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food that meets the requirements for sustainable agricultural products. Unfortunately, in Indonesia
the demand is still low, so some producers are reluctant to continue the OBR business. Therefore,
it is important to study consumer satisfaction. Previous studies have primarily focused on satis-

faction with choices and results of the decision process, not satisfaction with the decision process.

g;yh-vf;rfj;,sume, behavior Satisfaction in the perspective of the decision process has not been widely studied. This paper
Satisfaction with online purchase aims to identify the dominant factors that influence satisfaction with the online OBR purchase
decision process decision process via s-commerce. The research design is quantitative with a survey technique of
Social commerce 200 online consumers drawn by stratified random and convenience sampling. Data analysis using
Online marketing Exploratory Factor Analysis and Path Analysis. The results showed that the dominant factors were

Organic black rice security in purchasing decisions, Instagram and other social media, friends, satisfaction with the

results, Internet, references of friends and family as well as consideration of product taste and
aroma, attractiveness, and disease treatment. These eight dominant factors can be used as im-
portant considerations in online OBR business through s-commerce.

© 2023 by the authors; licensee Growing Science, Canada.

1. Introduction

This paper is the result of follow-up research from previous research conducted by Kusno et al. (2022). The previous paper
aimed to develop a conceptual model of the online OBR purchase decision process via s-commerce and analyzing the factors
underlying the decision process. Meanwhile, this paper, as mentioned above, aims to analyze online OBR consumer satisfac-
tion with the process.

Black rice is a functional food that contains anthocyanins which are antioxidants (Dewi et al., 2017; Lee, 2010; Qi et al., 2020;
Stefani et al., 2017) which are not found in white rice or brown rice. The development of black rice into organic black rice
(OBR) is one way to get better quality rice, because OBR is rice produced from cultivation with the principles of organic
farming or without the use of chemicals based on certain standards. The main goal of organic farming is to optimize the health
and productivity of interdependent communities of life in soil, plants, animals and people (Dewan Guru Besar IPB, 2016).
Thus, OBR is a solution to improve the quality of black rice where a sustainable farming system is applied which is a very
promising strategy because this strategy can increase rice production and farmers' income.
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However, based on interviews with OBR producers, demand for OBR in Indonesia is still low because people perceive black
rice as black glutinous and the price is expensive, namely IDR 25,000 — IDR 50,000 per kg. Additionally, this is due to the
consumption pattern of white rice (Kusno et al., 2020). Meanwhile, black rice has great potential to be developed in Indonesia
because it has local varieties that are still rare, has a high selling value, and is suitable for cultivation based on its farming
analysis (Stefani et al., 2017). OBR farming also has competitiveness (Kusno et al., 2020). Thus, it is important to know how
customer satisfaction is.

Consumer satisfaction with decisions is an important issue that has been studied in psychology and decision research. How-
ever, studies on satisfaction are primarily focused on satisfaction with choices and results of the decision process (Karimi,
2013), not satisfaction with the decision process. Satisfaction in the perspective of the decision process has not been widely
studied (Karimi et al., 2018). Consumer satisfaction is the output of the purchasing decision process (Karimi, 2013). The
process consists of 5 stages that are similar to processes related to traditional buying behavior (offline) (Kanade & Kulkarni,
2018; Karimi et al., 2018; T. P. Liang & Lai, 2000; Stankevich, 2017). The 5-stage process consists of need recognition,
information search, alternative evaluation, purchasing decision, and post-purchase behavior (Engel et al., 1995; Hawkins &
Mothersbaugh, 2010; Kotler & Keller, 2009).

Satisfaction is a consequence of consumer experience during all stages of the buying process (Gu et al., 2013; McKinney et
al., 2002). Consumer satisfaction after purchase reflects product consumption, and has received significant attention in previ-
ous studies. While consumer satisfaction in relation to decision-making behavior involving the experience of searching, eval-
uating and choosing alternatives is mostly not done, because it requires further research (Huber & Seiser, 2001). Confirmed
by Karimi et al. (2018) that satisfaction in the perspective of the decision-making process has not been widely researched.
The rapid development of the use of social media in Indonesia, which ranks 3rd in the world (Statista, 2021) has caused OBR
to be traded online through social commerce. Social commerce (s-commerce) is the online trading of physical products
through social media and messaging platforms (Das et al., 2018). Research on satisfaction with the purchasing decision
process in non-specific online markets and non-specific products has been carried out by, among others, (Iyengar & Lepper,
2000; Karimi et al., 2018; Valenzuela et al., 2009). However, satisfaction research for social commerce platforms for organic
products and based on the conceptual model of the purchasing decision process developed with empirical data has never been
carried out. Online consumers are not only buyers but also internet users (Koufaris, 2002). Hence, for online consumers, the
purchasing decision process is more complex than the traditional (offline) process. Thus, their buying behavior is influenced
by factors related to offline purchases in general and their interaction with the internet environment. Based on the conceptual
model of the OBR purchase decision process online via s-commerce that has been developed by Kusno et al. (2022), we will
examine consumer satisfaction with the process.

This paper aims to identify the dominant factors that influence satisfaction with the online purchasing decision process of
OBR through s-commerce. The results of this study are expected to be useful for OBR online producers, online resellers or
online marketers as an important consideration for improving their online business performance via s-commerce. For theory
development, the results of this research are expected to contribute to the development of a theory of consumer behavior in
the context of satisfaction with the decision process to purchase functional food online through s-commerce. This paper con-
sists of six sections: introduction, literature review, methodology, results and discussions, conclusion, and appendices.

2. Literature Review

2.1 Organic Black Rice

Black rice which is a functional food contains anthocyanin pigments which are antioxidants. Its antioxidant content, namely
vitamin E, B, magnesium, iron, zinc, and phosphorus (Kristamtini et al., 2017; Stefani et al., 2017), is up to five times that of
white rice (Firdaus et al., 2022). The protein content test results showed that black rice had the highest protein content, namely
13.77%, while brown rice had 13.30% (Azis et al., 2015). Another advantage, the fiber content in black rice per 100 grams of
rice is 20.1 grams, while in brown rice and white rice it is 0.8 gram and 0.2 gram respectively (Kementerian Kesehatan RI,
2018). Because of its many advantages, Kushwaha (2016) stated that nutritionists consider black rice as a modern superfood
which is very good for consumption in this modern era. The development of non-organic and organic black rice business in
Indonesia still faces several obstacles. From a farmer's point of view, many farmers are still reluctant to plant black rice. The
main reason for this is the lack of demand for and consumption patterns of white rice (Kusno et al., 2020). In West Java
Province, which is the largest producer of organic rice in Indonesia (Sofyanti, 2019), there are only a few OBR producing
areas that are certified organic. Among others, OBR centers are in Tasikmalaya Regency, Subang Regency and Indramayu
Regency (Kementan, 2020).

2.2 Online Consumer Behavior

Online consumers are buyers and internet users. Consumer behavior in online purchases refers to the process of buying prod-
ucts or services via the internet (Li & Zhang, 2002). The process consists of 5 stages that are similar to processes related to
traditional buying behavior (offline) (Kanade & Kulkarni, 2018; Karimi et al., 2018; T. P. Liang & Lai, 2000; Stankevich,
2017). Thus, their behavior is influenced by factors related to purchases in general and their interactions with the internet
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environment (Kusno et al., 2022). The stages of the process are 1) need recognition, 2) information search, 3) evaluation of
alternatives, 4) purchasing decisions, and 5) post-purchase behavior (Engel et al., 1995; Hawkins & Mothersbaugh, 2010;
Kotler & Keller, 2009).

2.2.1.  Online Purchasing Decision Process via S-commerce

S-commerce does not have a standard definition yet (Busalim et al., 2021; T. Liang & Turban, 2011). There are twenty two
different definitions of s-commerce (Marsden, 2011) which include several characteristics of s-commerce, for example word
of mouth, trusted advice, or buying through the help of friends (T. Liang & Turban, 2011). Social commerce is a form of
commerce mediated by social media that involves convergence (meeting somewhere) between online and offline environ-
ments (Wang & Zhang, 2012). Another definition, social commerce raises business transactions by connecting producers and
consumers through social media (Sohn & Kim, 2020). Social commerce refers to buying and selling that occurs entirely on
social media and other networking sites (Facebook & Bain & Co., 2021). Social commerce in this paper refers to the definition
of social commerce according to Das et al. (Das et al., 2018), namely online commerce of physical goods through social media
and messaging platforms. Based on the various definitions above, social media is a key concept in s-commerce. S-commerce
is part of e-commerce (Busalim et al., 2021; T. Liang & Turban, 2011) According to Huseynov & Yildirim (2016) e-commerce
is conducting, transacting and facilitating business activities via computer networks. So, a conceptual model of the purchasing
decision process in s-commerce can be developed from the process model in e-commerce. The 5-stage online purchase deci-
sion process via e-commerce is based on the 5-stage offline purchase decision process. The variables in each stage for non-
specific products have been developed by Kanade & Kulkarni, 2018). Based on these references, Kusno et al. (2022) have
developed a conceptual model for the online OBR purchasing process via s-commerce with empirical data. The conceptual
model is presented in Fig. 1.

1.Need recog- N 2 Information 3.Evaluation L, 4.Purchase 5.Post-purchase
nition search of alternatives decision behavior
\4
Free traffic: * Reading re- * Comparing « Transaction * Starr ratings
views social medias security * Repeat purchase
» SEO (brows- * Looking at * Asking friends « Functional se- * Word of mouth
ing the inter- OBR products * Comparison curity comments
net) * Asking friends tools « Consumer * Suggestions to
. IG * Asking family data security friend
- Blog * Thinking of the + OBR product-
* Article sites options risk
* Friends * Non-delivery
* Family risk
* Guarantees/
return policy

Fig. 1. Conceptual Model of Online OBR Purchase Decision Process via S-commerce
Source: (Kusno et al., 2022)

2.2.2.  Satisfaction with the Online Purchasing Decision Process via S-commerce
Consumer satisfaction is a feeling of pleasure or disappointment that arises after comparing product performance with the
expected performance before buying a product (Babin et al., 2005; Kotler & Keller, 2009). However, consumer satisfaction
in the online context exceeds satisfaction with the process that is formed from consumer interactions with e-retailers and
satisfaction with the final choice. Online consumer satisfaction can be defined as the extent to which consumers' perceptions
of the online buying experience confirm their expectations (Li & Zhang, 2002). These expectations influence their attitudes

and intentions to shop at a particular Internet store and affect their decision-making process and buying behavior (Jahng et
al., 2001).

Online consumer satisfaction is the output of the online purchasing decision process (Karimi et al., 2018). The online-based
purchasing decision process model considers the external influence of website marketing, the socio-cultural environment, and
psychological problems on online consumer activity followed by buying and post-purchasing behavior (Smith & Rupp, 2003).
Experience in the decision-making process is influenced by the variables that shape the situation in which the decision occurs
(Zhang & Fitzsimons, 1999). Satisfaction with the process is therefore conceptually different from satisfaction with the choice.
Satisfaction with the process is higher when the choices have comparable attributes (Zhang & Fitzsimons, 1999). So, satis-
faction with the process and satisfaction with the choice are significant contributors to overall customer satisfaction (Fitzsi-
mons, 2000).
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Online purchasing decisions (stage 4 of 5 stages of the buying decision process) are influenced by internal and external factors
(Bhattacharjee & Priya, 2019) as well as the marketing mix (Kotler & Keller, 2012). The 4Ps of marketing mix associated
with online purchasing decisions have been studied by previous researchers, (e.g. (Kanade & Kulkarni, 2018; Suhari, 2008)).
Hence, this research uses 7P, namely product, price, promotion, place, people, process, physical evidence. Based on the de-
scription above, satisfaction with the online purchasing decision process via s-commerce is influenced by experience in ac-
tivities at the five stages of the decision process (see Fig. 1), internal aspects: ease of use, personal experience, time manage-
ment, personal traits (Bhattacharjee & Priya, 2019) and external aspects: service quality, easy payment options, easy accessi-
bility, consumer reviews/ recommendations (Bhattacharjee & Priya, 2019) and the 7Ps marketing mix (Kotler & Keller, 2009).

2.3 Underlying Factors

The availability of a large amount of online information makes the consumer buying decision process a tedious and frustrating
task (Ho & Strube, 2000). Therefore, an underlying structure is needed for the process which looks chaotic and complex
(Karimi et al., 2014). Consumer psychologists devote a great deal of attention to understanding the processes that underlie the
use of information to make judgments and decisions (Posavac et al., 2012). Given that there are so many variables in online
satisfaction, consumers must rely on several factors to make their decision. These factors are the implicit attitude of consum-
ers. According to Posavac et al. (2012), implicit attitudes are far more automatic than explicit attitudes and are based on
associations in memory that are not always realized. The explicit stance itself is consultative, based on consumers' introspec-
tion of their evaluations, and then self-reporting of those evaluations (Posavac et al., 2012). Implicit attitudes can be interpreted
as dimensions or constructs or factors, or immeasurable (latent) variables that consumers use as the basis for their judgments
regarding all stages of the online product purchasing decision process through s-commerce (Kusno et al., 2022), as well as
internal and external aspects (Bhattacharjee & Priya, 2019; Kotler & Keller, 2009).

Kusno et al. (2022) found that the underlying factors (latent variables) of the online OBR purchasing decision process via s-
commerce (OOPDPS) were: security in purchasing decisions (P1), Internet (P2), friends (P3), satisfaction with the results
(P4), Instagram and other social media (P5), and family factor (P6). In this research, these six factors together with the factors
that underlie the internal and external aspects that influence purchase decision (AIPD) will be associated with the satisfaction
with OOPDPS.

2.4 Theoretical Framework and Hypothesis

Fig. 2 is a framework that shows satisfaction with the online OBR buying decision process through s-commerce is influenced
by all stages of the decision process (Kusno et al., 2022) as well as internal aspects (Bhattacharjee & Priya, 2019) and external
aspects (Bhattacharjee & Priya, 2019; Kotler & Keller, 2009). Furthermore, the underlying factors of the OOPDPS and the
underlying factors of the AIPD are hypothesized to have a direct, positive, and significant effect on consumer satisfaction
with the OOPDPS.

Internal Aspects: Conceptual Model of Online
e Ease of use OBR Purchase Decision Pro-
e Personal experience cess via S-commerce (Fig. 1):
e Time management o Need recognition
e Personal traits e Information search
(Bhattacharjee & Priya, e Evaluations of alterna-
2019) tives
External Aspects: e Purchase decision
e Service quality e Post-purchase behavior
e Easy payment options (Kusno et al., 2022)
e Easy accessibility
e Consumer reviews/
recommendations
(Bhattacharjee & Priya, v
2019)
e Product
e Price Satisfaction
e Promotion with the Online
OBR Purchase
* Place »|  Decision Pro-
e People cess via S-com-
e Process merce
e Physical evidence
(Kotler & Keller, 2009)

Fig. 2. Theoretical Framework
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3. Methodology
3.1 Population and Sample

In this research, sampling of end consumers (respondents) used a combination of random and non-random sampling (Hedt &
Pagano, 2011) namely stratified random and convenience sampling. Meanwhile, producer informants were selected purposely,
and resellers were selected by word of mouth. Initially, the population of this study were end consumers who bought OBR
online through s-commerce produced by Tasikmalaya, Subang and Indramayu Regencies (see Fig. 3). Sampling was done
proportionally stratified random sampling. However, the initial population size (N) was small, namely 42. This was due to the
fact that the majority of consumers from producers in Tasikmalaya were supermarkets where supermarket consumers bought
OBR offline, so it was not suitable for this research topic. The initial sample was set = 50% of the population size (Parel et
al., 1973). So,n=21.

Regencyy,

End consumer

consumer's WA

number from the

. Reseller » End consumer
producer in the
regency-h > Ny Organization /
retail

Note:
h=1, 2, 3; 1 = Tasikmalaya, 2 = Subang, 3 = Indramayu. N = population size = Y3 N,,
Fig. 3. Determination of the Initial Population of End Consumers

The initial population size N is calculated by: 1). collect WA numbers of consumers from each producer, so that the number
and types of OBR consumers in each regency are known, 2). collecting end consumer WA numbers from resellers obtained
from the first step, and 3). calculate the number of end consumers of OBR in each regency = population size in each regency.
Then the overall population size N is calculated by adding up the population sizes in each regency (see Fig. 3). The form of
black rice grain varies between regencies in West Java (Dewi et al., 2017). Therefore, the sampling of end consumers can be
carried out using the stratified random sampling method with regencies as the stratum. Then from each regency, the respond-
ents were randomly selected proportionally using the formula:
N,
n, = Wh .n
n = end consumer sample size

n;, = sample size allocated to the h-th regency; h = 1 (Tasikmalaya), 2 (Subang), 3 (Indramayu)
N}, = sub population size of the h-th regency
N = population size

The distribution of sample sizes is presented in Table 1. The data will be analyzed by inferential statistical methods, therefore,
it must be taken from a random sample or justified as random, and the sample size must be >30. For this, the sample is added
with a convenience sample from a new population (Hedt & Pagano, 2011).

Table 1
Sample Size Distribution of the Initial Population
No. Regency Initial Population Size Ny, Initial Sample Size n;
1 Tasikmalaya 6 3
2 Subang 28 14
3 Indramayu 8 4
Total 42=N 21=n

Source: (Kusno et al., 2022)

The new population is end consumers who buy OBR online through s-commerce domiciled in West Java, DKI Jakarta and
Banten Province. The reason is that the majority of consumers of organic products live in these three provinces (Institute et
al., 2019). Based on available resources, the final sample size was set = 200. So, the convenience sample size = 200 - 21 =
179.
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3.2 Data Collection

Data collection was conducted from August to December 2021 using an online questionnaire sent to the personal WhatsApp
(WA) or personal Instagram (IG) of each respondent. The questionnaire contains closed questions and a few open questions.
If the answers to the open questions are not clear, clarification is made to the respondent by means of an interview via WA or
telephone.

3.3 Variable and Measurement

Variables and the measurements can be seen in Table A1 (see Appendix 1) and Table A2 (see Appendix 2). The measurement
used a 5-point Likert scale, following research conducted by (Kusno, Liandy, et al., 2021) for organic rice which is proven
reliable and valid. The data was then transformed into an interval scale with Successive Interval method using Macro appli-
cation.

3.4 Data Analysis

To find out the dominant factors that influence satisfaction with the OOPDPS, the exploratory factor analysis and path analysis
methods are used. The data analysis framework can be seen in Fig. 4.

24 OOPDPS EFA 6 OOPDPS fac- [}
variables tors \
Satisfaction

Path with

38 AIPD varia- EFA 2 AIPD factors OOPDPS
bles

A 4

Note: What is delimited by the red line has been done by (Kusno et al., 2022)
Fig. 4. Data Analysis Framework

EFA was performed using SPSS 25 and path analysis using LISREL 8.80 software. The results of EFA are factors (latent
variables) or also called constructs or dimensions or underlying factors, which are no longer correlated with each other. EFA
also generates new data in the form of factor scores for each individual respondent for each factor formed. The factor scores
data are then analyzed by a path analysis method. The hypothesis is then formulated as follows: Each of the factors underlying
the online OBR buying decision process via s-commerce and the aspects that influence the buying decision have a direct and
significant effect on satisfaction with the process. The significant factor path coefficient is the dominant factor influencing
satisfaction with the process.

4. Results and Discussions

Before conducting EFA on 38 AIPD variables, the reliability and validity were tested first. The results are presented in Table
2. It appears that the Cronbach's Alpha values for all items (variables) are > 0.7, therefore, the questionnaire is reliable (Taber,
2018).

Table 2
Results of Reliability Test of 38 AIPD Variables
No. Item Cronbach’s Alpha No. Ttem Cronbach’s Alpha
All items 951
1 IN1 .950 20 PD1 .949
2 IN2 950 21 PD2 .949
3 IN3 .950 22 PD3 .950
4 IN4 .950 23 PD4 952
5 IN5 .950 24 PR1 950
6 IN6 .950 25 PR2 .949
7 IN7 951 26 PR3 .950
8 IN8 .949 27 PM1 .950
9 IN9 .949 28 PM2 .950
10 IN10 .949 29 PL1 .949
11 IN11 950 30 PL2 .949
12 EX1 .949 31 PL3 .949
13 EX2 949 32 PP4 950
14 EX3 .950 33 PP5 .949
15 EX4 949 34 PC1 .949
16 EX5 .949 35 PC2 .949
17 EX6 950 36 ED2 .950
18 EX7 950 37 ED3 .950
19 EX8 .950 38 ED4 .949

Source: Author's calculations
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The validity test resulted in a KMO value (Kaiser-Mayer-Okin on Sampling Adequacy) = 0.881 > 0.5. Thus, EFA is feasible.
Significance value = 0.000 < 0.05 means that the correlation between 38 variables is significant. In conclusion, the 38 variables
are valid. Furthermore, the EFA of 38 variables is reduced to 8 factors (See Table 3). There is a factor loading value = 0.359
< 0.4 which is a correlation between EX6 and Factor 5. The factor loading value which is < 0.4 does not meet the EFA
requirements according to (Hair et al., 2010). However, a value of 0.32 is a good rule of thumb for the minimum factor loading
of a variable on a factor (Tabachnick & Fidell, 2019). Hence, factor loading > 0.32 is the decision criterion for EFA over
AIPD, so EX6 does not need to be excluded for further analysis.

Table 3
Results of EFA of 38 AIPD Variables
% Variance Factor
Item 1 2 3 4 5 6 7 8
PR1 611
PR2 618
PR3 .632
36.382 PL1 736
PL2 753
PL3 726
PC1 .624
PC2 .594
N2 .543
N9 456
IN10 572
INI1 .678
8.240 EX1 .610
EX2 .681
EX3 .706
EXS 581
PD3 .605
N4 579
INS 490
6.080 IN6 .809
IN7 .865
IN8 .588
EX8 611
PP4 .671
PP5 .593
4.039 ED1 735
ED2 .604
ED3 490
EX6 359
3.703 EX7 714
PD1 710
PD2 .643
EX4 403
3.182 PM1 718
PM2 710
3.022 IN1 744
IN3 .692
2918 PD4 713
Source: Author's calculations

The meaning of the symbols for each variable can be seen in Table A2 (see Appendix A). Each factor is then named with a
short sentence adapted to the question sentence in the questionnaire. Factor 1 can be named Price, location, and process in
purchasing. Factor 2 can be named Personal experience, service quality and ease of purchase. Factor 3 is personal traits,
demographic characteristics, and prestige. Factor 4 is Attractiveness. Factor 5 is Reference from friends and family as well as
consideration of product taste and aroma. Factor 6 is Promotion. Factor 7 is Time efficiency, and Factor 8 is Disease treatment.
From Table 3 we can also see that Factor 1 can explain 36.382% of the total variance. Factor 2 can explain 8.240% of the
total variance, and then Factor 8 can explain 2.918% of the total variance. That is, 38 variables are reduced to 8 factors, of
course there is missing information (Kusno, Natawidjaja, et al., 2021). In other words, the eight factors cannot fully absorb
all the information contained in the 38 AIPD variables. The proportion of information absorbed by the eight factors =36.382%
+ 8.240% + 6.080% + 4.039% + 3.703% + 3.182% + 3.022% + 2.918% = 67.566%. EFA on 24 OOPDPS variables (Fig. 1)
which has been done by (Kusno et al., 2022) produces 6 factors as previously mentioned above. The six factors are denoted
as P1, P2, P3, P4, P5, and P6, and the 8 AIPD factors are denoted as F1, F2, F3, F4, F5, F6, F7, and F8. These fourteen factors
are exogenous variables in path analysis, while the level of satisfaction with OOPDPS is the endogenous variable.

Normality, multicollinearity and heteroscedasticity tests were performed prior to path analysis. The results of these tests
showed that the data were normally distributed, there was no multicollinearity between exogenous variables (independent
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variables), and there was heteroscedasticity at P6 so that P6 was excluded from further analysis. Thus, only 13 factors were
included in the analysis, namely P1, P2, P3, P4, P5, F1, F2, F3, F4, F5, F6, F7, and F8.

Table 4 presents the results of the measurement model fit test. It can be seen that the model fit perfectly. The hypotheses are
formulated as follows:

H;: P1 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H,: P2 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H;: P3 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H,: P4 had a direct, positive and significant effect on satisfaction with the OOPDPS.
Hs: PS5 had a direct, positive and significant effect on satisfaction with the OOPDPS.
Hg: F1 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H,: F2 had a direct, positive and significant effect on satisfaction with the OOPDPS.
Hg: F3 had a direct, positive and significant effect on satisfaction with the OOPDPS.
Ho: F4 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H;,: F5 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H,1: F6 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H;,: F7 had a direct, positive and significant effect on satisfaction with the OOPDPS.
H,5: F8 had a direct, positive and significant effect on satisfaction with the OOPDPS.

Table 4
Results of Goodness of Fit
Goodness of Fit Measures Fit Criteria Parameter Estimates Description
Degree of Freedom Small value 0 The Model is Saturated, the Fit is Perfect
Chi Square Small value 0.000
p-value >0.05 1.000
Root Mean Square Error of Approximation (RMSEA) <0.05 0.000

Source: Author's calculations. Fit criteria according to Yamin (2014)

Fig. 5 depicts the results of the path analysis of 5 OOPDPS factors and 8 AIPD factors on satisfaction with the OOPDPS. To
make it easier to interpret, the information in Fig. 5 is tabulated in Table 5.
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Fig. 5. Path Coefficient of OOPDPS Factor and AIPD Factor on Satisfaction with the OOPDPS
Source: LISREL 8.80 output
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Path coefficient is a standardized regression coefficient. Based on Table 5, F7 (time efficiency factor) non-significant and the
path coefficient is negative = -0.009. That is, if F7 increases then satisfaction with the process actually decreases. Time
efficiency represents 2 variables, namely IN1 (I bought OBR online because it's easy to use) and IN3 ( I bought OBR online
out of time management considerations) (see Table A2). Field facts show that if the time spent searching for OBR online is
short, consumers actually become suspicious, so they look for further OBR specification on social media, especially WA. For
example, researching whether a certain brand of black rice is truly organic even though the word "organic" is listed on the
packaging. So, in general consumers use chat to get information about product and price information, make offers, and build
trust (SIRCLO, 2020). According to Gong et al. (2013), if consumers face a shortage of time, they tend to choose online
shopping for the products or services they need. However, because OBR is a functional food whose price is relatively expen-
sive compared to other types of rice, consumers deliberately set aside time to study online information about OBR before
deciding whether to buy online or offline at the supermarket. Thus, this result is not in line with the statement of Gong et al.
(2013) mentioned above as well as the findings of Petcharat & Leelasantitham (2021).

Table 5

Path Coefficient and Significance of Exogenous Variables
Exogenous Variables Path Coefficient t Value t Table Value
P1 0.376 7.218%** 2.603
P2 0.298 6.756%** 2.603
P3 0.307 6.590%** 2.603
P4 0.303 5.875%** 2.603
P5 0.344 7191 %%* 2.603
F1 0.055 1.306 1.973
F2 0.030 0.600 1.973
F3 0.016 0.379 1.973
F4 0.086 1.991** 1.973
F5 0.121 2.401** 1.973
F6 0.022 0.468 1.973
F7 -0.009 -0.189 1.973
F8 0.067 1.691* 1.653

Coefficient of determination R? = 0.710
Note: * significant at o = 10%; ** significant at o = 5%; *** significant at o = 1%
Source: Author's calculations

Based on Table 5, R? = 0.710. It is concluded that the OOPDPS factors: P1, P2, P3, P4, P5, and AIPD factors: F1, F2, F3, F4,
F5, F6. F7, F8 can simultaneously explain variations in OOPDPS Satisfaction of 71%. The OOPDPS factors and AIPD factors
that have a positive and significant effect on OOPDPS satisfaction are P1, P2, P3, P4, PS5, F4, F5, and F8. Meanwhile, F1, F2,
F3, F6 and F7 had no significant effect on OOPDPS satisfaction. The order of domination of the effect on OOPDPS satisfac-
tion is based on the value of the path coefficient, from the highest to the lowest, namely P1, PS5, P3, P4, P2, F5, F4 and F8. P1
(security in purchasing decisions) ranks first, indicating that consumers prioritize security in the online OBR shopping expe-
rience. Security is related to trust. Thus, trust is ranked first. This is in line with the findings of (Kanade & Kulkarni, 2018;
Petcharat & Leelasantitham, 2021) for non-specific products that one of the main important factors in the online experience
is trust.

5. Conclusions

This study aims to determine the dominant factors that influence consumer satisfaction with the decision process to purchase
organic black rice online via s-commerce based on the theory of 5 stages of the purchasing decision process. This was done
because previous studies of satisfaction, whether for certain products or not, analyzed satisfaction with the choices and with
the results of decisions, not with the decision process. The results showed that the dominant factors influencing consumer
satisfaction with the online OBR purchase decision process via s-commerce were 8: safety in purchasing decisions factor,
Instagram and other social media factor, friends factor, satisfaction with the result factor, internet factor, factor of reference
from friends and family as well as taste and aroma considerations, and disease treatment factor respectively. These eight
factors can explain the variation in satisfaction with the process of 71% (= R?). In order to increase the R, it is recommended
to add the independent variables for further research. For example, OBR product attributes. These eight factors can be used
as important considerations in online OBR business through s-commerce. Another finding is that although time efficiency is
not the dominant factor influencing satisfaction with the process, the relationship is negative. This means that if time efficiency
increases, OBR customer satisfaction with the process decreases. This is because consumers need a lot of time to research
OBR specifications before buying it. For example, researching through social media, especially WA, whether a certain brand
of black rice is truly organic even though the word "organic" is listed on the packaging. The limitation of this research is that
only respondents who domicile in the provinces of West Java, Banten and DKI Jakarta were studied so that it is not sufficient
to represent Indonesia. Therefore, for further research, it is suggested to add respondents who live in other provinces. In
addition, it is recommended to conduct research on consumer satisfaction with OBR products, and the level of satisfaction
with OBR attributes purchased online through s-commerce. As such, the overall consumer satisfaction will be known as stated
by (Fitzsimons, 2000; Zhang & Fitzsimons, 1999). By knowing overall satisfaction, producers, resellers and online marketers
can improve their performance according to what consumers want and need so that in the long run it can be expected that the



842

number of OBR consumers will increase as well as the number of producers. For theory development, the results of this study
are expected to contribute to the development of a theory of consumer behavior in the context of satisfaction with the decision
process to purchase functional food online through s-commerce.
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Appendices
Table A1
Variable and Measurement of OBR Online Purchase Decision Process via S-commerce and the Satisfaction
Stage Variable Measurement
Agreement Satisfaction
Need recognition I realized the need for OBR by browsing the internet (N1) SD,D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via WA (N2) SD, D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via FB (N3) SD,D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via IG (N4) SD, D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via Twitter (N5) SD,D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via Email (N6) SD, D, N, A, SA VD, NS, SS, S, VS
1 realized the need for OBR via Blog (N7) SD, D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via Q and A site (N8) SD, D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via Article site (N9) SD,D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR via Google ads (N10) SD, D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR from friend (N11) SD,D, N, A, SA VD, NS, SS, S, VS
I realized the need for OBR from family (N12) SD, D, N, A, SA VD, NS, SS, S, VS
I searched for information about OBR by reading reviews (I1) SD, D, N, A, SA VD, NS, SS, S, VS
Information I searched for information about OBR by looking at the product on SD, D, N, A, SA VD, NS, SS, S, VS
search the internet (12)
I searched for information about OBR by asking friends (I3) SD,D, N, A, SA VD, NS, SS, S, VS

I searched for information about OBR by asking family (14)
I searched for information about OBR by considering various OBR
options on the internet (I5)

SS, S,
VD, NS, SS, S, VS
VD, NS, SS, S, VS

>

Evaluation of al- I evaluated OBR options by comparing social media of various SD,D, N, A, SA VD, NS, SS, S, VS
ternatives sellers (E1)

I evaluated OBR options by asking friends (E2) SD, D, N, A, SA VD, NS, SS, S, VS
I evaluated OBR options using a specific website that provides SD,D, N, A, SA VD, NS, SS, S, VS
benchmarking (E3)

Purchase decision I feel secure transacting when buying OBR online (D1) SD,D, N, A, SA VD, NS, SS, S, VS
I feel secure that OBR purchased online fits its function (D2) SD,D, N, A, SA VD, NS, SS, S, VS
I feel my data is safe when buying OBR online (D3) SD, D, N, A, SA VD, NS, SS, S, VS
Risk of damage to the OBR product is small (D4) SD, D, N, A, SA VD, NS, SS, S, VS
Risk of the OBR not being delivered is small (D5) SD, D, N, A, SA VD, NS, SS, S, VS
If the OBR doesn't match what I ordered, the return is guaranteed SD,D, N, A, SA VD, NS, SS, S, VS
(D6)

Post-purchase be- I give a star rating after the OBR is received (B1) SD, D, N, A, SA VD, NS, SS, S, VS

haviour I made a repeat purchase of OBR (B2) SD, D, N, A, SA VD, NS, SS, S, VS

1 evaluate my satisfaction with the OBR by paying attention to word SD, D, N, A, SA VD, NS, SS, S, VS
of mouth comment (B3)
I suggest friends to buy OBR (B4) SD, D, N, A, SA VD, NS, SS, S, VS

Note: SD = Strongly disagree = 1, D = Disagree = 2, N = Neutral = 3, A = Agree =4, SA = Strongly agree = 5. VD = Very dissatisfied = 1, NS = Not

satisfied = 2, SS = Somewhat satisfied = 3, S = Satisfied = 4, VS = Very satisfied =5
Source: Developed from (Kanade & Kulkarni, 2018; Kusno et al., 2022)
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No. Internal Aspects Measurement
1. I bought OBR online because it's easy to use (IN1) SD,D, N, A, SA
2. I bought OBR online due to personal experience (IN2) SD, D, N, A, SA
3. I bought OBR online out of time management considerations (IN3) SD,D, N, A, SA
4. I bought OBR online because of my personal nature (IN4) SD,D, N, A, SA
5. Age is a consideration in buying OBR (IN5) SD,D, N, A, SA
6. The type of work is a consideration in buying OBR (IN6) SD, D, N, A, SA
7. Education level is a consideration in buying OBR (IN7) SD, D, N, A, SA
8. Income level is a consideration in buying OBR (IN8) SD,D, N, A, SA
9. The feeling of comfort when eating OBR is a consideration for buying OBR (IN9) SD,D, N, A, SA
10. Encouragement from within is a consideration to buy OBR (IN10) SD,D, N, A, SA
11. The perceived benefits for health are a consideration for buying OBR (IN11) SD, D, N, A, SA
External Aspects SD, D, N, A, SA
12. 1 bought OBR online because of the good quality of service (EX1) SD, D, N, A, SA
13. 1 bought OBR online because the payment options are easy (EX2) SD,D, N, A, SA
14. 1 bought OBR online because of easy accessibility (EX3) SD, D, N, A, SA
15. 1 bought OBR online after reading reviews (EX4) SD, D, N, A, SA
16. The habit of consuming OBR is a consideration for buying OBR online (EX5) SD,D, N, A, SA
17. Family is a reference in buying OBR online (EX6) SD,D, N, A, SA
18. Friends are a reference in buying OBR online (EX7) SD,D, N, A, SA
19. Increasing social status is a consideration in buying OBR online (EX8) SD, D, N, A, SA
a. Product SD,D, N, A, SA
20. 1 bought OBR because the flavors suit my taste (PD1) SD, D, N, A, SA
21. 1 bought OBR because of the distinct scent (PD2) SD, D, N, A, SA
22. 1 bought OBR for disease prevention (PD3) SD,D, N, A, SA
23. 1 bought OBR for the treatment of ailments (PD4) SD, D, N, A, SA
b. Price SD,D, N, A, SA
24. Price is a major consideration in buying OBR (PR1) SD, D, N, A, SA
25. Appropriateness of price and quantity is a consideration in buying OBR (PR2) SD,D, N, A, SA
26. Appropriateness of price and quality is a consideration in buying OBR (PR3) SD,D, N, A, SA
¢. Promotion SD, D, N, A, SA
27. Gifts can make me interested in buying OBR (PM1) SD, D, N, A, SA
28. Advertising on social media is a consideration in buying OBR (PM2) SD, D, N, A, SA
d. Place SD, D, N, A, SA
29. Easy-to-reach location is a consideration for buying OBR (PL1) SD,D, N, A, SA
30. Situation of a safe location is a consideration in buying OBR (PL2) SD,D, N, A, SA
31. Convenient location situation is a consideration in buying OBR (PL3) SD,D, N, A, SA
e. People SD,D, N, A, SA
32. The felicity of the seller in conversation is a consideration in buying OBR (PP1) SD, D, N, A, SA
33. The friendliness of the seller in conversation is a consideration in buying OBR (PP2) SD, D, N, A, SA
f. Process SD,D, N, A, SA
34. The speed of transaction processing is a consideration in buying OBR (PC1) SD,D, N, A, SA
35. The speed of the shipping process is a consideration in buying OBR (PC2) SD,D, N, A, SA
g. Physical evidence SD,D, N, A, SA
36. An attractive seller's website is a consideration in buying OBR (ED1) SD,D, N, A, SA
37. An attractive billing report is a consideration in buying OBR (ED2) SD,D, N, A, SA
38. The variety of products sold is a consideration in buying OBR (ED3) SD, D, N, A, SA

Note: SD = Strongly disagree = 1, D = Disagree = 2, N = Neutral = 3, A = Agree =4, SA = Strongly agree

Source: Developed from (Bhattacharjee & Priya, 2019; Kotler & Keller, 2009)
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