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The Effects Of Perceptions Of Quality And Risk  
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Abstract: Consumer behaviors are more important in the study of "Green Marketing". This studied aims to examined buying behavior of consumers on 
organic products, which is formed by perception of quality and perception of risk. The research model with three hypotheses to explained the relationship 
and influenced between the constructs that perception of quality, perception of risk and purchase decision. In these empirical studied treated 366 

respondents from customer of retail supermarkets in West Java - Indonesia. Results of research founded a significant negative relationship between 
perception of quality and perception of risk. As well as the behavior of perception of quality and the perception of risk has  a significant influenced on 
purchase decision. Retail self-service needs to improve the perception of quality and reduces the risk perception of the consumers, if purchasing 

behavior of consumers want increase on organic products. This studied was useful in raising awareness of self -service retail and consumers for 
environmentally friendly products. 
 

Index Terms: Perception of Quality; Perception of Risk; Purchase Decision 
———————————————————— 

 

1 INTRODUCTION  
In this marketing era increasingly emphasized the importance 
of treating nature and the environment as a stabilized force in 
gains business competitiveness. Therefore, the impact of 
industrial activities on the Earth's environment intensified in 
the 1970s, and the serious environmental pollution eventually 
stimulated movements throughout the world (Chen et al., 
2015:10136). The problems are taken as the issue in a 
competitive business, it is indicated on the changing patterns 
of business approach began to steer business to business 
activity-based approach to environmental sustainability (Chen, 
2009:307). The creation of products that can conserved the 
environment started to create the company to realize the issue 
of environmental problems and one of the company's concern 
for the environment. Another thing seems from retail 
supermarkets that have provided options of products with 
environmental friendly products, namely organic vegetables 
(Alamsyah et al., 2015:173). Today's consumer is given the 
choice of organic and non-organic products (Wirth et al., 
2011), of course both of the products have the same kind but 
also has a difference. The difference on organic products is 
how to growing, where organic products is avoid from 
chemicals that can harm the environment with strict of 
preservation. Thus making organic products are more 
expensive than conventional products (Ankomah & Yiridoe, 
2006:9). Vegetables fresh and pollution-free or organic 
vegetables believed to be vital for nutritious food and health 
that is beneficial to detoxify the body and prevention of 
diseases such as cancer, heart disease, hypertension, 
diabetes, kidney and stroke (Supriati et al., 2008:9). One of 

the countries in Asia as Malaysia had more intentions of 
organic products from the customers in view of the importance 
of health on environmental issues (Saleki et al., 2012:99). This 
shows that attentions to organic products are already quite 
well received by the community. However, there needs to be 
studied perception of organic products in Indonesia, because 
Indonesia is a developing country which has a population 
density is quite high compared from Malaysia. And 
consumption of vegetable, especially organic vegetable 
products is still low in Indonesia (Amin, 2014:13), in 
particularly the province of West Java. An organic vegetable 
product offered by retail supermarket is assessed by 
consumers in both of sides, quality and risk. Price is a risk that 
should be accepted by consumers when buying organic 
vegetables. Hence, price of organic vegetables is more 
expensive than conventional vegetable products (Radman, 
2005:263). Value of the risk products is very important for 
customer, which has an impact on consumer purchasing 
decisions (Yee et al., 2011:55). Nowadays consumers buy 
organic products is not as aware of the health and 
environmental effects but because of advised and habit of 
surroundings (Guido et al., 2010:99). In addition, not all 
consumers considered that by buying organic products, have 
been keeping or help conserve the environment (Arvola, 
2008:449). It is alleged lack of consumer understanding of 
product quality organic vegetables. On last study it was 
discovered that the perceived quality is strong relationship with 
consumer purchasing decisions (Yee et al., 2011:55). 
Consumer’s had perception of organic products is because of 
quality and safety, in addition to some other benefits (Zanoli et 
al., 2012:70). Customer value of product influenced purchase 
decision of products (Shareef, 2008:105). Organic vegetable 
products have value in consumer where quality and 
satisfactions become value for consumers (Ying & Chiu, 
2012:125). Higher value of consumer product quality of 
organic vegetables is more possibility to purchase decisions of 
organic vegetable products who offered in retail supermarkets. 
Based on previously phenomenon, this study examines the 
level of consumer perceptions of quality and risk in organic 
vegetables, as well as the impact on consumer purchasing 
decisions.  
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2 LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 

2.1 Perception of Quality (PoQ) 
Quality is defined as the degree of excellence or superiority 
that an organization’s product possesses (Khan, 2005:28). 
Consumers judge or perceive the quality of the products and it 
also called perception of quality, because perception of quality 
derived from the analysis of consumers on product quality 
(Sanyal & Datta, 2011:605). Customer perceived value of 
product quality is a consumer opinion as ability of the product 
who suitable with expectation of consumer (Terenggana et al., 
2013:326). Perception of quality is formed on consumers can 
be affected by several things including past experience, 
education, purchasing and consumer community (Yaseen et 
al., 2011:834), and perception of quality is important in 
improving the quality of products in the view of consumers 
(Parrol et al., 2013:603). Since knowledge and consumer 
needs change time by time, it taken an understanding related 
consumer perception of quality in evaluated to be known how 
big influence on purchase intention (Sanyal & Datta, 
2011:607). Reviewing consumer behavior in foods, in previous 
research is often studied through perception of quality 
(Carrasco et al., 2012:1414). On last studied, perceived quality 
is the consumer’s judgment about a product’s overall 
excellence or superiority (Zeithaml, 1988). Meanwhile 
perceived quality is the judgment a consumer of product which 
refers to the physical characteristics of the product, and is 
related more to engineering and food technology (Carrasco et 
al., 2012). Several things that concern on perception of quality, 
first are spoke on the advantages related to the assessment of 
consumer products and the second on the technology applied 
to products that are both better than similar products. That 
matter is a critical element for consumer decision making, 
consequently, consumers will compare the quality of 
alternatives with regard to price within a category (Jin & Suh, 
2005). Organic vegetable products have advantages and 
technologies related of environmental friendly. Perceived 
quality is not the actual quality of the brands or products. 
Rather, it is the consumers’ judgment about an entity’s or a 
service’s overall excellence or superiority (Aaker, 1991). 
Sometimes is directly related to the reputation of the firm that 
manufactures the product (Davis et al. 2003), and viewed as 
the degree and direction of discrepancy between consumers’ 
perceptions and expectations (Chen & Chang, 2005). 
Perceived quality and perception of quality had closer 
theoretical, perception defined is the mental process that 
persons go through in selecting, organizing and interpreting 
information into meaningful patterns (Truong & Yap, 
2010:532). It can be interpreted that perception of quality is 
overall judgment of superior quality of organic products as 
result from selecting, organizing and interpreting form the 
alternative product. Measurement of customer perception of 
quality on organic products is divide on several things, 
included guarantee (origin, brand, label, variety), organoleptic 
characteristic (firmness, color, flavor, aroma), and external 
factors (damage, size, price) (Carrasco et al., 2012:1422). In 
other side on organic product it measured with environmental 
concern, environmental consideration, environmental 
performance, environmental image, and environmental 
reputation (Chen & Chang, 2013:71).  
. 

2.2 Perception of Risk (PoR) 
Risk is important construct on marketing, especially to 

describe and understanding the evaluated of customer and 
customer behavior (Tuu & Olsen, 2011:29). Consumer 
behavior involves risk in the sense that any action of a 
consumer will produce consequences which he cannot 
anticipate with anything approximating certainty, and some of 
which at least are likely to be unpleasant (Bauer, 1960) and 
sacrifice to obtain a product (Zeithaml, 1988). Value of risk 
often in empirical study on customer behavior in foods (Knight 
et al., 2007:794), considering food is basic needs of customer 
every day. Perceived risk is not only related to consumers’ 
information acquisition and processing activity but to post-
decision processes as well, where people will seek out 
information that confirms the wisdom of their decision (Horvat 
& Dosen, 2013:273). Consumer risk perception and its impacts 
on purchasing behavior are a critical component of the 
management of food safety (Yeung et al., 2010:306), 
perceived risk can be explained as consumers’ doubt on the 
results of their buying decisions (Arslan et al., 2013). It can be 
interpreted that perception of risk is sacrificed value of 
customer when buying products as result from selection until 
interpretation from alternative product. Described of organic 
product can be measure with financial risk, performance risk, 
physical risk and social risk (Yee et al., 2011:54). Research on 
the same years is delivered of measure of risk, especially food 
include health risk, performance risk, psychosocial risk, and 
financial risk (Tuu et al., 2011:368). Perception of risk have 
negative relationship with perception of quality (Kim & Lennon, 
2013:33), and on last research found that perception of quality 
have negative relationship with perception of risk received by 
customer (Chen & Chang, 2005:521). Based on theoretical 
study which has been discussed, next determined research 
hypothesis. 
 
Hypothesis 1 (H1). Perception of quality has negative 
relationship with perception of risk of organic product.  
 

2.3 Purchase Decision (PD) 
On customer behavior in related with purchase decision of 
customer, said that behavioral intentions were defined as 
intentions or certain activities toward to a product or business 
when customers after purchasing, and they can be regard as a 
signal of customer retention rate (Chi et al., 2008:131). 
Decision of consumer on purchase decision is different, the 
decision mentioned involved many considering on faced many 
differentiation of brands (Kotler & Armstrong, 2006:176). 
Consideration of customer affected in many activities, 
including purchase decision (Choubtarash et al., 2013:276). 
Behavior intention is behavior which comes from values of 
customer; behavior delivered by customer of organic product 
came from previous comprehension of customer perception 
(Chi et al., 2008:131). Behavior of customer to organic 
vegetables is come from customer perception of quality of 
organic product and that behavior effected consumer decide to 
consume of organic product (Terenggana, 2013:324). In 
decision of buying the goods, there are often two or more 
parties are involved in the process of exchange or purchase. 
Marketers need to know who is involved in buying decisions 
and the role played by each person (Schiffman & Kanuk, 
2007:289). Consumer awareness of the environmental 
damage due to the products to be increased, marked by the 
consumption patterns of environmentally friendly products or 
so-called "Green Consumerism", the behavior affected the 
purchasing behavior of consumers, especially on organic 
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products (Kim & Chung, 2011:40), so it’s important to 
recognize consumer purchasing behavior. Many companies 
use marketing strategies by analyzing consumer behavior in 
order to study the effect on purchase decision (Jalalkamali & 
Nikbin, 2010:235). The purchase decision is also influenced by 
the perceived quality which is also an aspect of brand value 
that makes consumers pay for certain products or services 
(Yaseen et al., 2011:833). It confirms that the consumer 
purchase decision on products or services is strongly 
influenced by customer perception of quality of value brand. 
Decision making is a way of choosing between two or more 
possible options when a person has a choice between 
purchasing or not (Schiffman & Kanuk, 2007). In the 
assessment stages of different choices, the consumers 
classify different brands and the purchase intention is created 
in his mind. Shareef et al. (2008) revealed purchase decision 
is a continuous process, which refers to thoughtful, consistent 
action undertaken to bring about need satisfaction. 
Choubtarash et al. (2013) confirmed that purchase decision is 
a person in the mind who is carefully analyzing the features of 
products, trademarks or services and tries, by using logical 
methods, to choose a choice that can satisfy the recognized 
need with the least expenses. Consumers perceived organic 
as a healthier alternative to conventional foods in that they 
contain more nutrients which enhance personal well-being 
organic produce is also considered safer and better in taste 
and more enjoyable than conventional products (Shaharudin 
et al., 2010:72). Last organic purchasing is defined as 
purchasing goods and services which have less harmful for 
environmental and human health (Othman & Rahman, 
2014:93). Purchasing decisions can be measured through 
several dimensions, including recommend, purchase 
frequency, overall satisfaction and purchase intention (Shareef 
et al., 2008:101). The measure is not different from the study 
by Liu et al. (2009:72) which provide specifications for 
purchasing decisions by some measures, including product 
selection, brand selection, object selection, purchase 
opportunity, and  purchase quantity. Consumer purchasing 
decisions on products had relationship with consumer 
perceptions of quality and risk products (Yee et al., 2011:47). 
Consumer interest in the products can be improved by an 
increase in the quality of products (Kwak & Kang, 2009:85). 
And previous research has argued that a consumer perception 
of quality has a positive impact on consumer buying behavior 
(Wang & Tsai, 2014:27). Based on these studies, next 
hypothesis as follows: 
 
Hypothesis 2 (H2). The levels of consumer perceptions of 
the quality of organic products have a positive 
relationship and influence on purchase decisions. 
 
On previous research, customer value of products risk has a 
negative impact on consumer buying behavior (Knight et al., 
2007:792). Based on previous literature review, it was 
determined on the following hypotheses: 
 
Hypothesis 3 (H3). The level of consumer perceptions of 
the risk of organic products has a negative relationship 
and influence on purchasing decisions. 
 
In this study confirms that consumer perception of quality and 
risk of organic products has an influence on purchasing 
decisions. Research framework presented in Figure 1. 

 

 
 

Figure 1. Research Framework 
 

3 METHODOLOGY AND MEASUREMENT 
 

3.1 Purchase Decision (PD) 
Scientific research is basically an attempt to express the 
semantics occurring phenomenon, controlled, empirical, and 
critical. Type of this research is descriptive studies conducted 
to gain an overview of research variables, and verification 
which is a research study to determine the effect between 
variable through a hypothesis testing. Relating to types of 
research in this study using survey research methods, given 
the way data and information collection went to the field. To be 
more accurate data from the study population, namely the self-
service retail consumer research method used is descriptive 
survey and explanatory survey. In this study, survey used 
questioner to collect the information about the constructs. 
Collection sheet question of supermarket consumers is carried 
out at a certain time with time horizon used and cross-
sectional (one shot), whereas the data and information in the 
year 2014 in view of the limited consideration of research time 
and costs. Time horizon reflects the cross-sectional illustration 
of a situation at a particular moment. This study used a survey 
of supermarket customers in West Java Indonesia 500 
respondents, which is divided into 26 regions. Questionnaires 
distributed randomly in retail supermarkets by 25 retailers in 
West Java Province, and valid data obtained about 366. 
 
3.1 The Measurement of the Constructs 
The constructs used in this study as the dependent variable 
purchase decisions and independent variable is perception of 
quality and perception of risk. Each constructs is measured via 
the dimensions of research and indicators, as outlined in the 
questionnaire. In measuring the constructs used a five-point 
Likert Scale of 1-5, with a range of ―strongly disagree― to 
"strongly agree". Explanation of dimensions and indicators on 
variables as follows. 
Perception of Quality is overall judgment of superior quality 
of organic products as result from selecting, organizing and 
interpreting form the alternative product. In some previous 
studies perception of quality is often assessed for food 
products (Carrasco et al., 2012:1414). On this studied 
perception of quality used to assess organic vegetable 
products, which have characteristics of environmental friendly. 
Perception of quality formed with 3 dimensions, followings 
guarantee (label, origin, being safer, healthier), organoleptic 
characteristics (firmness, color, freshness, tastier), and 
external factors (damage, pesticide free, environmental 
friendly, environmental concern).  
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Perception of Risk is sacrificed value of customer when 
buying products as result from selection until interpretation 
from alternative product. Perception of risk is seen by 
consumers on negative values, related organic vegetable 
products. More precisely is the consumer views on the 
weakness of environmentally friendly products (Yeung et al., 
2010:306). Several dimensions to measurement of perception 
of risk, followings financial risk (price, cost, funding), functional 
risk (needs, functions, beliefs), and psychosocial risk (stress, 
dislike, refuse).   
Purchase Decision is defined as purchasing goods and 
services which have less harmful for environmental and 
human health (Othman & Rahman, 2014:93). On some 
previous research found than purchase decision have 
relationship with perception of quality (Yee et al., 2011:47; 
Kwak & Kang, 2009:85; Wang & Tsai, 2014:27) and 
perception of risk (Yee et al., 2011:47; Knight et al., 
2007:792). Purchase decision measured which several 
dimension, followings product selection (product selection, 
selection the other product), purchase frequency (repeat 
purchase now, repeat purchase in the future, repeat purchase 
the other product), and purchase quantity (purchase a little, 
purchase more). 
 

4 EMPIRICAL RESULTHS 
Structure Equation Model (SEM) used in the analysis of the 
suitability of a model based on empirical data exist. SEM 
model also used to assess causality between constructs 
observed in the research model, with maximum method 
approach likelihood (ML). This study used a questionnaire to 
described three latent variables, which is perception of quality, 
perception of risk and purchase decision. Linier Structural 
Relationship (LISREL) is software data processing in 
analyzing SEM model, examine the parameters of the fit 
model and verify the research hypothesis. SEM used in this 
studied to explain the two phases of research that the 
measure model and the structure model. 

 
4.1 Sample Demographics 
Respondents have different demographics. Demographics 
related gender dominated by woman (867%), with average 
ages of 31-40 years (46.6%) and married status (69.1%). 
From the demographic data it appears that a consumer’s retail 
of supermarket in West Java province has a maturity of age. 
Furthermore, from the number of family members appeared to 
be dominated category 2 – 5 persons (70.2%), with the last 
education is bachelor degree (40.1%) and job as a private 
employees (29%), and income between 2 – 6 billion per 
month. Completed demographic data of the study sample 
presented in the following Table 1. 
 

Table 1. Results of Sample Demographics 
 

Variables Category N Rate (%) 

Gender 
Man 

Woman 
49 
320 

13.3 
86.7 

Age 

< 20 years 
20 – 30 years 
31-40 years 
> 40 years 

16 
112 
172 
69 

4.3 
30.4 
46.6 
18.7 

Status 
Marriage 

Single 
255 
114 

69.1 
30.9 

Family 1 – 2 persons 72 19.5 

2 – 5 persons 
> 5 persons 

259 
38 

70.2 
10.3 

Education 

< Senior High 
School 

Senior High 
School 

Diploma 
Bachelor Degree 
Master Degree 

33 
100 
48 
148 
40 

8.9 
27.1 
13 

40.1 
10.8 

Works 

Students 
Public Employees 
Private Employees 

Entrepreneurs 
Housewife 

Doctor 
Lectures/Teachers 

22 
63 
107 
54 
96 
3 
24 

6 
17.1 
29 

14.6 
26 
0.8 
6.5 

Incomes 
(per 

month) 

< 2 billions 
2 – 6 billions 
6 – 10 billions 
> 10 billions 

18 
144 
139 
68 

4.9 
39 

37.7 
18.4 

 
Note: “N” represents the total frequency of the all respondents 
“Rate” in % means the frequency divided by the total valid 
response number 
 
4.2 Sample Demographics 
Before evaluated the measurement model we analyze 
construct for all constructs this research that is perception of 
quality, perception of risk and purchase decision. This 
research used confirmatory factor analysis to test all indicator 
constructs. Measurement model is performed by testing 
reliability and validity. Reliability conducted by reviewing 
Cronbach’s Alpha and Composite Reliability. All value 
Cronbach’s Alpha > 0.5, this indicates all measurement high 
consistency. Furthermore value of Composite Reliability > 0.5 
on this research, its indicated that instrument is reliable. The 
properties of the measurement model are summarized in 
Table 2. 
 

Table 2. Results of Confirmatory Factor Analysis 
 

Const. 
Sub 

Constru
ct 

Item
s 

Factor 
Loadin

g 

Cron
. 

Alph
a 

Composit
e 

Reliability 

Perceptio
n of 

Quality 

Guarante
e 

Q11 
Q12 
Q13 
Q14 

0.66 
0.79 
0.68 
0.72 

0.816 0.819 
Organo. 

Char. 

Q15 
Q16 
Q17 
Q18 

0.75 
0.78 
0.72 
0.74 

External 
Factor 

Q19 
Q20 
Q21 
Q22 

0.67 
0.60 
0.79 
0.74 

Perceptio
n of Risk 

Financial 
Risk 

R11 
R12 
R13 

0.57 
0.51 
0.54 

0.824 0.826 
Function
al Risk 

R14 
R15 
R16 

0.63 
0.77 
0.66 
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Psycho. 
Risk 

R17 
R18 
R19 

0.80 
0.76 
0.73 

Purchase 
Decision 

Product 
Selection 

P11 
P12 

0.67 
0.72 

0.567 0.584 
Purchase 
Frequenc

y 

P13 
P14 
P15 

0.61 
0.65 
0.46 

Purchase 
Quantity 

P16 
P17 

0.72 
0.85 

 
Further in this study examined the validity of research 
instruments through calculation average variance extracted 
(AVE). Table 3 shows Mean and Average Variance Extracted, 
and the result AVE’s value > 0.5. Indicated the measure 
construct has a high value for the validity of the research 
instruments. The results of measurements on reliability and 
validity both is accepted, its mean reliable and valid for all 
constructs. 

 
Table 3. Results of Mean and Average Variance Extracted 

 

Construct Mean Average Variance 
Extracted 

Perception of Quality 3.831 0.747 

Perception of Risk 2.721 0.623 

Purchase Decision 3.614 0.684 

 
4.3 The Results of the  Structural  Model  
In this study we used LISREL analysis to described research 
framework. Results processing of LISREL show in Figure 2, 
containing of path coefficients and explained variance (R

2
). 

The path coefficient for this study is shown in standardized 
form. The R

2
 values for endogenous constructs are treated as 

the predictive power of the research model. Value of R
2
 from 

purchase decision as 0.64, it’s indicated that purchase 
decision is affected by perception of quality and perception of 
risk (64%). On the other hand found perception of quality and 
perception of risk had negative correlation with value -0.32.  
 

 
 

Figure 2. LISREL Results of Direct Effects 
 

The results have been submitted in Figure 2, reaffirmed by the 
results by Table 4 who show Standardized Path Coefficients. 
As presented in Table 4, found that t-value for perception of 
quality to perception of risk as -5.50. And found t-value 
perception of quality to purchase decision as 6.54, other side 
found t-value perception of risk to purchase decision as -3.78. 
All values of hypothesis (H1, H2, and H3) supported, where 
perception of quality had negative relationship with perception 
of risk. Perception of quality had significant impact to purchase 
decision and perception of risk had significant impact to 
purchase decision. 

 
Table 4. Standardized Path Coefficients 

 

Hypothesis 
Relationship 

Path 
Coefficients 

t-
value 

Result 

Perception of Quality -
> Perception of Risk 

-0.32 -5.50 Supported 

Perception of Quality -
> Purchase Decision 

0.48 6.54 Supported 

Perception of Risk -> 
Purchase Decision 

-0.24 -3.78 Supported 

Note: p < 0.05 
 

5 CONCLUSIONS AND IMPLICATIONS 
This study focused on consumer purchasing behavior on 
organic products. Organic products in question are organic 
vegetables in retail supermarkets in West Java - Indonesia. 
There were 366 respondents that were examined in this 
studied, respondents were spread across the retail 
supermarket in West Java Province. It examined in this study 
of consumer purchase decision relating to consumer behavior, 
which is perception of quality and perception of risk. And 
through LISREL approach discovered the relationship and 
influence between the constructs, which are described in the 
research model. Results on the mean values (3.831), found 
description of consumer perception of quality for organic 
vegetables product is better. Different for description of 
consumer perception of risk (2.721) is bad and purchase 
decision (3.614) is average high. The third difference from the 
mean value contained in perception of risk, it is certainly an 
impact on other variables it is purchase decision. However, in-
depth overview of each variable was not studied, and research 
focused on testing the model through research hypothesis. 
The research model was tested through the research 
hypothesis. The final goal is to be conveyed is how to maintain 
self-service retail business through organic product offerings 
approach as the choice of products. Give the organic products 
in addition to healthy when consumed, as well as innovative 
new products that have not been chosen by the public in the 
province of West Java. By consumed and businesses in the 
field of environmentally friendly products, can participate in 
keeping the earth from global warming, as well as the 
sustainability of human life on earth.  
 

5.1 Perception of Quality and Perception of RIsk  
Results of the study found a negative correlation between 
customer perception of quality and perception risk. These 
results are marked by value of correlation is -0.32. Based on 
these results marked that consumer’s perception of quality for 
organic products increased, if consumer’s perception of risk 
for organic products decrease. Perception of quality is a better 
value from consumers of organic product, otherwise 
perception of risk is bad values from consumers of organic 
products. So proper, if the correlation is inversely related 
between constructs. These results are supported by t-value as 
-5.50, which indicated that relationship perception of quality 
with perception of risk is significant. The implications of the 
results of the Hypothesis 1 are greatly affects to the consumer 
behavior. It’s seen from the side of companies that 
supermarket. (1) Supermarket needs increase consumer 
perception of quality on several things by followings 
guarantee, organoleptic characteristics and external factor. 
Considering all three dimensions has well of loading factor on 
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formed perception of quality. And consumer perceived of 
perception quality from organic products has advantages over 
conventional products. (2) Supermarket needs to press other 
consumer behavior in this research that perception of risk. 
Perception of risk is a bad view of the consumers of organic 
products. Some dimensions that need to be considered in 
view of the decrease them are financial risk, functional risk 
and psychosocial risk. The third dimension has a good loading 
factor in shaping the perception of risk. When retail 
supermarket is able to understand both these variables, 
supermarket will be able to provide the right marketing 
strategy, especially for environmentally friendly products. The 
results are consistent with previous researches; one of them 
on research is Kim & Lennon (2012). Distinguishing the 
research contained in the object of study, previous research 
has studied the problems of online products.  
 

5.2 Perception of Quality and Purchase Decision  
Consumer buying behavior, namely purchase decision can be 
enhanced through the perception of quality. The statement is 
based on research results found in this study. Where value of 
coefficient perception of quality to purchase decision 0.48. 
Based on these findings it’s important to form perception of 
quality consumer of organic product, considered the impact on 
consumer purchase behavior. These results are supported by 
t-value 6.54, and marked influence perception of quality to 
purchase decision is significant. The results could be used as 
input of information for retail supermarket, in improving 
consumer purchase decision on organic vegetable products, 
through an increase in value of consumer perception of 
quality. Management retail is expected to examine how to 
create a green marketing strategy through consumer behavior. 
Realized that the Green Marketing Strategy is a current 
marketing strategy, and adopted by many companies in 
attracting customers. Strategy increased perception of quality 
consumer of organic product can be appropriate tools to 
practice of Green Marketing Strategy.  Results of this research 
have corresponding with Yee et al. (2011), despite having 
differences on the object of research. 
 
5.3 Perception of Risk and Purchase Decision  
Perceptions of risk is a negative view of customers for organic 
products, and has an impact on consume purchase decision. 
The results based on value of coefficient on Table 4, which 
perception of risk has affected to purchase decision as -0.24. 
Negative marked is described that customer purchase 
decision of organic product will be increase when perception 
of risk can be decreased. These results significantly reaffirmed 
by t-value -3.78. The findings in this study are consistent with 
previous studies of Yee et al. (2011), as well as the influence 
of perception of quality in purchase decision, which was 
discussed earlier. Based on both results the essence of this 
studied enhanced the research that has been done previously 
by Yee et al. (2011). Differentiation with previous studies is in 
the object of the research study. Where previously focused on 
the vehicle products in Taiwan (non-green), while current 
focused on the food product in Indonesia (green). The 
implications of this research is helpful for (1) the retail 
supermarket in determining the Green Marketing Strategy 
through increased perception of quality and emphasis on 
perception of risk of organic products. (2) The government in 
Indonesia on faced the global warming, through the behavior 
of private consumption in environmentally friendly products. 

This research is still needs for improvement, there are some 
things that are not examined in this study. Retail Image is one 
of the constructs related to the consumer purchase decision in 
the supermarket (Alamsyah et al., 2015). And other constructs 
that have a relationship it is religious factor (Shaharudin et al., 
2010), considering that Indonesia is a country of Muslim 
dominance. The aim of further research is certainly to enhance 
current research, in developing research on environmental 
friendly products and sustainability of human healthy. 
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