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Abstract

This study aims to examine the relationship between perceived risk,
price, and product quality as it pertains to the intention to
repurchase copra in North Maluku Province. Coconut meat,
commonly known as copra, is the raw material for making crude
coconut oil. Apart from being a superior commodity and
contributing greatly to the Gross Regional Domestic Product
(GRDP) of North Maluku Province from the agricultural sector, this
product has experienced a decline in purchases since 2022 until now.
We used a quantitative method based on SEM analysis, with a
sample size of 120 respondents. The primary data collection

Keywords: technique used was a questionnaire. While this study did find a
Business to business significant relationship between product quality and perceived risk
Perceived risk . . . . R

Price and between perceived risk and repurchase intention, it did not find a
Product quality significant relationship between price and repurchase intention or

Repurchase intention. product quality and repurchase intention directly. Concurrently,
there is full mediation in the indirect influence of product quality on
repurchase intention; that is, perceived risk is a key component of the
relationship between product quality and repurchase intention. If
buyers feel that there is a low risk associated with product quality,
they will be more likely to consider repeat purchases. Perceived risk
can include financial, operational, and reputational risks associated

with poor-quality products.
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1. Introduction

The agricultural sector, as a potential sector and the backbone of the North Maluku economy, has an
important role in the GRDP structure of North Maluku Province (DJPb Provinsi Maluku Utara, 2022). This
is because copra, as a superior agricultural commodity, is routinely exported from North Maluku to several
countries until 2022 (Bank Indonesia, 2022). Copra, or dried coconut fruit meat, is the raw material for making
crude coconut oil (CCO) and is one of the mainstay commodities in Indonesia. Since a long time ago, CCO
from Indonesia has been known as the bestin the world (Sarimas Permai, 2020).
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Figure 1. World's largest copra producing countries 202 1.
Source: Worldatlas (2022).

In 2021, Indonesia produced 17.13 million tons of copra, as shown in Figure 1. Indonesia has the world's
greatest copra production, according to the World Atlas study. Despite being a leading commodity in
Indonesia and considered a commodity that plays an important role as the backbone of the economy of North
Maluku Province, on the other hand, copra purchases have actually decreased since 2022 (Disdagperin, 2023).
Additional data suggests that the price of copra has dropped significantly, from 6,600 IDR!/kg to 5,700
IDR/kg, indicating a dramatic decrease. The decline in the price of copra is thought to have had an impact on
farmers' decisions to sell copra to intermediary traders. In addition, one of the factors influencing the
sustainability of the copra industry in North Maluku Province is the level of customer retention or repurchase
intention of copra producers. In an increasingly competitive business environment, understanding the factors
that influence customers' intentions to repurchase copra products is crucial for producers and industry
stakeholders. These elements include the degree of copra quality and the cost of copra, both of which are
believed to have a direct bearing on farmers’ intentions to repurchase their own copra. In other words, it is
believed that a number of factors, such as price factors, product quality (copra) and farmers’ decisions to sell
copra as a processed agricultural commodity, are to blame for the phenomenon in this case, namely the decline
in the purchase or purchase intention of copra.

Evidence from prior studies showing that pricing influences purchase intention provides credence to this
theory (Madrid Devéscovi & Sempertiga Herndndez, 2019; Weerasiri & Cooray, 2016), and agricultural
product buying intention is influenced by product quality (Sun, Huang, Fang, & Yan, 2022; Thuy, Phuong
Dio, Hoan, Ninh, & Thuy Nga, 2021). Although some studies show different results, namely that price and
product have no significant effect on purchase intention (Amanda, Kusniawati, & Surjaatmadja, 2021; Mirabi,
Akbariyeh, & Tahmasebifard, 2015). This shows that there is a gap between several previous studies that need
to be re-examined by adding perceived risk as a mediator, because perceived risk is also a factor that can
influence repurchase intention. Perceived risk can appear in various forms, such as financial risk, product
quality risk, or social risk. How consumers assess and manage these risks can influence whether or not they
decide to repurchase copra products.

In this context, this study aims to examine the relationship between copra consumers' repurchase
intention and product quality as it relates to price in North Maluku Province. Perceived risk's mediating
function in this connection is also an area of interest for the research. The anticipated outcomes of this
research are poised to offer valuable insights to producers, traders, and other stakeholders in the copra
industry. This, in turn, will empower them to implement more suitable measures aimed at enhancing customer
retention and sustaining the copra business in the region. To achieve the aforementioned research objectives,
the study addresses several research questions:

RQ1: Does price significantly influence repurchase intention?

RQ2: Does product quality significantly impact the perceived risk?

RQ3: Does perceived risk mediate the relationship between product quality and repurchase intention?

RQ4: Does perceived risk significantly influence repurchase intention?

RQ5: Does product quality have a significant impact on repurchase intention?

! IDR stands for Indonesian Rupiah. It is the official currency of Indonesia. The code IDRis used in international transactions and on
foreign exchange markets to identify the Indonesian Rupiah.
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2. Literature Review and Research Framework
2.1. Price Relationship with Repurchase Intention

An important consideration for consumers is the correlation between price and the likelihood that they
will make a repeat purchase. Pricing has a significant impact on how much customers think a product or
service is worth. In this regard, Bruce, Daly, and Towers (2004 draw attention to the significance of cost in a
cutthroat market where consumers sometimes buy on impulse and items frequently have a limited lifespan.
From a consumer perspective, they tend to be more attracted to products with lower prices (Fleischmann,
Hall, & Pyke, 2004; Yee, Yeung, & Tavares, 2008), so they are immediately drawn to a range of affordable
options, meaning that when the price is perceived as appropriate or lower than the consumer's perceived value,
purchase intentions are likely to increase. On the flip side, consumers may lose interest or even abandon a
purchase altogether if they believe the price is excessively high in relation to the value they will receive.

In order to create successful marketing campaigns, businesses must have a thorough grasp of how price
affects consumers' intentions to buy. By matching product prices to consumers' perceived value and quality,
companies can increase purchase intentions, create consumer loyalty, and increase their market share. In
addition, companies can also optimize profitability by determining prices that match the value that products
provide to consumers. Several studies have found that product price significantly affects purchase intention
(Arslan & Zaman, 2015; Dwivedi, Nayeem, & Murshed, 2018; Farid et al., 2023; Kluge & Fassnacht, 2015;
Shah et al., 2012; Wenyi, 2020). Therefore, product price is a major concern for consumers when they decide
to make a purchase. Consumers examine the product's price in relation to the value it will provide before
making a purchasing decision (Kim & Park, 2013). Here, customers think about the price while making a
decision to buy because it represents the product's value and practicality. Singh (2019) research also proves the
relationship between product prices and cognitive and affective experiences, which means that one propensity
to buy may be affected by this. This study proposes the following hypothesis based on previous research that
has described how pricing influences consumers' intentions to buy:

H.: Price has a significant effect on repurchase intention.

2.2. The Correlation between Perceived Risk and Product Quality

In agricultural product marketing, the relationship between perceived risk and product quality can be
intricate and multifaceted. Several studies have explored this relationship in the context of specific agricultural
products, such as strawberries (Agir & Adanacioglu, 2014; Saner, 2014), fresh agricultural products (Yang et
al., 2021), and organic foods (Yue, Liu, & Wei, 2017). These studies have identified a range of factors that can
influence farmers' and consumers' perceptions of risk and quality, including production capacity, soil fertility,
use of new agricultural technologies, alternative marketing methods, and online product presentation. In
general, higher quality perceptions can lead to lower risk perceptions and higher purchase intentions, while
lower quality perceptions can have the opposite effect.

Meanwhile, Bauer (1960) argues that risk is the implicit uncertainty of outcomes that consumers assume
when making purchase decisions; consumer behavior generates perceived risk; and consumers are unable to
define the anticipated consequences. In this regard, Gao (2003) stated that the simplest example is the mobile
phone market. By systematically examining the influence of perceived risk and risk reduction measures on
consumer purchase intention, one can derive insights from this example. According to Gao (2003), there exists
a negative correlation between perceived risk and purchase intention. Specifically, as perceived risk increases,
purchase intention decreases. Additionally, the research results of Yang et al. (2021) show that perceived risk
mediates the relationship between consumer purchase intention and agricultural product quality. Based on the
findings of prior investigations, the subsequent hypotheses are developed:

H.: Product quality has a significant effect on perceivedrisk.

H:: Perceived risk mediates the relationship between product quality and repurchase intention.

H.: Perceived risk have a significant effect on repurchase intention.

2.8. The Relationship between Product Quality and Repurchase Intention

In the business world, the correlation between product quality and purchase intent is an indispensable
factor that must not be disregarded. Certain products tend to drive consumer purchase intentions thanks to
their appealing characteristics, such as healthiness and freshness, and provide an anticipated pleasurable
experience that can trigger the urge to make a purchase. Previous research has shown a relationship between
product attributes and propensity to purchase, especially when they provide significant value to consumers
(Hausmann & Poellmann, 2016; Shah et al.,, 2012; Yeung & Yee, 2010). In this instance, product quality is a
significant determinant in shaping the purchase intentions of consumers. Consumers are more likely to
experience satisfaction during the usage of a product that possesses superior quality. This favorable experience
significantly contributes to the augmentation of consumer confidence. Better product quality additionally
influences consumers' perception of valuein a positive way.

The perception of superior quality in products will lead to their being regarded as valuable investments,
thereby augmenting the probability of consumer engagement in the form of a purchase. Customer loyalty is
often increased as a result of their satisfaction with the performance and benefits offered by high-quality
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products. Customers who are content and devoted are inclined to engage in additional purchases and may even
advocate for the product to others. As such, this increased repeat purchase intention from loyal customers will
contribute significantly to the long-term success of a business. Conversely, low product quality or not meeting
consumer expectations can lead to a decrease in purchase intentions. Therefore, companies must always be
committed to improving the quality of their products in order to maintain and increase consumer purchase
intentions and build strong long-term relationships with customers. This demonstrates the proximity and
interdependence of the correlation between consumer purchase intentions and product performance.
According to the findings of a study by Shah et al. (2012) purchase intention is a process of decision-making
that demonstrates the factors influencing consumers' selection of different products for purchase. This
purchase intention signifies the probability that consumers will repurchase goods or services in the future
(Arslan & Zaman, 2015). In addition, the more businesses that produce high-quality products, the more likely
consumers are to buy them (Arslan & Zaman, 2015; Chakraborty, 2019). Based on the findings of prior
investigations, the subsequent hypotheses are developed:
H: Product quality has a significant effect on repurchase intention.

2.4. Research Framework

Following a comprehensive review of the relevant literature and the development of hypotheses, a
conceptual framework is constructed. This conceptual framework shows how the theories used were put
together to build a study around the things that were found to be problems in this research problem: price,
product quality, perceived risk, and intention to buy again. Thus, this conceptual structure aids in specifying
the relationships among these concepts to dissect and comprehend the complexity of this research issue.

Perceived
risk

Repurchase
intention

Product
quality

H5

Figure 2. Conceptual framework.

A conceptual framework illustrating the interrelationships among the research variables is presented in
Figure 2. The framework designates price and product quality as exogenous factors influencing repurchase
intention and perceived risk as endogenous and mediating variables, respectively. This model diverges
significantly from previous research models, which incorporated awareness and brand trust as antecedents of
purchase intention, alongside product quality and price. Awareness and brand trust were left out of this study
because it was thought that they would not be good predictors of repurchase intention for copra products in
the agricultural sector when use in a business-to-business (B2B) setting. Specifically, purchasing decisions in
the B2B agricultural sector tend to prioritize technical and functional aspects of the product over brand or
emotional considerations.

3. Methods

The research employs a quantitative method with the purpose of elucidating the impact of one variable on
changes in other variables (Cooper & Schindler, 2014; Sangadji, 2023). The primary data collection method
involves utilizing a research questionnaire comprising closed-ended questions, allowing respondents to
promptly select the most fitting answer. The incorporation of closed questions serves to expedite respondents'
responses and facilitates researchers in analysis of all collected data. The distribution of questionnaires was
executed by directly providing them to research participants.

Traders who have bought copra were chosen because they fit the research goals, which were to find a
theory and test it empirically about the relationship between price, product quality, and intention to buy again,
with perceived risk acting as a mediating factor. According to the guidelines provided by Ghozali (2011), a
sample size of 100 samples or more is recommended by Hair, Anderson, Babin, and Black (2010) for Structural
Equation Modeling (SEM) using the Maximum Likelihood (ML) estimate approach. By and large, it is
recommended that the sample size exceed the number of manifest variables by a factor of five to ten. By
applying the rule of thumb calculation and taking into account ten times the twelve manifest factors, the study
was able to obtain a sample size of 120 respondents.

This research makes use of clever PLS-based Structural Equation Modeling (SEM) as its data analysis
approach. The adoption of SEM analysis is justified by several reasons, including: (1) SEM's capability to
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estimate relationships among variables with multiple connections, as manifested in a structural model linking
exogenous and endogenous latent constructs; (2) SEM's proficiency in depicting the relationship patterns
between latent constructs and manifest variables (indicators); and (3) SEM's effectiveness in measuring the
direct, indirect, and total effects of latent constructs.

According to Kuncoro and Ridwan (2008) Structural Equation Modeling aims to determine the direct or
indirect impacts of a set of exogenous variables on an endogenous dependent variable.

4. Results and Discussion
The Smart PLS-based Structural Equation Modeling method involves two stages for assessing the Fit
Model of a research model, as outlined by Ghozali (2006). The respective stages are as follows:

4.1. Assessing the Outer Model or Measurement Model

Validity and reliability tests are two important parts of SEM-PLS's evaluation of the measurement model
(outer model).

Two main considerations—convergent validity and discriminant validity—are focused on throughout the
validity test stage. When the indicator loading value is greater than 0.70, convergent validity is considered to
be satisfied.

Two things must be taken into account instead to make sure discriminant validity: first, the square root of
the average variance extracted (AVE) must be higher than the correlation between constructs; and second,
indicators must have a higher loading onto the measured construct than onto other constructs. At the same
time, when it comes time for the reliability test, a measurement is considered reliable if both the Cronbach
alpha and the composite reliability valuesare higher thano.70.

A total of 120 copra purchasers provided the data used in this study, and the accompanying table shows
the outcomes of applying Smart-PLS to get the outer loading value for each variable indicator.

Table 1. Outerloading.
Indicator Perceived risk Price Product quality | Repurchase intention
P1 0.909
P2 0.985
P3 0911
PO1 0.752
PQ2 0.868
PQ3 0.850
PR1 0.826
PR2 0.841
PR3 0.795
RI1 0.927
RI2 0.913
RI3 0.911

Based on the information presented in Table 1, it can be inferred that every indicator contributing to each
variable satisfies the criteria for convergent validity. This is evident as the loading factor values surpass the
specified threshold of > 0.70.

Table 2. Average variances extracted.

Variable Average variance extracted (AVE)
Perceived risk 0.673
Price 0.844
Product quality 0.680
Repurchase intention 0.840

Based on the average variance extracted from the test results obtained in Table 2. Since the square root of
the average variance extracted (AVE) is > 0.50, it is known that all indicators that make up each variable have
met the discriminant validity requirements.
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Table 3. Discriminant validity.

Indicator Perceived risk Price Product quality Repurchase intention
P1 0.455 0.909 0.5626 0.333
P2 0.404 0.985 0.563 0.8397
Ps 0.486 0.911 0.598 0.383
PQ1 0.644 0.575 0.752 0.425
PQ2 0.670 0.418 0.868 0.411
PQs 0.673 0.524 0.850 0.5627
PR1 0.826 0.479 0.685 0.416
PR2 0.841 0.422 0.729 0.516
PR3 0.795 0.291 0.5656 0.5634
RI1 0.576 0.360 0.483 0.927
RI2 0.510 0.348 0.455 0913
RI3 0.549 0.406 0.5678 0911

The study's indicators have all fulfilled discriminant validity, as shown in Table 3. The cross-loading
value indicates that the correlation value between a construct and its indicator is higher than the correlation
value with other constructs.

Looking at the composite reliability value and Cronbach's alpha of each construct or variable is another
way to do the reliability test:

Table 4. Composite reliability.

Variable Cronbach's alpha Composite reliability
Perceived risk 0.758 0.861
Price 0.907 0.942
Product quality 0.762 0.864
Repurchase intention 0.905 0.940

With a composite reliability value> 0.70 and a Cronbach's alpha value> 0.70, all variables are deemed
reliable, as shown in data Table 4.

4.2. Structural Model (Inner Model)

The purpose of doing an internal model evaluation is to test hypotheses and examine the effect of the link
between latent variables. The R-squared value reveals the interdependence of the latent variables. A higher R -
squared value indicates that the structural route parameter coefficients are statistically significant and that
exogenous latent factors have a larger impact on endogenous latent variables.

P1
-
0.909 ___
P2 1—0.935:
0.911
P3 ol
RN
RI2
RI3
Repurchase
0.142 intention
PQ1
PQ2
PQ3

Product quality

Figure 3. Structural model.

The structural model Figure 3 illustrates the path coefficient value between the price variable and
repurchase intention at 0.111. A path coefficient of 0.804 is reached between perceived risk and product quality
at the same time. Also, the perceived risk-product quality relationship has a path coefficient of 0.427, and the
repurchase intention-product quality relationship has a path coefficient of 0.142. These numbers reflect the
level of interrelationship between these variables. Paying close intention to the R-Square value allows for
further evaluation of the outcomes of this internal model.
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Table 5. R-square.

Variable R square R square adjusted
Perceived risk 0.647 0.644
Repurchase intention 0.378 0.362

Based on Table 5, it is known that the R square value obtained is 0.647 for the perceived risk construct
and 0.378 for the repurchase intention construct. These results indicate that the product quality variable can
explain about 64.7% of the perceived risk variance, while the price, product quality, and perceived risk
variables can only explain about 37.7% of the repurchase intention variance as a result of factors not included
in this investigation.

4.8. Hypothesis Test

Paying close attention to t-statistics, p-values, and inter-construct significance values might help us
decide whether to accept or reject hypotheses. Here, actual data is used instead of statistical assumptions to
calculate measurement estimates and standard errors. If the p-values are less than 0.05, the hypothesis is
accepted in the context of this study's bootstrapping procedure.

Table 6. Path coefficientt test.

. . Original T statistics
Hypothesis testing sample (0) (|0/STDEV ) P values
Perceived risk -> Repurchase intention 0.427 2.832 0.005
Price -> Repurchase intention 0.111 0.892 0.373
Product quality -> Perceived risk 0.804 21.217 0.000
Product quality -> Repurchase intention 0.142 0.780 0.436

This product quality construct significantly affects the perceived risk construct, according to the Path
Coefficient t test. The same holds true for the impact of perceived risk on the likelihood of a repeat purchase.
The statistically significant p-values (0.000 and 0.005, respectively, which are less than 0.05) corroborate this
discovery. This means that both the second and fourth hypotheses can be accepted: that product quality (X2)
and perceived risk (Z) are influenced by one another, and that perceived risk influences the intention to
repurchase.

The p-values for the first and fifth hypotheses are 0.373 and 0.436, respectively, which are higher than the
significance level of 0.05; hence, they must be rejected. These findings are considered rational because, in a
business-to-business (B2B) context, purchasing decisions are often influenced by factors that are more
complex than direct consumer purchasing decisions. One factor that can influence B2B purchasing decisions is
the long-term relationship between supplier and buyer. In the case of agricultural products, sustainability and
consistency of supply can be a more crucial factors than price or quality of the product itself. If the supplier has
built a strong relationship with the buyer, trust and dependability may become more dominant factors in
influencing repurchase intentions.

Also, in a B2B environment, purchasing decisions often involve a complex negotiation process involving
multiple stakeholders. In these cases, factors such as customer service, flexibility in offerings, and the
supplier's ability to customize products or services to the buyer's business needs can also be more influential
than price or product quality. Likewise, agricultural products are often considered commodities or common
goods. In this context, the differences between products from one supplier to another may not be as
pronounced, and this can make attention to price and quality less significant. Factors such as continuity of
supply, reliability, and timeliness in delivery may become more important in maintaining long-term business
relationships.

Thus, in a B2B context, other elements such as solid business relationships, flexibility, and supplier
reliability may be more dominant in influencing repurchase intentions than price or product quality
considerations in isolation.

In addition, the mediation effect is at the heart of the third hypothesis of this study. One useful method for
evaluating the strength of the association between the mediator variable and other variables is the indirect
impact calculation, which can be done with SmartPLS 3.

When one variable modifies the relationship with another, we say that there is mediation. When one
changes the independent variable, it causes the mediator variable to alter as well, which in turn affects the
dependent variable.

This study employs a straightforward mediation model with a single mediator variable. To dissect this
mediation model, we adopt the framework developed by Zhao, Lynch Jr, and Chen (2010) as follows:
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X

C

Figure 4. Simple mediation model.
Source: Zhao etal. (2010).

The picture, Figure 4, shows an example of a simple mediator model that Zhao et al. (2010) suggested
could be used to look at the mediating effects in a single measurement. In this context, Zhao et al. (2010) put
forth a framework that identifies five distinct categories based on the presence and significance of direct and
indirect effects, namely: first, Full Mediation, where the independent variable (X) only influences the
dependent variable (Y) indirectly through the mediator (Z), with a non-significant or zero direct effect. Second,
Partial Mediation, wherein the independent variable (X) has both a direct and indirect effect on the dependent
variable (Y), and both effects are statistically significant. Third, No Mediation, indicating that the independent
variable (X) has a direct impact on the dependent variable (Y), while the mediator (Z) plays no significant role,
with a non-significant or zero indirect effect. Fourth, Suppression, where the independent variable (X) exerts a
direct influence on the dependent variable (Y) in the opposite direction to the indirect effect. However, when
the mediator (Z) is introduced into the model, the direct effect becomes non-significant, thereby masking the
true relationship between the independent variable (X) and the dependent variable (Y). Fifth, Amplification,
wherein the indirect effect through the mediator (Z) strengthens the direct impact of the independent variable
(X) on the dependent variable (Y). Both direct and indirect effects are statistically significant, and their
combined influence surpasses the individual effects.

Table 7. Indirect effects on repurchase intention.

Orieinal S 1 Standard Status of the
Hypothesis testing rigina ampie a¥1 ?r T statistics P values mediation
sample mean deviation
effect
Product quality -> Full
Perceived risk -> 0.344 0.354 0.181 2.626 0.009 .
. . mediation
Repurchase intention

Based on the specific indirect effects analysis using Smart PLS, Table 7 shows a mean value of 0.344,
which shows that perceived risk acts as a mediator between product quality and the intention to buy again.
The standard deviation (STDEV) of 0.131 denotes a relatively low variability in respondents' responses to this
particular influence. The T-statistic of 2.626 underscores the statistical significance of the effect, supported by
P-values of 0.009, which are below the conventional significance level. Consequently, within the scope of this
study, it can be inferred that product quality significantly shapes repurchase intention through the
intermediary role of perceived risk. In addition, when viewed from the results shown in Table 6 and referring
to the explanation of Zhao et al. (2010) the mediation effect resulting from this study is full mediation, that is,
there's a large relationship between product quality and perceived risk and between perceived risk and
repurchase intention, but no such relationship between product quality and repurchase intention. The results
of this study are in line with previous findings that have been revealed by several previous studies such as Agir
and Adanacioglu (2014); Saner (2014); Yang et al. (2021) and Yue et al. (2017), which demonstrate a positive
and statistically significant association between perceived risk and product quality. Also consistent with Bauer
(1960) descriptions is the correlation between perceived risk and repurchase intent. According to him, risk in
the context of consumer purchasing decisions is the uncertainty of the implied outcome. This risk arises from
consumer behavior, although consumers themselves may find it difficult to define the expected consequences.
Thus, this study confirms that the presence of quality and risk in the marketing of agricultural products
contributes to the understanding of consumer intention to repurchase.
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5. Conclusions

While the findings of this study indicate that product quality does not exert a direct influence on
repurchase intentions within the business-to-business (B2B) context, an indirect effect emerges when
perceived risk is introduced as a mediator between these two variables. This is due to several reasons, namely:
first, in B2B transactions, sustainability and product quality are very important to meet the buyer's business
needs consistently. High-quality agricultural products can provide assurance to buyers regarding the
consistency of supply, hygiene, and quality standards required in their production processes. This reliability
can reduce the risk of uncertainty in the buyer's business operations, which in turn can increase repurchase
intention. Second, perceived risk plays an important role in linking product quality with repurchase intention.
If buyers feel that there is low risk associated with product quality, they will be more likely to consider
repurchasing. Perceived risk can include financial, operational, and reputational risks associated with poor-
quality products. High quality can help reduce the level of uncertainty and worry associated with these risks,
thereby encouraging repeat purchase decisions. Third, business trust between suppliers and buyers in a B2B
environment can play a key role. Consistent product quality can build trust between both parties. Perceived
risk may be reduced due to the trust that has been established, which in turn increases the intention to
repurchase. Good product quality can be a decisive factor in building and maintaining long-term business
relationships. Thus, agricultural product quality in a B2B context can have a significant impact on repurchase
intention, especially when perceived risk serves as a mediator that reduces risk and increases buyer trust in the
supplier. These factors are interrelated and can create a favorable environment for sustaining long-term
business relationships.

6. Limitations and Recommendations for Future Research

It is possible that the results cannot be applied to other agricultural industries due to the study's narrow
emphasis on the copra industry in a B2B setting. In addition, other variables that may affect repurchase
intention, such as environmental factors or social factors, have not been explored in depth. Since this study
found that product quality and price did not significantly affect repurchase intention, future research can
broaden its scope to include additional external variables that may impact the relationship between these three
factors and perceived risk. Therefore, suggestions for future research include looking into how industry
dynamics and contextual factors may affect the relationship between these variables. More research should
also be done to understand the role of psychological and social factors in the B2B decision-making process for
agricultural products. In addition, research could consider the influence of technology and innovation in
managing risk and building trust in B2B agricultural supply chains.

References
Agir, H. B, & Adanacioglu, H. (2014). Risksources encountered by farmers in the open field production of strawberry and risk
management  strategies: A case  of  Menemen-Emiralem  district  of  Izmir.  Retrieved  from

https://api.semanticscholar.org/CorpusID:39099807

Amanda, T. T. H. W., Kusniawati, A., & Surjaatmadja, S. (2021). Effect of electronic word of mouth, product quality, and
price on purchase intention. Budapest International Research and Critics Institute-Journal, 4(3), 6181-6190.

Arslan, M., & Zaman, R.(2015). Impact of brand image and service quality on consumer purchase intentions. A study of retail stores
in Pakistan. Germany: GRIN Verlag Munich.

Bank Indonesia. (2022). North Maluku province economic report. Retrieved from
https://www.bi.go.id/id/publikasi/laporan/lpp/Documents/Laporan-Perekonomian-Provinsi-Maluku-Utara-
Agustus-2022.pdf

Bauer, R. A. (1960). Consumer behavior as risk taking. Paper presented at the Proceedings of the 43rd National Conference of
the American Marketing Assocation, June 15, 16, 17, Chicago, Illinois, 1960.

Bruce, M., Daly, L., & Towers, N. (2004). Lean or agile: A solution for supply chain management in the textiles and
clothing industry? International Journal of Operations & Production Management, 24(2), 151-170.
https://doi.org/10.1108/01443570410514867

Chakraborty, U. (2019). The impact of source credible online reviews on purchase intention: The mediating roles of brand
equity dimensions. Journal of Research in Interactive Marketing, 13(2), 142-161. https://doi.org/10.1108/jrim-06-
2018-0080

Cooper, D. R., & Schindler, P. S. (2014). Business research methods (12th ed.). New Y ork: McGraw-Hill.

Disdagperin. (2023). News - price list for nutmeg, cloves, copra and chocolate in North Halmahera regency | disdagperin. Retrieved
from  https://disdagperin.halmaherautarakab.go.id/berita/view /daftar-harga-pala,-cengkeh,-kopra,-dan-coklat-
di-kabupaten-halmahera-utara

DJPb Provinsi Maluku Utara. (2022). North Maluku province's economic growth accelerates sharply amid maintained inflation,
causing  increased market optimism. Retrieved from https://djpb.kemenkeu.go.id/kanwil/malut/id/data-
publikasi/berita-terbaru/3115-diseminasi-monfis-malut-tw-1.html

Dwivedi, A., Nayeem, T., & Murshed, IF. (2018). Brand experience and consumers’ willingness-to-pay (WTP) a price
premium: Mediating role of brand credibility and perceived uniqueness. Journal of Retailing and Consumer Services,
44, 100-107. https://doi.org/10.1016/].jretconser.2018.06.009

Farid, M. S., Cavicchi, A., Rahman, M. M., Barua, S., Ethen, D. Z., Happy, F. A., . . . Alam, M. J. (2023). Assessment of
marketing mix associated with consumer’s purchase intention of dairy products in Bangladesh: Application of an
extended theory of planned behavior. Heliyon, 9(6), e16657. https://doi.org/10.1016/].heliyon.2023.16657

105

© 2024 by the authors; licensee Online Academic Press, USA


https://api.semanticscholar.org/CorpusID:39099807
https://www.bi.go.id/id/publikasi/laporan/lpp/Documents/Laporan-Perekonomian-Provinsi-Maluku-Utara-Agustus-2022.pdf
https://www.bi.go.id/id/publikasi/laporan/lpp/Documents/Laporan-Perekonomian-Provinsi-Maluku-Utara-Agustus-2022.pdf
https://doi.org/10.1108/01443570410514867
https://doi.org/10.1108/jrim-06-2018-0080
https://doi.org/10.1108/jrim-06-2018-0080
https://disdagperin.halmaherautarakab.go.id/berita/view/daftar-harga-pala,-cengkeh,-kopra,-dan-coklat-di-kabupaten-halmahera-utara
https://disdagperin.halmaherautarakab.go.id/berita/view/daftar-harga-pala,-cengkeh,-kopra,-dan-coklat-di-kabupaten-halmahera-utara
https://djpb.kemenkeu.go.id/kanwil/malut/id/data-publikasi/berita-terbaru/3115-diseminasi-monfis-malut-tw-1.html
https://djpb.kemenkeu.go.id/kanwil/malut/id/data-publikasi/berita-terbaru/3115-diseminasi-monfis-malut-tw-1.html
https://doi.org/10.1016/j.jretconser.2018.06.009
https://doi.org/10.1016/j.heliyon.2023.e16657

International Journal of Applied Economics, Finance and A ccounting 2024, Vol. 19, No. 1, pp. 97-106

Fleischmann, M., Hall, J., & Pyke, D. (2004). Smart pricing and linking pricing decisions with operational insights research
brief. M I T Sloan Management Review: MIT’s Journal of Management Research and Ideas, 45(2), 9—183.

Gao, H. (20038). Research on consumers’ percerved risk and risk reduction behaviors. Hangzhou: Zhejiang University.

Ghozali, 1. (2006). Multivariate analysis application with SPSS 26 program. Semarang: Badan Penerbit Universitas
Diponegoro.

Ghozali, 1. (2011). Structural equation modeling concepts and applications with the amos 19.0 program. Semarang: UNDIP Press.

Hair, J. F.J., Anderson, R. E., Babin, B. J., & Black, W. C.(2010). Multivariate data analysis : A global perspective. New Jersey:
Pearson Education.

Hausmann, A., & Poellmann, L. (2016). eWOM in the performing arts: Exploratory insights for the marketing of theaters.
Artsand the Market, 6(1), 111-128. https://doi.org/10.1108/aam-08-2013-0013

Kim, E. Y., & Park, K. (2013). Marketing mix elements influencing brand attitude strength: Global vs domestic SPA
brands. Journal of Global Scholars of Marketing Science, 23(3), 263-281.
https://doi.org/10.1080/21639159.2013.788364

Kluge, P. N., & Fassnacht, M. (2015). Selling luxury goods online: Effects of online accessibility and price display.
International Journal of Retail & Distribution Management, #3(10/11), 1065-1082. https://doi.org/10.1108/ijrdm-
07-2014-0097

Kuncoro, A., & Ridwan, E. (2008). Path analysis path analysis (2nd ed.). Bandung: Penerbit Alfabeta.

Madrid Devéscovi, J. F., & Sempertiga Hernandez, I. N. (2019). Analysis of the factors involved in the purchase intention of
organic coffee. Retrieved from https://hdl.handle.net/20.500.14005/9453

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A study of factors affecting on customers purchase intention.
Journal of Multidisciplinary Engineering Science and Technology, 2(1), 267—273.

Saner, G. (2014). Risk sources encountered by farmers in the open field production of strawberry and risk management
strategies: A case of menemen- Emiralem district of Izmir. Tarim Bilimleri Dergisi-Journal of Agricultural Sciences,
21,18-25.

Sangadji, S. S. (2023). Management research methods. Procuratio: Jurnal Manajemen & Bisnis, 2(1), 48-44.

Sarimas  Permai. (2020). Get {0 know oil making in a copra  processing  factory. Retrieved from
https://sarimas.com/post/detail/mengenal-pembuatan-miny ak-di-pabrik-pengolah-kopra

Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K. (2012). The impact of brands on
consumer purchase intentions. Asuan Journal of Business Management, 4(2), 105-110.

Singh, R. (2019). Why do online grocery shoppers switch or stay? An exploratory analysis of consumers’ response to
online grocery shopping experience. International Journal of Retail & Distribution Management, 47(12), 1300-1317.
https://doi.org/10.1108/ijrdm-10-2018-0224:

Sun, Y., Huang, Y., Fang, X., & Yan, IF. (2022). The purchase intention for agricultural products of regional public brands:
Examining the influences of awareness, perceived quality, and brand trust. Mathematical Problems in Engineering,
2022, 1-10. https://doi.org/10.1155/2022/4991059

Thuy, L. T., Phuong Dio, T. T., Hoan, N. D., Ninh, V. V., & Thuy Nga, N. T. (2021). Factors affecting intention to
purchase organic agriculture products among Vietnamese. Agrobio Forum, 23(2), 1-12.

Weerasiri, R., & Cooray, N. (2016). Factors influencing on the purchase intention of organic food products in Sri Lanka.
International Journal of Applied Business and Economic Research, 14(5), 3043—3057.

Wenyi, H. (2020). Research on online buying behavior of agricultural products. Information Systems and Economics, 1(1), 18-
24.

Worldatlas. (2022). Global dominance leading the copra production industry worldwide. Worldatlas, 1-4.
https://doi.org/10.5281/zenodo.10615448

Yang, W.,, Yang, X., Bai, Y., Yi, H., He, M., & Li, X. (2021). Research on purchase intention of fresh agriculturalproducts based
on SOR theory under live broadcast situation. Paper presented at the 2021 2nd International Conference on E-
Commerce and Internet Technology https://doi.org/10.1109/ECIT52748.2021.00094..

Yee, W. M. S, Yeung, R. M. W, & Tavares, M. (2008). Low price strategy: A way of improving competitive advantage for the
wholesalers in the UR SME sector. Paper presented at the Proceedings of the Academy of Marketing Conference,
Aberdeen, UK.

Yeung, R. M, & Yee, W. M. (2010). Chinese new year festival: Exploring consumer purchase intention at the flower
market in Macau. International Journal of  Hospitality Management, 29(2), 291-296.
https://doi.org/10.1016/}.ijhm.2009.10.006

Yue, L., Liu, Y., & Wei, X. (2017). Influence of online product presentation on consumers’ trust in organic food: A
mediated moderation model. British Food Journal, 119(12), 2724-2739. https://doi.org/10.1108/bfj-09-2016-
0421

Zhao, X., Lynch Jr, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and truths about mediation analysis.
Journal of Consumer Research, 37(2), 197-206. https://doi.org/10.1086/651257

106

© 2024 by the authors; licensee Online Academic Press, USA


https://doi.org/10.1108/aam-08-2013-0013
https://doi.org/10.1080/21639159.2013.788364
https://doi.org/10.1108/ijrdm-07-2014-0097
https://doi.org/10.1108/ijrdm-07-2014-0097
https://hdl.handle.net/20.500.14005/9453
https://sarimas.com/post/detail/mengenal-pembuatan-minyak-di-pabrik-pengolah-kopra
https://doi.org/10.1108/ijrdm-10-2018-0224
https://doi.org/10.1155/2022/4991059
https://doi.org/10.5281/zenodo.10615448
https://doi.org/10.1109/ECIT52743.2021.00094
https://doi.org/10.1016/j.ijhm.2009.10.006
https://doi.org/10.1108/bfj-09-2016-0421
https://doi.org/10.1108/bfj-09-2016-0421
https://doi.org/10.1086/651257

