristics of buyers are
closely related to consumer needs, which means the more
the needs of consumers, the more the number of purchases.
Environmental factors are closely related to the purchasing
situation, so the number of purchases in certain Market is
increasing. The marketing factor is closely related to quality,
which means the better the quality of the banana, the more
the number of purchases at a certain market. Here are some
questions that are needed to be answered in this research.

Analyzing the attitude of consumer trust in the attributes
of ready-to-eat bananas in Pahing Rungkut Market, Suraba-
ya, and East Java.
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Identifying the attributes of ready-to-eat bananas that are
considered superior by consumers for each type of bananas
and analyzing the attributes that are considered superior by
consumers for all types of bananas.

Theoretical Background and Literature Review

Banana

Banana is one of the most consumed fruits in the world.
More than 100 varieties of banana exist in this world (Fal-
comer et al., 2019). In Indonesia, more than 10 varieties of
banana can be found easily. Banana is a source of energy
(carbohydrates) and minerals, especially potassium. Banana
can be used as a food source that can maintain health and as
a medicinal ingredient to overcome various diseases such as
fever or antipyretic, antidote, anti-inflammatory, urine laxa-
tive or diuretic, as an intestinal lubricant, and can be useful
as a mild laxative. The relatively high potassium content in
bananas makes this fruit can be used as a fruit that can re-
duce the risk of developing high blood pressure. It also can
be used to overcome thirst and weakness due to a lack of
potassium. Banana can also help treat some diseases, wheat
flour allergy, dry face, spruce, constipation, and hyperten-
sion. These are some varieties of Bananas which are detected
in Indonesia and used in this research.

* Ambon Banana

This variety of Banana is divided into three types which
are Ambon Lumut Banana, Ambon Putih Banana, and Am-
bon Kuning Banana. For every 100 g of Ambon banana,
there is a nutrient content of 99 kilocalories. The calorie
content can help contribute additional energy that is need-
ed by the body in the process of metabolism. Although the
numbers are quite small, the calories in Ambon banana are
enough as an alternative food that can keep our stomach full
when hungry comes.

* Pisang Susu (Milk Banana)

Milk Banana has many benefits like other bananas. One
of its benefits is as an enhancer of folic acid. Folic acid is a
substance that is needed by the fetus for its development in
the uterus. Milk Banana contains folic acid so it is good for
pregnant women. Because bananas also contain high calo-
ries so be careful not to consume too many bananas so that
the benefits of bananas obtained by pregnant women will be
maximal. One banana can have 80-100 calories.

* Pisang Raja (King Banana)
King Banana is a tropical fruit that is widely grown in
the Southeast Asian region including Indonesia and Malay-

sia. This fruit is quite popular because the taste is classified
as very sweet when compared with other bananas. It is not
only the sweet taste that makes plantains popular, but the
high content of Vitamin C and Vitamin A also makes this
fruit excellent. Vitamin C and Vitamin A contained in this
fruit are an excellent antioxidant to reduce the impact of free
radicals and prevent cancer. King Banana is one of the fruits
that have fairly complex nutritional content. This fruit is of-
ten used as a staple food instead of rice because of its high
carbohydrate content. Besides being rich in carbohydrates,
King Banana contains Vitamin A which is large enough so
that people with cataracts and night blindness are strongly
advised to consume this fruit. One of the most important
benefits of King Banana is to help the digestive system to
keep working optimally.

* Pisang Emas (Gold Banana)

Gold Banana is a variety of banana which its existence
is easily ignored, because in Indonesia this banana is often
used to feed birds or some other traditional events, such as
weddings. Because of its tiny size, it is often numbered as a
dessert. Gold Banana is quite small in size. Its length is only
about 3-4 cm in diameter. Has thin skin and bright yellow.
In terms of taste, Gold Banana has a very sweet and very
distinctive flavor. As with other types of bananas, Gold Ba-
nana is also a healthful fruit and rich in vitamins. One of
the nutritional contents of the Gold Banana is carbohydrate.
Every 100 g of consumed Gold Banana contains 21.0-33.6
g of carbohydrate. Carbohydrates in banana include glucose,
sucrose, and fructose. Types of vitamins contained in banan-
as including Vitamins A, B1, B2, niacin and folic acid. All
types of vitamins are contained in every 100 g of consumed
and the types of minerals contained in banana gold are calci-
um, potassium, and iron.

* Pisang Hijau (Green Banana)

Green Banana can be found in any other countries in this
world. Even it has the same calling which is Green Banana,
but this variety of Banana has a different characteristic in
several countries. As an example in India, Gold Banana has
several stages of color change. Commercial standard color
charts classify the stages of banana maturation (Stage 1 =
all green, 2 = green with a trace of yellow, 3 = more green
than yellow, 4 = more yellow than green, 5 = yellow with a
trace of green, 6 = full yellow, 7 = full yellow with brown
spots) (Falcomer et al., 2019). In Indonesia, This banana skin
remains green even though it is ripe. This rind is rather thick.
The fruit is large; its length can reach 28 cm with almost
curved fruit shape. Even though it is rather large, the banana
originating from Malang, East Java but it only weighs 150-
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180 g per fruit. Green bananas seem to be a good source
of fibers, vitamins (Vit C, B6, provitamin A), minerals (po-
tassium, magnesium, zinc, phosphorus) and bioactive com-
pounds.

Consumer Characteristics

Consumer characteristics are several characteristics that
usually affect consumers in purchasing decisions are cultur-
al, social, personal and psychological characteristics (Kotler
& Armstrong, 2008). These are some consumer characteris-
tics that can be taken in this research.

* Consumer Income

Income can be defined as a reward received by a cus-
tomer from the work done to find a living. Income is usually
received in the form of money. The measured income from
a consumer, in this case, is usually not only the income re-
ceived by an individual but is measured by all the income
received by all family members where the consumer is locat-
ed. This element is really needed and some are using this ele-
ment as indicator or even as a variable to observe its effect to
other variables like Hendrarini et al. (2018) who researched
its effect to the farmer’s household food security.

e Consumer Age

Consumers with varying age will consume different
products and services. The age difference will also result in
differences in taste and brand preference. From the market-
ing side, all products regardless of age are consumers; mar-
keters need to know the composition and age distribution of
products from an area or region targeted by the market.

* Consumer Education Level

A person’s education level will also affect the values they
hold, the way they think, their perspective and even their
perception of a problem. Consumers who have better educa-
tion will be very responsive to information. Education also
affects consumers in the choice of products or brands.

Consumer Behavior

Consumer behavior is a process that is closely relat-
ed to the purchasing process, at that time consumers carry
out activities such as searching, researching, and evaluating
products. Consumer behavior underlies consumers to make
purchasing decisions. Product quality and the price of the
product or service are some variables that can affect the
consumer behavior. If the price of a product is not too high,
then consumers will not need too long to think about and do
consumer behavior activities. But if the price of an item or
service is arguably high, or expensive, then the consumer

will give more effort to the item. The buyer will increasingly
do consumer behavior, such as seeing, asking, evaluating,
and considering. Consumer behavior according to Hawkins
& Mothersbaugh (2013) is defined as the study of individ-
uals, groups or organizations and the processes they use to
select, secure, and eliminate products, services, experiences
or ideas to meet needs and that this process will have an im-
pact on consumers and society. Consumer buying behavior
is the study of the ways of buying and disposing of goods,
services, ideas or experiences by the individuals, groups
and organizations to satisfy their needs and wants (Kotler &
Keller, 2009).

Consumer Trust

Trust is defined as the level of reliability ensured by one
party to another within a given exchange relationship (Rot-
ter, 1967). Trust also can be defined as customers’ trust in
a service seller’s reliability and integrity (Morgan & Hunt,
1994). Consumer trust is also known as consumer knowl-
edge about an object, its attributes, and benefits. Consum-
er trust or consumer knowledge concerns the belief that
a product has various attributes and the benefits of these
attributes. In general, the definition of trust refers to the
existence of trust by the first party (one party) to the sec-
ond party (another party) that the second party will behave
which causes positive results to the first party. Attributes
are characteristics or features that an object may or may
not have. While the benefits are positive results provided
to consumers. Trust is generally seen as a fundamental ele-
ment for successful relationships. Without trust, a relation-
ship will not last for a long time.

Perception

Perception (from Latin word which is perception or per-
cipio) is the act of compiling, recognizing and interpreting
sensory information to provide an overview and understand-
ing of the environment. Perception includes all signals in the
nervous system, which are the result of physical or chemi-
cal stimulation of the sensing organs such as vision which is
light that affects the retina in the eye, a kisser that uses a me-
dium of smell molecules (aroma), and hearing that involves
sound waves. Perception is a process by which individuals
organize and interpret their sensory impressions in order to
give meaning to their environment. What one perceives can
be substantially different from objective reality (Robbins,
2000). Perception is not passive acceptance of cues, but is
shaped by learning, memory, hope, and attention. Perception
depends on the complex functioning of the nervous system,
but does not appear to exist because it occurs outside of con-
sciousness.
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Methods

The chosen location of this research is Pahing Market,
Rungkut District, Surabaya. The determination of this loca-
tion is affected by considering the age of the market stand-
ing that has been running for 20 years and a large number
of consumers who always packs the market every day, as
well as its strategic location. Moreover, the Pahing market
is a fruit center and it is considered to be cheaper than the
surrounding markets. Moreover, the Pahing market is very
strategic which is close to residential areas and offices. The
data in this study were collected using primary data that is
taken directly in the field and communicating with respon-
dents through interviews. Secondary data in this study is a
source of data obtained indirectly through intermediary me-
dia (obtained and recorded by other parties) in the form of
sales data and price data.

In this study, the sample used is consumers whose profes-
sion is as housewives making purchases directly without an
intermediary (household assistant). The basis for taking the
population can be seen from the respondents who already
know the ready-to-eat fruit products. Based on the data that
is known, and then the sampling is done by accidental sam-
pling method by finding consumers whose dwellings are
close to the Surabaya Pahing Market, Rungkut. The sam-
pling is carried out in two stages which the first one is in
the morning (08.00-11.00) and the second is in the afternoon
(13.00-16.00) with respondents aged the same as 17 years
and above. Through the basis of calculations using the num-
ber of indicators and scale range, a sample of 40 respondents
was found.

The Likert scale is used which is used to measure the
perception, attitude or opinion of a person or group regard-
ing an event or social phenomenon, based on an operational
definition set by the researcher. This scale is a psychometric
scale that is usually applied in questionnaires and is most
often used for research in the form of surveys, including in
descriptive survey research. With a Likert scale, the vari-
ables to be measured are translated into indicator variables.
Then the indicator is used as a question point, this study uses
five scales. This calculation uses a Likert scale from (-2)
to (+2). Each consumer’s taste for the product attributes is
given a score from (-2) to (+2) to see the respondent’s ten-
dency towards the consumer’s preference for the attributes
of a banana ready for consumption. For qualitative analy-
sis, the answers from respondents will be given a score and
grouped according to the value or weight of each question or
item number consisting of the respondent’s answer. The re-
search question will be answered through the use of fishbein
multi-attributes approach.

Results and Discussion

Most consumers who buy and consume ready-to-eat ba-
nanas are 80% or as many as 32 people who are female, and
20% or as many as 8 people are male. Women are the de-
cision-makers in family shopping activities and as the reg-
ulators of lifestyle consumption of food or snacks. In their
families generally, women shop for daily needs so that they
have more knowledge about the needs of the household. Be-
sides, women also have a high enthusiasm to collect the price
data from one seller to others to get the desired price. They
are also very reliable in negotiating a purchase so that it gets
a very cheap price. They are identified quite intelligent and
have a lot of knowledge before buying so that the goods cho-
sen are the best for consumption and also beneficial for body
health such as choosing ready-to-eat bananas that are benefi-
cial to maintain heart health, help the digestive tract, reduce
the risk of cancer, maintain eye health, reduce the risk of kid-
ney problems, and also maintain skin health and many other
health for the body. By shopping in the traditional market,
women also care about the movement of the small economy
so that it can improve the economy in the traditional market
such as Pahing Rungkut Surabaya, Indonesia.

In terms of age, the majority of consumers who buy and
consume ready-to-eat bananas and buy ready-to-eat banan-
as based on the age of consumers are 13% or as many as 5
people aged 21-25 years, 38% or as many as 15 people aged
26-30 years, 36% or as many as 14 people aged 31-35, 13%
or as many as 5 people aged above 35 years. The results of
this study indicate that consumers aged 26-30 years more of-
ten buy their needs in traditional markets because consumers
of that age have very experienced transactions in tradition-
al markets. In this age, many consumers are responsible for
their basic needs, and also signify that consumers aware of
the health of the body for themselves and their loved ones,
so it is very necessary to consume bananas ready-to-eat to
maintain health.

In terms of employment, the majority of ready-to-eat
bananas consumers’ employment in traditional markets is a
housewife with 40% aggregate or 16 people. 35% or 14 peo-
ple are indicated as private employees, 20% or 8 people are
entrepreneurs, and 5% or 2 persons are civil servants. These
results indicate that consumers who often buy ready-to-eat
bananas have a housewife’s job because housewives have
free time to shop to the market so that the market is dom-
inated by housewives and according to housewives health
is needed by the family if housewives see nutritional needs
are met.

In this study, five varieties of bananas were used as
research subjects, namely: Ambon Banana, Milk Banana,
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King Banana, Gold Banana and Green banana. From the
S varieties of bananas, 27% or 11 people likely buy Green
Banana, 20% or 8 people buy Gold Banana, 13% or 5
people buy Ambon Bananas, 15% or 6 people buy Milk
Bananas, and as many as 25% or 10 people buy King Ba-
nana. Among the five varieties of ready-to-eat bananas,
the most widely purchased by consumers is the Green Ba-
nana.

A. Fishbein Result

In the Fishbein model, a person’s attitude towards certain
objects is measured, based on the evaluation and belief of
the consumer. The method of measuring the level of impor-
tance (ei) of consumers to the multi attributes that are inher-
ent and can be seen directly by these consumers. Evalua-
tion of interests shows the level of consumer preference for
these attributes. Strong interests regarding positive attributes
have a greater influence on consumer attitudes. The level of
trust (bi) is the probability of the association between the
object and its relevant attributes. The strength of brand trust
is influenced by its past with objects. Trust in products will
strengthen when based direct use of the product, besides that
trust based on direct knowledge also has a greater effect on
consumer attitudes.

* Consumer Behavior towards Ready-To-Eat Ambon
Banana

Based on the table above, it can be seen that the attitudes
of consumers towards Ambon Banana based on the multi-
plication of the average value of trust and the average val-
ue of the evaluation obtained in the order of Price, Taste,
Availability, Freshness, Color, Ripeness, Type, and Defect.
The highest attribute on Ambon Banana is the price; this is
because the price of Ambon bananas is affordable for middle
and lower respondents, so they are interested in buying it.
Another factor is the much cheaper price.

Table 2. The Score of Trust and Respondents Evaluation
of Ambon Banana Multiatributes

Attributes ei bi ei bi Sequence
Type 0.12 -0.4 -0.048 7
Price 0.20 0.8 0.160 1
Color 0.08 0.4 0.032 5
Defect 0.05 -0.2 -0.011 8
Freshness 0.13 0.6 0.078 4
Ripeness 0.07 0.2 0.015 6
Taste 0.19 0.8 0.156 2
Availability 0.19 0.6 0.117 3

Note: ei = the evaluation level; bi = the belief level

e Consumer Behavior towards Ready-To-Eat Milk
Banana

Based on the table above, it can be interpreted that con-
sumer attitudes toward Milk Banana based on the multiplica-
tion of the average value of trust and the average value of the
evaluation obtained in the order of Taste, Freshness, Type,
Price, Color, Ripeness, Defect and Availability. The highest
attribute on Banana Milk is taste. This happens because the
taste of banana milk is delicious and sweet, with the result
that this is the factor making customers interested to buy.
Milk Banana is suitable for fresh fruit dishes. The size of a
small fruit is almost the same as Gold Banana. The Milk Ba-
nana is thin rind, yellow with black spots, yellowish-white
flesh, and sweet, soft and fragrant fruit flavors. The lowest
attribute is the availability; this is because availability is not
too important in buying, because consumers buy bananas
only for family consumption.

Table 3. The Score of Trust and Respondents Evaluation
of Milk Banana Multiatributes

Attributes ei bi ei bi Sequence
Type 0.12 0.5 0.07 3
Price 0.20 0.33 0.07 4
Color 0.08 0.66 0.05 5
Defect 0.06 0.83 0.05 7
Freshness 0.13 0.67 0.09 2
Ripeness 0.08 0.67 0.05 6
Taste 0.19 1.17 0.22 1
Availability 0.19 0.17 0.03 8

Note: ei = the evaluation level; bi = the belief level

e Consumer Behavior towards Ready-To-Eat King
Banana

Based on the table above, it can be seen that consumer
attitudes toward King Banana based on the multiplication
of the average value of trust and the average value of the
evaluation obtained sequence: Price, Taste, Freshness, Avail-
ability, Ripeness, Type and Color. The highest attribute on
plantain is price and then taste. This happens because the af-
fordable for middle and lower respondents and also the taste
of King Banana is delicious and sweet, so it is interesting to
buy it. King Banana is suitable for fresh and processed fruit
dishes. With appearance such as thick yellow rind with black
spots on ripe fruit, the size of the fruit is quite large with a
diameter of 3.2 cm and a length of 12-18 cm. Ripe flesh col-
ors reddish yellow when eaten, it feels legit and sweet with a
fragrant aroma. The lowest attribute is color. The color is not
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Table 4. The Score of Trust and Respondents Evaluation
of King Banana Multiatributes

Attributes ei bi ei bi Sequence
Type 0.12 0.3 0.036 6
Price 0.20 1.3 0.260 1
Color 0.08 0.3 0.024 8
Defect 0.05 0.6 0.033 7
Freshness 0.13 1.1 0.143 3
Ripeness 0.07 0.5 0.037 5
Taste 0.19 1.2 0.234 2
Availability 0.19 0.2 0.039 4

Note: ei = the evaluation level; bi = the belief level

too important, because consumers are aware that the quality
of fruit in the market is low.

e Consumer Behavior towards Ready-To-Eat Gold
Banana

The following Table 5 will exhibit that consumer atti-
tudes toward golden bananas are based on the multiplication
of the average value of trust and the average value of the
evaluation obtained in the order of Price, Taste, Freshness,
Auvailability, Type, Ripeness, Defect and Color. The highest
attribute on Gold Banana is price. This happens because the
price of Gold Banana is affordable for middle to lower re-
spondents, so they are interested in buying it. Gold Banana is
suitable for fresh fruit dishes. Small-sized fruit with a diam-
eter of 3-4, thin rind with a bright yellow color on ripe fruit.
Soft flesh, the taste is very sweet and the aroma is fragrant.
The lowest attribute is color.

Table S. Score of Trust and Respondents Evaluation of
Gold Banana Multiatributes

Attributes el bi ei bi Sequence
Type 0.12 0.87 0.105 5
Price 0.20 1.87 0.375 1
Color 0.08 0.12 0.010 8
Defect 0.05 0.25 0.013 7
Freshness 0.13 1.00 0.130 3
Ripeness 0.07 0.50 0.037 6
Taste 0.19 1.25 0.243 2
Availability 0.19 0.62 0.121 4

Note: ei = the evaluation level; bi = the belief level

e Consumer Behavior towards Ready-To-Eat Green
Banana

Based on the table above, it can be pointed that con-
sumer attitudes toward Green Banana are based on the

multiplication of the average value of trust and the aver-
age value of the evaluation obtained in the order of Price,
Taste, Availability, Freshness, Type, Ripeness, Color and
Defect. The highest attribute on Green Bananas is Price.
This happens because the price of Green Banana is af-
fordable for respondents, so they are interested in buying
them. The lowest attribute is fruit defect. This happens
because fruit defect is not too important in buying. Con-
sumers are aware and informed that bananas before reach-
ing the hands of traders, require shipping and transfer of
hands from farmers to consumers, and are moved from
box one to box, from truck to truck. Therefore from that
the fruit can be rotten.

Table 6. Score of Trust and Respondents Evaluation of
Green Banana Multiatributes

Attributes ei bi ei bi Sequence
Type 0.12 0.45 0.054 5
Price 0.20 1.72 0.345 1
Color 0.08 0.36 0.029 7
Defect 0.05 0.00 0.000 8
Freshness 0.13 0.45 0.059 4
Ripeness 0.07 0.45 0.034 6
Taste 0.19 1.00 0.195 2
Availability 0.19 0.36 0.070 3

Note: ei = the evaluation level; bi = the belief level

e Value of Consumer Trust Attitudes (Ao) on Some
Varieties of Ready-To-Eat Bananas

The following table will explain that the attitude of con-
sumer trust in ready-to-eat banana products is as follows:

* 1. Ambon Banana

a. The highest attribute is Price. This is because the price
of Ambon Banana is quite affordable for consumers, so con-
sumers are interested in buying it.

b. The lowest attribute is fruit Defect. This happens be-
cause the fruit defects in ready-to-eat Ambon Bananas are
not too much thought by consumers.

* 2. Milk Banana

a. The highest attribute is Rasa. This is because the taste
of Milk Banana is delicious and sweet so consumers are in-
terested in buying it.

b. The lowest attribute of milk bananas is Availability.
This happens because consumers are not overly thought
about its availability.

* 3. King Banana

a. The highest attribute is Taste. This is due to the King
Banana taste delicious and sweet for consumers, so consum-
ers are interested in buying it.
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Table 7. Value of Consumer Trust Attitudes (Ao) on Some Varieties of Ready-To-Eat Bananas

No Attributes

Attitudes of Consumer Trust (Ao) on Various Types of Ready-To-Eat Bananas

Ambon Banana Milk Banana King Banana Gold Banana Green Banana
1 Type -0.048 0.060 0.036 0.105 0.054
2 Price 0.160 0.067 0.260 0.375 0.345
3 Color 0.032 0.053 0.024 0.010 0.029
4 Defect -0.011 0.046 0.033 0.014 0.000
5 Freshness 0.078 0.087 0.143 0.130 0.059
6 Ripeness 0.015 0.050 0.037 0.037 0.034
7 Taste 0.156 0.227 0.234 0.244 0.195
8 Availability 0.117 0.032 0.039 0.122 0.071
Notes:

[ 1= the highest attribute
[ = the lowest attribute

b. The lowest attribute is Color. This explains that con-
sumers are not too concerned with the color of Raja Banana.

* 4. Gold Banana

a. The highest attribute is Price. This is because the price
of Gold Banana is quite affordable for consumers, so con-
sumers are interested in buying it.

b. The lowest attribute is Color. This explains that con-
sumers are not too concerned with the color of Gold Banana.

* 5. Green Banana

a. The highest attribute is Price. This happens because the
price of Green Bananas is quite affordable for consumers, so
consumers are interested in buying it.

b. The lowest attribute is fruit defect. This is because the
fruit defect in Green Banana is not too important by con-
sumers.

Conclusion

Attributes that are considered superior to bananas by con-
sumers from all varieties of bananas taken in this research
are the price and taste of Gold Banana. The price is chosen
because the cheapness and the consumers who shop are from
the middle class and lower with a value of 0.375, while the
Green Banana is 0.345, the King Banana is 0.260, the Milk
Banana is 0.066, and the Ambon Banana is -0.16. Attributes
of taste from Gold Banana is 0.243, Green Banana 0.195,
King Banana 0.234, and Milk Banana 0.0325, and the last
Ambon Banana is 0.117. It can be concluded that consumers
prefer Gold Banana compared to other varieties of Banana.
Gold Banana is suitable for fresh fruit dishes. Small-sized
fruit with a diameter of 3-4. It is thin rind with a bright yel-
low color on ripe fruit, soft flesh, and the taste is very sweet
as well as the aroma is fragrant. Moreover, this banana tastes
legit, does not make you uncomfortable, and even though
the color is yellow and very high in nutrients. It can even

be the main daily nutrient intake for all ages; it can also be
used as nutritional therapy. Bananas that we know every day
have quite high nutrition. As a dessert, banana is very fitting.
As a snack it is also very suitable. In addition to its delicious
taste, the price of a cheap banana also attracts people to buy
it, by paying Rp. 5,000 per kg, we can bring home bananas
for consumption by family members.

Banana which has the lowest attribute is Ambon Banana
because of its large banana shape, although the color is ripe
yellow but sometimes it tastes delicious, and the price is
more expensive than Gold Banana. Among those varieties of
bananas, the most long-lasting banana is Green Banana due
to their thick rind and then for the banana which is perish-
able is Gold Banana, due to their thin rind. The Bananas sold
in the Pahing Traditional Market are not processed through
artificial processes, such as the use of carbide, because trad-
ers do not want the bananas sold for the sweet taste to be
inadequate. The bananas processed by using carbide do not
provide a common sweet taste and unique aroma like when
the bananas run into the natural process.
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