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Abstract

MD Coffee is a culinary specialty of Gayo arabica coffee. The name MD Coffee is taken from the
abbreviation of his parents' name, Mr. Mudiono (abbreviated as MD). In 2017 MD Coffee was
established, MD Coffee has a variety of coffee variants with unique and authentic flavors (bitter
and sweet). MD Coffee has interesting things, namely coffee beverage products that are suitable for
various groups of young people and parents, arabica coffee drinks with flavors (bitter and sweet),
temperatures (hot and cold) that vary and coffee drinks with variants (americano, black coffee,
espresso and double espresso) that are diverse are an attraction for MD Coffee. This study aims to
determine consumer preferences for product attributes of arabica coffee drinks at MD Coffee. This
research method uses a quantitative descriptive method using conjoin analysis. The results of this
study indicate the NPR value of variants (54,660) the variants available at MD Coffee are
americano, black coffee, espresso and double espresso, the NPR value of taste (24,311) the flavors
available at MD Coffee are bitter and sweet, the NPR value of temperature (21,030) the
temperatures available at MD Coffee are hot and cold. The combination of attributes that
consumers prefer in arabica coffee beverage products at MD Coffee is the espresso variant, bitter
taste, and hot temperature..

Keywords: Product attributes, Arabica Coffee, Consumer Preferences.

1. INTRODUCTION
Indonesia is an important producer and consumer of coffee commaodities and ranks fourth

after Brazil, Vietnam and Colombia, and is the seventh largest coffee consumer in the world
(Ministry of Industry, 2017). Aceh is one of the provinces in Indonesia that is famous for coffee
production. Coffee production in Aceh is ranked second highest after palm oil production, reaching
73,419 tons in 2020 (Badan Pusat Statistika Aceh, 2022).

Arabica coffee is one of the plantation crops that has become a leading export product.
Specifically, this plantation commaodity is a leading commaodity in two districts located in the Gayo
highlands, namely Central Aceh and Bener Meriah Districts, Aceh Province. The famous arabica

coffee from the Gayo region at an altitude of 1,200m above sea level is Fair Trade Certified and
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organically certified. It is called organic because the growth and care of Gayo coffee up to disease
and pest control is carried out organically and sustainably without the help of synthetic substances
(Baihagi et al., 2021).

Bener Meriah Regency has a very potential soil type for coffee plant development, namely
podzolic soil type (Ruhdi, 2009). This makes this district famous as the largest coffee producer in
Sumatra and even in Indonesia. This is also one of the reasons why Bener Meriah Regency has
many cafes that serve coffee drinks so that consumers can have many considerations in choosing
and consuming coffee drinks. This will affect preferences in decision-making to choose coffee
drinks.

Mekar Ayu Village is one of the villages in Timang Gajah Subdistrict which has one of the
cafes that has produced arabica coffee drinks, namely MD Coffee Roaster & Cofee Store. MD
Coffee is the only cafe in the Timang Gajah area that has a Farm to Cup concept that produces
coffee drinks from coffee beans from its own garden, this is because to maintain the quality of MD
Coffee coffee drinks. Mr. Prio Handoko is one of the original farming communities in Mekar Ayu
Village who founded MD Coffee. MD Coffee was established in 2017. MD Coffee has a historical
background taken from the abbreviation of his parents' name, Madiono (abbreviated as MD). MD
Coffee has a variety of coffee variants with unique and authentic flavors. Coffee drink products in
MD Coffee are in demand from various groups of consumers.

MD Coffee serves coffee drinks in a variety of ways, namely with hot and cold
temperatures, and the variants of coffee drinks provided are Americano, Black Coffee, Espresso,
Double Espresso, which have a bitter and sweet taste, so that it becomes a large selection of coffee
drink consumers and becomes an attraction for MD Coffee and generally consumers like this.
Consumer choices when buying a product are referred to as consumer behavior, which to some
extent shapes perceptions, while those that refer to consumers' tendencies or desires for certain
products or services are referred to as consumer preferences. Consumer preferences are obtained
from consumer assessments of the attributes of the product and the assessment of each component
contained in the attribute. Like MD Coffee producers who need to pay attention to how consumer
preference patterns for products in the arabica coffee beverage industry, especially now that
competition between entrepreneurs in the arabica coffee beverage industry is getting tighter. In
connection with the above background, the researcher is interested in examining “Consumer
Preferences for Arabica Coffee Drinks at MD Coffee Roaster & Coffee Store, Bener Meriah
Regency”.
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2. LITERATURE AND THEORETICAL REVIEW

Preference comes from the English “preference” which means something that is more
desirable, a top choice, a priority need. Preference is something that should take precedence over
others, priority, choice, tendency and preference. Preference is an attitude that prefers one thing
over another. Preference assessment is a research technique that presents two or more objects for
the subject to choose from, measured through verbal or oral tests. In general, preference is defined
as a person's choice of likes or dislikes for a product or service used. According to Philips Kotler
(2000) consumer preferences show consumer preferences from a wide selection of existing service
products. Furthermore, Philips Kotler (2000) suggests that preferences are described as consumer
attitudes towards products and services as an evaluation of a person's cognitive properties,
emotional feelings and tendencies to act through objects or ideas. Finally, perceptions that have
settled and attached will become preferences.

According to Swasta and Handoko (2019), consumer behavior is an individual activity that
is directly involved in obtaining and using goods and services including the decision-making
process and preparation for determining these activities. A deeper theory of consumer behavior is
explained by Shiffman et all (1997), consumer behavior is the behavior that consumers pay
attention to when looking for, buying, using, evaluating and ignoring products, services or ideas
that require consumer satisfaction to be able to meet needs by consuming the products or services
offered.

According to Tjiptono (2001) product attributes are elements contained in the product itself
that are seen by consumers and are the main basis for making purchasing decisions. Meanwhile,
according to Lovelock and Wright (2007) the definition of product attributes is all features, both
tangible and intangible, of a good or service that customers can assess. Product attributes can be
used to measure consumer satisfaction with a product.For example, if a product has good quality,
then it is likely that consumers will feel fast with the product. Product attributes can include brand,
packaging, label, warranty and service.

3. IMPLEMENTATION METHOD

This research was conducted at MD Coffee, Mekar Ayu Village, Timang Gajah District,
Bener Meriah Regency. The determination of the location of this research was carried out
purposively with the consideration that MD Coffee is the only cafe with the Farm to Cup concept

that produces coffee drinks from coffee beans from its own garden. The scope of this research is
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limited to consumer preferences for arabica coffee purchasing decisions at MD Coffee. The object
of this research is consumers who are consuming or buying arabica coffee at MD Coffee.

The data collection technique in this study uses primary data and secondary data. Primary
data is taken from the results of direct interviews with MD Coffee consumers as respondents with
questions (questionnaires) that have been prepared in advance according to the research objectives
and needs. Secondary data is data obtained from previous research reports, books, journals, articles,
BPS Bener Meriah, and literature studies. To obtain data in this study, data collection was carried
out through two methods, namely: 1. Survey method is an observation method used to obtain data
that occurs at this time. 2. The interview method is a data collection technique through a one-way
direct question and answer process with consumers. The sampling technique in this study is
accidental sampling, which is based on the spontaneity factor of anyone who accidentally meets the
researcher and according to the characteristics, then that person can be used as a sample (Sugiyono,
2017). The sample taken from the population, the sample taken from the population must truly
meet the characteristics.

According to Santoso (2010), the recommended number of samples in conjoin correlation
research is between 50 and 100 samples. In this sampling technique, consumers who are consuming
arabica coffee drinks at MD Coffee. The number of samples used in this study was determined as
many as 75 respondents who were considered to have represented the population of consumers who
visited MD Coffee with the criteria of at least two purchases, aged over 18 years with the hope that
this age was considered appropriate as a respondent with purchases within the last month.

This study uses conjoin analysis to measure the utility value and relative importance of
each attribute. This usefulness value shows consumer preferences for the level of an attribute where
the highest usefulness value of a level tends to be preferred by consumers. While the relative
importance value shows an indication of the order of attributes that can influence consumers in
buying arabica coffee drinks. Conjoin analysis is not only used to obtain the value of consumer
utility for each attribute, but also to determine the relative importance of each attribute for
consumers, namely by knowing the difference between the highest and lowest levels of utility for
that attribute.

To solve the first problem, the descriptive analysis method is used. Descriptive analysis is a
method of examining the status of a group of people, an object, a condition, a system of thought, or
a class of events in the present. The purpose of descriptive analysis is to make descriptions, pictures
or paintings systematically, factually, and accurately about the facts, properties and relationships

between phenomena. Then to solve the second problem in this study using conjoin analysis.
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Conjoin analysis is a technique used specifically to determine the attributes that are the preferences
and attributes that are most considered by consumers of coffee drinks. The stages carried out in
designing and implementing Conjoin Analysis are as follows:
1. Determine the Design Attributes and Levels that are Considered Important

Defining factors as specific attributes and then levels as part of an object's factors. In this
analysis, designing influential attributes is part of identifying attributes with levels, each of which
is used to create stimuli. The variables used in this study are attributes obtained from the arabica
coffee drink menu at MD Coffee. Attributes that play a role in consumer preferences for arabica
coffee drinks at MD Coffee are product variants, flavors and temperatures of arabica coffee drinks.
Each attribute will then be described in the attribute level which can be seen in table 1, as follows:
Table 1. Attributes and Levels of Arabica Coffee Attributes.

No Attributes Level
1 Variant Americano
Black Coffee
Espresso

Double Espresso

2 Flavor Bitter
Sweet

3 Temperature Hot
Cold

Source: Primary Data (processed), 2024.
2. Designing Stimuli

The combination of attributes with levels is called a stimuli. In this study, the forms of stimuli
that can be formed are variants, flavors and coffee temperatures. The possible stimuli from
attributes and levels in MD Coffee consumer preference research are 4x2x2 = 16 stimuli. There are
two ways to design a combination of attribute levels, namely:

a. The full profile (approach)

In the full profile (approach), respondents will give ratings on level-level combinations of

attributes (stimuli) that describe the complete product profile. This method can reduce unrealistic

combinations for easy evaluation.
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b. Pairwise (approach).

In the pairwise approach, respondents are asked to rate which profile they prefer from each
pair of profiles created. If there are p attributes, the number of pairs evaluated is p (p-1)/2 pairs.

This research uses a full profile or complete combination approach to collect data, because the
full profile approach can show the complete product profile. In this full profile approach, stimuli
were designed using SPSS software version 20.0 for Windows to help reduce stimuli from the 16
possible stimuli so that not all combinations had to be analyzed further.A total of 8 stimuli were
obtained by using fractional factorial and orthogonal array concepts. The number of 8 stimuli is the
minimum number of stimuli cards formed or designed by SPSS software version 20.0 for
Windows. The stimuli cards are arranged in the form of stimuli cards, where each card contains a
combination of different attribute levels with existing stimuli cards. This combination is used as
questionnaire material by providing a rating or assessment of the existing combination. The stimuli
card or combination of MD Coffee products that have been designed can be seen in the table
below:
Tabel 2. Stimuli (Kartu Menggunakan Rancangan Faktorial Sebagian dengan Konsep

Orthogonal Array)

No Product Variants Flavors Temperatures
@ ) ®) )

1 Americano Sweet Cold

2 Espressoo Sweet Hot

3 Espressoo Bitter Cold

4 Americano Bitter Hot

5 Black Coffee Bitter Hot

6 Black Coffee Sweet Cold

7 Double Espresso Bitter Cold

8 Double Espresso Sweet Hot

Source: Statistical Processing Results SPSS 20.0
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3. Determine Data Collection Methods
There are two approaches that can be used, namely:
a. Non-metric data, in non-metric data consumers are asked to rank stimuli from order 8 for the
most preferred stimuli to order 1 for the least preferred stimuli.
b. Metric data, consumers are asked to rate each stimuli in the following way:
e Using ranking values ranging from 8 to 1 (8 = most preferred, 1 = least preferred).
e Using reverse ranking values, for the most preferred stimuli, the highest value is given
equal to the number of stimuli, the most preferred stimuli are given a value of 8 while the
least preferred are given a value of 1.
4. Gathering Respondents’ Opinions on Existing Stimuli
This consumer opinion is called the utility value, which is expressed in numbers and is the
basis for conjoin calculations. Each consumer is asked to rate the combination of products that have
been arranged into a stimuli card to be rated from the most preferred (rank 8) to the least preferred
showing the tendency of consumer selection towards the preferred stimuli combination (rank 1).
The total utility value is obtained from the sum of the utility values of each attribute in a profile.
5. Performing the Conjoin Analysis Procedure
After receiving consumer opinions through ranking on the stimuli cards that have been given,

then carry out the conjoin analysis process. The simple formula of conjoin analysis:

U(x) : Utility (Usability Value) total of each stimuli/combination

Alj : Utility (Usability value of the i-th attribute (i=1,2,3, ,m) and the j-th level
(1,2,3,...,m).
1,2,3,...k)

k : The number of levels of attribute i

m : Number of attributes

Xij : The i-th dummy variable attribute of the j-th level (1 = level appears: 0 = level

does not appear).
4. RESULTS AND DISCUSSION
4.1 Consumer Characteristics
Consumer characteristics in this study are characteristics that are generally possessed by
consumers in buying Arabica Coffee Drink products at MD Coffee Roaster & Coffee Store. The
characteristics of consumers observed in this study are gender, age, education, occupation, income

and number of dependents.
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Table 3. Characteristics by gender

Gender Number (Person) Percentage %
Male 64 85
Female 11 15
Total 75 100

Tabel 4. characteristics based on age

Age (Year’s) Number (Person) Percentage %
18-25 32 43
26-35 37 50
36-45 3 4
46-55 2 2
56-65 1 1
Total 75 100

Tabel 5. characteristics based on education

Education Level Number (Person) Percentage %
Compulsory Learning 2 3
High Scool 47 63
Higher Education 26 34
Total 75 100

Tabel 6.characteristics based on eccupation

Jobs Number (Person) Percentage %
Self-employed 25 33
Farmers 14 19
Student 17 23
Employees 10 13
Entrepreneurship 6 8
Private Civil Servant 3 4
Total 75 100
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Tabel 7. Characteristics based on income

Revenue (Rp) Number (Person) Percentage %
Very high (>Rp.4.500.000) 29 39
High (Rp.3.000.000-Rp.4.500.000) 18 24
Medium (Rp.1.900.000-Rp.3.000.000) 9 12
Low (<Rp.1.900.000) 19 25
Total 75 100

Tabel 8. Characteristics based on number of dependents.

Number of Dependents (Person) Number (Person) Percentage %
1 14 59
1-3 24 32
4-6 6 8
7-8 1 1
Total 75 100

4.2 Consumer Preferences
1. Utility Value at Each Attribute Level.

Usability value is the preference value chosen by consumers for the level of attributes in
the product (Arikunto, 2002). Positive values (+) are consumer preferences for certain attribute
levels in a product, while negative values (-) indicate the level of consumer dislike for the attribute
level of a product. Usability value aims to see the value of satisfaction or enjoyment obtained from
consumers after consuming a product from attributes in other words to find the most important
attribute level in an attribute. The attributes analyzed in this study are variant, taste and
temperature. Each attribute has a level with varying usefulness, the usefulness value of each

attribute level can be seen in the following table:
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Table 9 Value of Each Attribute

Utility Estimate Std. Error
Variant Americano -.102 337
Black Coffee .018 337
Espresso 332 337
Double Espresso -.248 337
Flavor Pahit 152 195
Manis -.152 195
Temperature | Panas .255 195
Dingin -.255 195
(Constant) 4.495 195

Source: Statistical Management Results SPSS 20.0

Nilai Urility Estimate Atribut Varian

0.4
0,2 0,331
-0,10, ’ -0,24
Americano Black Espresso Double
-0,2 Coffee Espress

-0,4
Source: Statistical Management Results SPSS 20.0

(=

Based on the diagram above, the utility estimate value on the variant attribute is as follows:

1)

2)

3)
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Americano, the americano variant has a utility estimate value of -0.102, which means that the
americano variant tends to be less attractive to consumers of arabica coffee drinks at MD
Coffee. This is because the americano variant of arabica coffee drinks has a coffee flavor that
is not too strong and not too bitter, the texture is more liquid and not thick. So that consumers
at MD Coffee are less interested in the americano variant.

Black coffee, in the black coffee variant which has a utility estimate value of 0.018, which
means that the black coffee variant tends to be quite attractive to some consumers of arabica
coffee drinks at MD Coffee. . This is because black coffee arabica coffee drinks are coffee
drinks that are served without the addition of sugar, milk, or other ingredients that change the
taste. Black coffee is made by brewing roasted coffee beans in hot water.

In the espresso variant, which has the highest utility estimate value of 0.332, which means that

the espresso variant is in great demand by consumers of arabica coffee drinks at MD Coffee.
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This is because espresso arabica coffee drinks have a stronger bitter taste when compared to
americano coffee. Because espresso coffee is a direct extract from coffee beans made with
high pressure and temperature without any mixture. In this variant, the composition of arabica
coffee drinks is more dominant than the composition of sweetened condensed milk (SKM), so
the espresso variant will tend to be bitter, which is favored by consumers. Espresso is also a
typical Acehnese coffee sold at a very affordable price. This is what causes the high utility
estimate value of the espresso variant at MD Coffee.

Double espresso, the double espresso variant has the lowest utility estimate value of -0.248,
which means that the double espresso variant tends to be less desirable for consumers of
overly strong arabica coffee drinks at MD Coffee. because the majority of consumers at MD
Coffee like coffee drinks that are not too strong in coffee flavor. Therefore, the double
espresso variant, which consists of a mixture of twice the coffee powder compared to espresso,
makes an unusual taste on the tongue of coffee lovers because it is too thick and bitter. This is

why the double espresso variant has the lowest utility etimate value.

Nilai Urility Estimate Atribut Rasa

0.2
0.1 0,152
0 -0.152
Pahit Manis
-0.1

Figure 3. Utility Estimate Value of Taste Attributes

In the diagram above the utility estimate value on the flavor attribute is as follows:

1.

Bitter, the bitter taste has the highest value of 0.152. This is because in general, consumers
who buy arabica coffee drinks at MD Coffee are connoisseurs of arabica coffee drinks. So that
the taste that consumers want to enjoy is a bitter taste as the original taste of coffee beans.

Sweet, sweet taste has the lowest utility estimate value of -0.152. This is because sweet flavors
tend to be less attractive to consumers who don't really like sweet flavors because if the taste
of arabica coffee drinks tends to be sweet, it will reduce the bitter taste that consumers want to

enjoy in arabica coffee drinks at MD Coffee.
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Nilai Urility Estimate Atribut Suhu

0.4
0.2 0.255

0 -0.255
Panas Dingin
-0.2 -
0.4

Gambar 4. Nilai Utility Estimate Atribut Suhu

Based on the diagram above, the utility estimate value at the temperature attribute is as

follows:

1.

Hot, at hot temperatures have the highest utility estimate value of 0.255. This is because the
cold air in Bener Meriah Regency makes consumers prefer the temperature of hot arabica
coffee drinks. In addition, with hot temperatures consumers can enjoy the distinctive sharp
aroma of arabica coffee drinks which have many benefits such as being able to relieve stress
and maintain caffeine levels in arabica coffee drinks. Hot coffee drinks are very suitable to be
enjoyed at MD Coffee because the geographical area around MD Coffee is a mountainous
area where the air temperature is quite cold so that by enjoying arabica coffee drinks it can
warm the body.

Cold, cold temperatures have the lowest utility estimate value of -0.255. This is because cold
temperatures can reduce the distinctive sharp aroma of coffee drinks and reduce caffeine
levels in coffee drinks and reduce the bitterness in coffee due to the mixture of ice which

makes the coffee dose change because the ice melts.

2. Relative Importance Score (NPR) of Each Attribute.

Table 10. Relative importance value (NPR) of each attribute.

No Atribut NPR
1) @ 3)
1 Varian 54.660
2 Flavor 24.311
3 Temperature 21.030

Source: Statistical Management Results SPSS 20.0

Jurnal Mahasiswa Agribisnis
E-ISSN:2964-2833




Jurna | Mahasiswa
Agribisnis

(< b ¢ ” Jurnal Mahasiswa Agribisnis
universitas Journal homepage: http://ojs.unimal.ac.id/jma/index b
MALIKUSSALEH ﬁ‘%&m .

Based on Table 10 above, it can be seen that the variant has a spread NPR value of 54,660,
which means that in making purchases at MD Coffee, consumers first consider what variants they
want to buy, the variant attribute is considered very important because it determines the taste of
coffee drinks so that consumers pay more attention to variants before buying arabica coffee
beverage products. The existing coffee variants at MD Coffee are expected to be maintained,
especially the combination of strong coffee flavors and combined with other compositions. The
variants available at MD Coffee are espresso, americano, double espresso and black coffee. The
results of this study are the same as research conducted by Muhammad Sadigin (2024), where the
results of his research show that variants are the first consideration taken into account by
consumers in purchasing chocolate drinks at CV. Socolatte Aceh.

The second consideration chosen by consumers in buying arabica coffee drinks at MD
Coffee is the taste attribute. The taste attribute chosen by consumers with an NPR value of 24.311
means that taste is also important to be the second consumer consideration after variants in buying
and choosing the taste of arabica coffee drinks at MD Coffee.The flavors available at MD Coffee
are bitter and sweet. The results of this study are the same as research conducted by Netta (2024),
where the results of his research show that taste is the second consideration taken into account by
consumers in purchasing Belikopi Driyorejo coffee drinks.

The third consideration that was finally chosen by consumers was temperature with an
NPR value of 21.030, which means that the third consumer consideration in buying and choosing is
the temperature of the coffee available at MD Coffee, the temperatures available at MD Coffee are
hot and cold temperatures. Based on the NPR value, what consumers consider in purchasing
arabica coffee drinks at MD Coffee are espresso variants, bitter taste and hot temperature. The
results of this study are the same as research conducted by Aulia Rahman (2023), where the results
of his research show that temperature is the third consideration taken into account by consumers in
purchasing coffee drinks at Horas Kopi Gayo.

3. Validity Test.
Tabel 11. Validity Test Result

No Correlation’s Value Sig.
1) @ ©) 4)
1 Pearson's R 799 .009
2 Kendall's tau .643 .013

Source: Statistical Management Results SPSS 20.0
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Based on Table 11 above, it can be seen that the model is accurate. This can be seen from
the results of the value on Pearson'R of 0.799 and Kendall's Tau of 0.643, both of which are greater
than 0.5. Which shows a strong level of correlation between the results of the attribute combination
assessment and consumer preferences.

Then with a significant value of Pearson's R of 0.009 <0.05 and Kendall's Tau of 0.013
<0.05, it shows that the questionnaire questions used in this study are said to be valid in accordance
with Prawoto and Basuki's research (2016) which says that if the sig value is <0.05 the instrument
is valid for use. It can be concluded that there is a significant relationship or has a very close
positive relationship between consumer preferences in buying arabica coffee drinks at MD Coffee
and the attributes used in this study.

5. CONCLUSION
5.1 Concliasion

Based on the results of this study and the analysis that has been carried out, the following
conclusions can be drawn: Attributes that become consumer preferences at MD Coffee based on
utility value are espresso variants, bitter taste, and hot temperature. This can be seen from each
NPR value, namely, the NPR value of variants (54.660) of variants available at MD Coffee
americano, black coffee, espresso and double espresso. The NPR value of taste (24.311) the flavors
available at MD Coffee are bitter and sweet. Temperature NPR value (21.030) the temperatures
available at MD Coffee are hot and cold. So the combination of attributes that become consumer
preferences in coffee beverage products at MD Coffee is the espresso variant, bitter taste and hot
temperature.

5.2 Advice
Based on the research results above, the researchers provide suggestions, namely:

1. Itis recommended that producers continue to improve and maintain the quality of the product
attributes of arabica coffee drinks, especially espresso variants, bitter taste and hot
temperature can increase loyalty attitudes towards consumers.

2. It is recommended that manufacturers provide information to baristas to further improve
performance on the attributes of serving coffee drinks so that the flavor of arabica coffee

drinks does not change when served cold or hot.
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