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Abstract

Pasar Tani, known as farmers markets, is an important direct-to-consumer market that allows non-farmers
to purchase locally and offer sustainably grown produce and products. Besides that, state marketing
promotional campaigns are becoming more popular as the market potential grows due to consumer
interest in locally sourced foods. As a result, consumers gain access to local produce and products at
lower prices while learning about their food, local products, and how they are produced. In addition,
farmers keep some of their profits by increasing their interaction with customers to gain loyalty to their
products. Understanding the factors that influence consumer motivations for purchasing sustainable
agricultural products would provide producers and policymakers with more information to help improve
economic development and farmer market growth. This study aims to examine the consumers’ perception
of agricultural market products in Selangor. The quantitative approach is used by distributing
questionnaires to the consumers of Pasar Tani in Selangor. This study suggests that the trustworthiness,
quality, and price of the agriculture products significantly impact their intention to purchase. Furthermore,
economic value, wealth, and income level are important factors for consumers to choose sustainable
products at the Pasar Tani. These findings are necessary to develop and maintain sustainable agricultural
products.
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1. Introduction

Pasar Tani, also called farmer’s market, was established in 1985 by the Federal Agricultural
Marketing Authority (FAMA) as a marketing institution to expand marketing channels and enable
farmers to promote their agricultural products directly to consumers (FAMA, 2021). FAMA Pasar Tani’s
business strategy is to establish a niche market for farmers or producers to promote their products directly
and relieve consumers’ financial burdens associated with daily food and beverage spending (Alaudeen et
al., 2015). The goal of local production for local consumption is to save money on transportation (Tsai,
2019). In addition, when the demand for locally grown foods has changed traditional large-scale
agriculture and food supply chains, farmers’ markets have played an increasingly important part in the
growth of retail food channels (Sneed et al., 2019). Furthermore, shortening the distance between farmers
and consumers allows them to establish face-to-face communication channels and build confidence,
which can help consolidate interpersonal interactions and institutional norms and improve consumer-
agriculture ties (Tsai, 2019). In addition, an important direct-to-consumer market allows non-farmers or
consumers to buy fresh, locally grown, organic food, often sustainably cultivated produce and products.

Modern consumers are increasingly demanding that their food meet many quality criteria,
including those related to its origin, sustainability, and livestock treatment (Saitone & Sexton, 2017).
However, they may be unaware of the long distances that the food has travelled through intricate supply
chains; and the length of time eclapsed between the initial production or picking of the fruits and
vegetables and the final delivery (Besik & Nagurney, 2017). A food’s relevant features and ‘quality,” as
well as its dimensions, have expanded dramatically in recent years (Saitone & Sexton, 2017). According
to Brata et al. (2017), consumers have the freedom to pick based on their requirements and purchasing
power, while sellers compete to give competitive prices. In addition, the rising cost of living and spending
for Malaysians is a result of the increase in the price of energy and other economic issues, which has
resulted in customers being forced to pay higher prices for food such as fresh vegetables, fish, meat, and
fruits (Alaudeen et al., 2015). Therefore, consumers want to acquire things of the highest quality at the
lowest possible price.

Consumer trust in the food value chain was another important factor when purchasing fresh food
and agricultural products from FAMA Pasar Tani. Pasar Tani serves a vital role in rebuilding trust
between producers and consumers. Credibility qualities of food include nutritional value, sustainability,
authenticity, and safety. Credibility features of food are product attributes that cannot be validated by the
typical consumer and that, as a result, must be communicated by a credible seller or provider (Macready
et al., 2020).

In addition to allowing farmers to build relationships with customers, farmers’ markets also give a
good opportunity to educate the general public about local agriculture and create customer loyalty (Ball et
al., 2018). Customer loyalty is described as the repurchasing behaviour and customers’ positive feedback
towards the company which provides excellent products and services (Sudari et al., 2019). Wantara and
Tambrin (2019) stated that while customer loyalty can be utilised to generate sustained competitive
advantage, the effectiveness of marketing is measured by the volume of products sold to customers, and

this is affected by a variety of factors, including pricing, the brand’s image and how satisfied they are
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with the product. Customer satisfaction is frequently considered an important antecedent of customer
loyalty (Leninkumar, 2017).

In reality, customer satisfaction is a guarantee of customer loyalty. Furthermore, customer
satisfaction and loyalty are critical to a company’s long-term market viability. As a result, it was critical
to figure out what elements influenced people’s decision to shop at the FAMA Pasar Tani in Selangor. It
is critical to do research and understand the extent of consumer loyalty toward agricultural products
accessible in FAMA Pasar Tani. The findings of the research can be used to improve or maintain the
current FAMA Pasar Tani programme or policy. Therefore, understanding what consumers anticipate
from agricultural products in terms of trustworthiness, quality and price is critical. As a result, a study
was needed to look into some of the characteristics that drive consumer loyalty. Liu et al. (2017) found
that a positive relationship between service quality and customer satisfaction is positively related to
customer loyalty. This finding is also supported by Shahid et al. (2018) stated a positive and significant
relationship between service quality, loyalty and behavioural intention via customer satisfaction.

Most previous studies on purchase customer behaviour in farmers’ markets have focused on
market transaction components such as purchasing motives, quality, satisfaction, purchase behaviour, and
post-purchase behaviour (Tsai, 2019). This research seeks to expand on FAMA Pasar Tani’s growth in
Selangor towards better understanding the consumers’ perception of agricultural products by exploring
the factors such as the trustworthiness, quality, and price of the agriculture products that influence their
intention to purchase. According to Tey et al. (2017), it is reasonable to assume that the rapid
proliferation of farmers’ markets reflects a shift in customer preferences in Malaysia. Therefore, the
researchers also believed that economic worth, wealth, and income level are crucial considerations for

shoppers while selecting environmentally friendly products at the FAMA Pasar Tani in this study.

2. Problem Statement

Creating any business and retaining consumers is a vital and critical element that determines a
company’s overall performance. Customer loyalty is one of the most important variables for managers to
consider in order to improve their customers’ perceptions, which has a positive impact on overall
earnings. Customer loyalty is regarded as one of the most critical factors in the success of FAMA Pasar
Tani in Malaysia. Many studies have shown that when customers are satisfied with a company or its
services, they are more likely to tell others about their experience and remain loyal. Ganiyu (2017) said
that customer satisfaction is extremely important in building and enhancing customer loyalty by
implementing strategies that will guarantee long term relationships by offering service quality that will
meet and exceed their expectations and, by extension, customer satisfaction.

The increasing number of FAMA Pasar Tani in Selangor showed an increase from 47 places in
2017 to 52 locations in 2021 (FAMA, 2021) shows the importance of FAMA Pasar Tani in Selangor and
need to be reviewed in order to maintain and keep its relevance to farmers and consumers. The research is
necessary for agricultural products sold in FAMA Pasar Tani in Selangor because it explains how quality,
trustworthiness, and price strategy affect consumers’ perception of agricultural market products in
Selangor. Furthermore, a study in the agricultural products business sector is required to determine to

what extent consumer pleasure leads to customer loyalty related to product trustworthiness, quality and
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pricing. These factors will allow FAMA Pasar Tani farmers and policy makers to make important

decisions in order to obtain and maintain a competitive advantage and long-term business sustainability.
3. Research Questions

The research questions that need to be answered based on the above problem statement are:
i. What are the factors that influence customer loyalty?

ii. Is customer satisfaction crucial in maintaining customer loyalty?
4. Purpose of the Study

The study focuses on the essential characteristics that have the most significant impact on
consumer happiness, which leads to customer loyalty to agricultural products at Selangor’s FAMA Pasar
Tani. FAMA Pasar Tani is currently encountering certain issues as a result of the rapid rise of
supermarkets and hypermarkets, which may be discouraging consumers from visiting FAMA Pasar Tani.
Customer satisfaction data provides the most value when attaining numerous goals, such as a better
knowledge of consumer requirements and desires, maintaining product quality, and charging a fair price.
As a result, client happiness is critical to industrial profitability, effectiveness, and vitality. Therefore,
understanding the primary contributors to customer happiness and loyalty behaviour is critical for any
company with a large consumer base.

This study focuses on the most important aspects that influence consumer loyalty. Investigating
these essential aspects provides numerous advantages for Selangor’s FAMA Pasar Tani. FAMA Pasar
Tani can retain customers and protect its market shares against other competitors in the market by
identifying the factors that have the most significant impact on customer loyalty. They can also earn

enough profit in the market by identifying the most important factors impacting customer loyalty.
5. Research Methods

The study used a quantitative method where a structured questionnaire was created to collect data.
The questionnaires were divided into four main parts, namely demographic, and three parts covered seven
constructs; repurchase intention, purchase value, trustworthiness, quality perception, price perception,
customer satisfaction and consumer loyalty. The first part of the questionnaires is about the demographic
section with 14 items. At the same time, the second part focused on repurchase intentions with eight
items. The third part involved purchase value with seven items. Finally, the last part comprised
trustworthiness, quality perception, price perception, and customer satisfaction and consumer loyalty with

24 items.
5.1. Questionnaire Development

The items selected for this study were measured on four-point Likert scales (1 for strongly

disagree to 4 for strongly agree). The four-point Likert scales were used for the quick response, and its
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lower bias guarantees a more accurate selection of items for the final scale and, thus, the generation of
more valid and reliable instruments (Astn et al., 2016; Chyung et al., 2018).

The measurement items for each construct were taken from previous researchers. There were five
measurement items each for repurchase intention, purchase value, quality perception, price perception,
customer satisfaction and consumer loyalty (Amin et al., 2016; Fikri & Simanjuntak, 2020; Kushwah et
al., 2019; Listyowati et al., 2020; Li et al., 2019; Liew & Falahat, 2019; Mohamad et al., 2015; Sumi &
Kabir, 2018; Tsai, 2019; Tey et al., 2017; Haron, 2016). Trustworthiness involves four measurement
items: purchase experience, product information, trust, and dependability on the product (Li et al., 2019;
Liew & Falahat, 2019; Wang & Chen, 2019). For demographic sections, the questions were related to the
location of Pasar Tani, frequency to Pasar Tani, type of product purchased, the reason to visit, constraint,
assistance, online purchase, Agrobazar Online and respondents’ background including gender, age, race,

marital status, income, and education level.
5.2. Sample and Data Collection

This study aims to examine the consumers’ perception of agricultural market products in Selangor;
thus, the study emphasised FAMA Pasar Tani. FAMA is a government agency that aids in the expansion
of the agro-food market and ensures that agriculture and food industry products are available and
accessible to consumers at reasonable pricing. Selangor was selected since the state has the highest
population in Malaysia (20.1%), as reported by the Department of Statistics, Malaysia in 2021, and this
provides a significant household expenditure.

Respondents were being approached directly to answer the questions. According to Szolnoki and
Hoffmann (2013), face-to-face survey yielded more representative results in terms of responses to survey
questions. However, data gathering using the face-to-face method was the most expensive and costly
(Saloniki et al., 2019). There is no limitation in terms of age, race, income and education. The
questionnaires were randomly distributed to FAMA Pasar Tani buyers in Section 13, Shah Alam,

Selangor. A total of 30 respondents participated in the pilot test.
5.3. Data Analysis

The data were analysed using Statistical Package for the Social Sciences (SPSS) version 25. The
descriptive statistics of the respondents has been identified in first section of the questionnaire. The
sample of consumers comprised more females (86.7 %) than males (13.3 %). The majority of the
respondents (40%) were 46- 50 years old, and all respondents were Malay (100%). The majority of them
are married (80%), and the balance is single (20%). The Income category M40 was the highest percentage
(43.3%), followed by B40 (11%) and T20 (6%).

6. Findings
The pilot study results will be discussed as the findings for this paper. The pilot study was

designed to evaluate the model and variables before the final questionnaire survey. SPSS software was
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employed to analyse the data in this pilot test, while PLS-SEM would be used to analyse the data in the

final survey.

6.1. Pilot Test Result

Table 1 shows that the customer satisfaction construct represented the highest Cronbach’s alpha
value with a = 0.971. Meanwhile, the values of other variables were highly satisfactory, in which all the
values ranged between 0.7 and 0.9. Therefore, it can be defined as these variables having good reliability

and confirming that the items employed for this study are reliable.

Table 1. Properties of the Measurement Items

Construct Cronbach’s alpha No of items N
Repurchase intention 0.763 5 30
Purchase value 0.856 5 30
Trustworthiness 0.783 4 30
Quality perception 0.944 5 30
Price perception 0.863 5 30
Customer satisfaction 0.971 5 30
Consumer loyalty 0.881 5 30

Source: Data Survey
6.2. Repurchase Intention

There are five items related to the repurchase intention that the researchers examined through the
findings in Table 2. The data revealed that 96.7% of the respondents either strongly agreed or agreed that
they like easy purchases at FAMA Pasar Tani. 90% strongly agreed or agreed that they will come to
FAMA Pasar Tani more often and will always buy fresh products at Pasar Tani. The following item
showed 83.3% being willing to buy more at FAMA Pasar Tani. Although 16.7% disagreed with buying
more at FAMA Pasar Tani, another 10% disagreed about the statement in items RI1, RI2 and RIS, and
none strongly disagreed. The consumer’s attitude can have an impact on their intention to repurchase. If
the product continues to attract the interest of the consumers, they will purchase it for a second time
(Bupalan et al., 2019). The findings above indicate that consumers prefer to buy fresh products from

FAMA Pasar Tani, which contributes to repurchase intention.

Table 2. Repurchase Intention Measurement Items

Measurement items S?rongly Disagree Agree Strongly N
disagree agree
RIL I will come to this FAMA 0 3 23 4 30
Pasar Tani more often (0%) (10%) (76.7%) (13.3%)
RI2 I will always buy fresh 0 3 24 3 30
product at FAMA Pasar Tani (0%) (10%) (80%) (10%)
RI3 I am willing to buy more at 0 5 21 4 30
FAMA Pasar Tani (0%) (16.7%) (70%) (13.3%)
R4 I like easy purchases at 0 1 24 5 30
FAMA Pasar Tani (0%) (3.3%) (80%) (16.7%)
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I would prefer to buy fresh

products from this FAMA 0 3 23 4

Pasar Tani compared to the (0%) (10%) (76.7%) (13.3%)
other sale products

RI5 30

Source: Data Survey
6.3. Purchase Value

Based on Table 3, items PV1 to PV5 are related to the purchase value. The data showed a total of
100% of the respondents either strongly agreed or agreed that they found positive value in terms of the
benefits and purchase cost of buying FAMA Pasar Tani products. While 6.7% of the respondents strongly
agreed and 93.3% agreed that the money, they spend on FAMA Pasar Tani products is worth it, 96.6% of
respondents either strongly agreed or agreed to buy products from FAMA Pasar Tani is value for money.
In contrast, 26.7% of respondents have disagreed that the purchase value of the FAMA Pasar Tani
products exceeds the value of money that they spend. All the findings above revealed consumers believe

buying products from FAMA Pasar Tani will give purchase value to them.

Table 3. Purchase Value Measurement Items

St 1 St 1
Measurement items .rong y Disagree Agree rongly N
disagree agree
I found positive value in terms
PV1 of the benefits of buying 0 0 24 6 30
products from FAMA Pasar (0%) (0%) (80%) (20%)
Tani
I found positive value in terms 0 0 23 7
PV2 of the purchase cost of buying 30
09 09 76.79 23.39
FAMA Pasar Tani products (0%) (0%) ( %) ( %)
I think the purchase value of
PV3 the FAMA Pasar Tani 0 8 19 3 30
products exceeds the value of (0%) (26.7%) (63.3%) (10%)
money that I spend
I think the money that I spend 0 0 23 )
Pv4 on FAMA Pasar Tani 30
products are worth it (0%) (0%) (93.3%) (6.7%)
In general, I think buying 0 | 25 4
PV5s ducts from FAMA P 30
Procuets from asat (0%) (3.3%) (833%)  (13.3%)

Tani is value for money

Source: Data Survey

6.4. Trustworthiness

Based on Table 4, 4 items were measured related to trustworthiness. Figures show a total of 100%
of the respondents either strongly agreed or agreed that purchasing experience influences the purchase of
products at FAMA Pasar Tani. Also, 100% strongly agreed and agreed FAMA Pasar Tani sellers provide
accurate information regarding their sales products and 100% of respondents trust products from FAMA
Pasar Tani. However, 46.7% of respondents disagreed that they rely on products from FAMA Pasar Tani.

Thus, for all items measured, the findings indicated purchasing experience, the information provided by
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the seller and trust in products could influence consumers’ trustworthiness towards products produced by

FAMA Pasar Tani.

Table 4. Trustworthiness Measurement Items

St 1 St 1
Measurement items -rong Y Disagree Agree rongly N
disagree agree
Wi infmeondepuiimse ° 0 25 5 50
09 0 83.39 16.79
products at FAMA Pasar Tani (0%) (0%) (83.3%) (16.7%)
FAMA Pasar Tani sellers 0 0 7 3
TW2 provide accurate information 30
. . 0% 0% 90% 10%
regarding their sales products (0%) (0%) (90%) (10%)
TW3 I trust on products from 0 0 27 3 30
FAMA Pasar Tani (0%) (0%) (90%) (10%)
TW4 I rely on products from 0 14 15 1 30
FAMA Pasar Tani (0%) (46.7%) (50%) (3.3%)

Source: Data Survey
6.5. Quality Perception

In Table 5, there are five items related to the quality perception that the researcher examined. The
data revealed that 100% of respondents strongly agreed or agreed on the consistent quality of products
from FAMA Pasar Tani. On other items, 100% of respondents strongly agreed or agreed that there are
various products at FAMA Pasar Tani. While 96.6% of the respondents either strongly agreed or agreed
that FAMA Pasar Tani sells freshness of products. 83.3% agreed that FAMA Pasar Tani products are
better substitutes than imported products, while 13.3% strongly agreed to the same items. None of the
respondents either strongly disagree or disagree on the five items measured on the quality perception.
This finding means that consumers expect high-quality products that are reasonably priced and easily
obtainable. The higher the quality of the products and services offered, the greater the customer’s
enjoyment, leading to profits for producers (Yusuf et al., 2019). In a way, the findings above could

indicate the consumers have a positive perception of the quality of products from FAMA Pasar Tani.

Table S. Quality Perception Measurement Items

Measurement items Sfrongly Disagree Agree Strongly N
disagree agree
QPI The freshness of FAMA Pasar 0 0 26 4 30
Tani products (0%) (0%) (86.7%) (13.3%)
QP2 Variety of FAMA Pasar Tani 0 0 24 6 30
products (0%) (0%) (80%) (20%)
itk AT SR R
imported products (0%) (0%) (86.7%) (13.3%)
QP4 FAMA Pasar Tani products 0 0 27 3 30
have a consistent quality (0%) (0%) (90%) (10%)
FAMA Pasar Tani products
QPS5 have acceptable quality 0 0 25 > 30
(0%) (0%) (83.3%) (16.7%)

standards

Source: Data Survey
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6.6. Price Perception

Table 6 shows perception measured against price. It was found that a total of 100% of the
respondents either strongly agreed or agreed the price of products at FAMA Pasar Tani is according to the
current market price. As well as for other items (PP3 and PP4), 100% of respondents strongly agreed or
agreed that the price of FAMA Pasar Tani products is adequate with the quality and the price also
appropriate. In addition, 93.3% of the respondents either strongly agreed or agreed on the competitive
price of FAMA Pasar Tani products. Although, 23.3% disagreed on the price of FAMA farmers’ market
products being cheaper than the daily market. All the findings above revealed consumers have strong

confidence in the price of products at FAMA Pasar Tani.

Table 6. Price Perception Measurement Items

St 1 St 1
Measurement items -rong y Disagree Agree rongly N
disagree agree
PP Competitive price of FAMA 0 1 26 3 30
Pasar Tani products (0%) (3.3%) (86.7%) (10%)
Bt A SN S
09 09 83.39 13.39
the current market price (0%) (0%) ( %) ( %)
The price of FAMA Pasar
PP3 Tani products is adequate with 0 0 28 2 30
P e qualityq (0%) (0%) (93.3%) (6.7%)
PP4 The price of FAMA Pasar 0 0 28 2 30
Tani products is appropriate (0%) (0%) (93.3%) (6.7%)
The price of FAMA Pasar
PP5  Tani products is lower than 0 7 21 2 30
u A
the daily market (0%) (23.3%) (70%) (6.7%)

Source: Data Survey

6.7. Customer Satisfaction

Based on Table 7, there are five items related to customer satisfaction that were examined.
Figures show that a total of 100% of the respondents strongly agreed or agreed that they are happy to deal
with sellers. Item CS2 also indicates 100% are satisfied with the services offered by the sellers at FAMA
Pasar Tani. Furthermore, 100% of respondents believe they made the right choice and did the right thing
by purchasing products at FAMA Pasar Tani. Overall, 100% of respondents strongly agreed or agreed
that FAMA Pasar Tani products and services are satisfactory. In order for customers to be satisfied, the
product or service must meet both instrumental and expressive expectations (Ganiyu, 2017). The findings
above could, in a way, indicate the consumers are truly satisfied with all services and products provided

by FAMA Pasar Tani.

Table 7. Customer Satisfaction Measurement Items

Measurement items Sfrongly Disagree Agree Strongly N
disagree agree

csl I am happy to deal with sellers 0 0 27 3 30
at FAMA Pasar Tani (0%) (0%) (90%) (10%)

CS2 I am satisfied with the 0 0 27 3 30
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services offered by the sellers (0%) (0%) (90%) (10%)
at FAMA Pasar Tani
cs3 oty poduciat 0 0 26 ; 0
0, 0, . 0, 1 . 0,
FAMA Pasar Tani (0%) (0%) (86.7%) (13.3%)
I think I did the right thing by 0 0 27 3
CS4 purchasing products at FAMA o 0 o 30
1 0,
Pasar Tani (0%) (0%) (90%) (10%)
css merauA ren 0 0 2 4 0
(0%) (0%) (86.7%) (13.3%)

products are satisfactory

Source: Data Survey
6.8. Consumer Loyalty

Based on Table 8, 5 items were measured related to consumer loyalty. The data revealed that a
total of 100% of the respondents either strongly agreed or agreed that they would recommend others to
purchase products at FAMA Pasar Tani. The finding also indicates 100% of respondents strongly agreed
or agreed that they are committed to purchasing products from FAMA Pasar Tani. Moreover, 96.7% are
strongly agreed or agreed they will continue to purchase products from FAMA Pasar Tani. Followed by
90% of respondents either strongly agreed or agreed that Pasar Tani is their favourite place to buy fresh
products, while another 10% disagreed with the same item. Finally, while 16.7% of respondents disagreed
on loyalty to FAMA Pasar Tani products, another 83.3% strongly agreed or agreed to the same items.
Through all the findings above it shows that FAMA Pasar Tani has loyal consumers.

This finding is consistent with the argument put forward by Puspaningrum (2018). They suggested
that in order to get loyal customers, retailers must first establish a positive image in the eyes of consumers
since the image consumers have of the store will ultimately influence consumer ratings of the store’s
existence. Besides, according to Ganiyu (2017), consumer loyalty is influenced by a number of other
independent variables, including pricing, perceived values, brand image, and psychological and social

features.

Table 8. Consumer Loyalty Measurement Items

Strongly Strongly

Measurement items . Disagree Agree N
disagree agree
I will continue to purchase 0 | 2% 3
CL1 ducts from FAMA P 30
products rOTH;ni asat (0%) (3.3%) (86.7%) (10%)
I will recommend others to 0 0 27 3
CL2  purchase products at FAMA 30
09 09 909 109
Pasar Tani (0%) (0%) (90%) (10%)
CL3 FAMA Pasar Tani is my 0 3 25 2 30
favourite to buy fresh products (0%) (10%) (83.3%) (6.7%)
CLA4 I am loyal to the products from 0 5 24 1 30
FAMA Pasar Tani (0%) (16.7%) (80%) (3.3%)
s gm0
P (0%) (0%) (93.3%) (6.7%)

Tani

Source: Data Survey
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6.9. Customer Satisfaction and Consumer Loyalty

Customer satisfaction and customer loyalty are unquestionably important behavioural outcomes
that any service organisation should obtain to succeed (El-Adly, 2018). According to Wantara and
Tambrin (2019), customers can become loyal or repeat customers because they are satisfied with a certain
product brand, and the key to providing excellent customer service is to make a serious and continual
commitment to ensuring that customers remain satisfied. Results from both Table 7 and Table 8 clearly
shows that customers are happy and satisfied with the services and product quality of FAMA Pasar Tani,
thus leading to repeat purchase. Moreover, customer loyalty increases due to an improvement in overall
customer satisfaction (Nuseir & Madanat, 2015, Sudari et al., 2019). Furthermore, Sudari et al. (2019)
stated that customer satisfaction is a foundation for establishing and maintaining customer loyalty.

Customer loyalty is a critical component of a company's long-term viability. Retaining current
clients and increasing customer loyalty are critical tasks. Previous research has found that customer
satisfaction has a favourable impact on customer loyalty (Bitner et al., 2002; Chen & Chen, 2010).
Customers who are pleased with a product or service are more inclined to repurchase it and promote it to
others (Isiyowati et al., 2020). According to Sudjianto and Japarianto (2017), customer happiness is an
intervening variable that has a beneficial impact on perceived service quality and customer loyalty.
Customer happiness has a favourable and considerable impact on customer loyalty and impluse purchase,
stated by Adi Surya Pranantha and Sri Subawa (2019). Therefore, we conclude that customer satisfaction
is critical in preserving customer loyalty because earlier researchers agreed that it will increase customer

loyalty. In other words, client pleasure is linked to customer loyalty.

7. Conclusion

This study emphasised the factors that influence consumers repurchase intentions at FAMA Pasar
Tani. Furthermore, there is a significant relationship between purchase value (i.e., trustworthiness, quality
perception, price perception, and customer satisfaction and loyalty) and repurchase intention. Consumers’
trust in FAMA Pasar Tani sellers is influenced by their purchasing experience and the authenticity of the
information provided by sellers regarding their products. Consumers also stated that the products sold at
FAMA Pasar Tani were consistent in freshness, quality, and diversity of options, which were always
better than imported products. Therefore, consumers are prepared to spend more money at FAMA Pasar
Tani because the products are cheaper or at a level with the current market price and the quality and
freshness are presumed. Furthermore, consumers are pleased with the service offered by the vendors, and
their devotion to FAMA Pasar Tani contributed to the repurchase intention.

This study is a preliminary study by distributing 30 questionnaires to the FAMA Pasar Tani
customers. Further study should be conducted to generalise the results. Factor analysis will be used to
assists analysts focus and clarify the findings. Due to MCO, which restricts movement, there was
challenging to obtain the data. Aside from that, all of the FAMA Pasar Tani were closed during MCO 1.0,
and MCO 3.0 has hindered the research process. Nevertheless, the study’s findings indicate that the Pasar

Tani has provided fresh products at a competitive price in the market.

151


http://dx.doi.org/

https://doi.org/10.15405/epms.2022.10.14

Corresponding Author: Ida Farina Muhammad Yunus

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2421-826X

Acknowledgements

We would like to thank Selangor State for funding this research under Geran Industri Semesta-

MBI 2020 (Grant No: I/SEM-MBI/SS/2020/06).

References

Adi Surya Pranantha, K., & Sri Subawa, N. (2019). Lifestyle Marketing, Brand Personality, Brand Image,
Customer Satisfaction, Customer Loyalty dan Impulse Buying. Jurnal Manajemen Bisnis, 16(4),
116. https://doi.org/10.38043/jmb.v16i4.2255

Alaudeen, M. S. S., Atan, N., Akbar, Y. A. A., Rahman, K., & Mohamed, S. (2015). A Case Study at
Pasar Tani Kluang: Factors that Affect Sales under Jimat Belanja Dapur Programme. Procedia
Economics and Finance, 31, 736-745. https://doi.org/10.1016/S2212-5671(15)01163-6

Amin, M. Z. M., Rahim, H., Rahim, A., & Harun, A. (2016). Persepsi dan gelagat pengguna terhadap
kopi di Malaysia [Consumer perceptions and behaviors towards coffee in Malaysia]. Economic
and Technology Management Review, 11a.

Asun, R. A., Rdz-Navarro, K., & Alvarado, J. M. (2016). Developing multidimensional Likert scales
using item factor analysis: The case of four-point items. Sociological Methods & Research, 45(1),
109-133. https://doi.org/10.1177/0049124114566716

Ball, L., Andrews, J., Gruber, K., & Dharod, J. (2018). Implementation of a WIC clinic farmers’ market
improves accessibility and consumption of fresh fruits and vegetables among WIC farmers’
market nutrition program participants. Journal of Hunger & Environmental Nutrition, 14(6), 838-
849. https://doi.org/10.1080/19320248.2018.1491364

Besik, D., & Nagurney, A. (2017). Quality in competitive fresh produce supply chains with application to
farmers’ markets. Socio-Economic Planning Sciences, 60, 62-76.
https://doi.org/10.1016/j.seps.2017.03.001

Bitner, M. J., Ostrom, A. L., & Meuter, M. L. (2002). Implementing successful self-service technologies.
Academy of Management Executive, 16(4), 96—109. https://doi.org/10.5465/ame.2002.8951333

Bupalan, K., Rahim, S. A., Ahmi, A., & Rahman, N. A. A. (2019). Consumers’ repurchase intention
towards counterfeit products. International Journal of Supply Chain Management, 8(3), 973-981.

Brata, B. H., Husani, S., & Ali, H., (2017). The Influence of Quality Products, Price, Promotion, and
Location to Product Purchase Decision on Nitchi At PT. Jaya Swarasa Agung in Central, Saudi
Journal of Business and Management Studies, 2(4), 433-445.

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction and behavioral
intentions for heritage tourists. Tourism Management, 31(1), 29-35.
https://doi.org/10.1016/j.tourman.2009.02.008

Chyung, S. Y., Swanson, 1., Roberts, K., & Hankinson, A. (2018). Evidence-based survey design: The use
of continuous rating scales in surveys. Performance Improvement, 57(5), 38-48.
https://doi.org/10.1002/pfi.21763

Department  of  Statistics, — Malaysia  (2021). Retrieved on 15 July, 2021, from
https://www.dosm.gov.my/v1/index.php?r=column/pdfPrev&id=ZjJOSnpJR21sQWVUcUp60ODR
udm5JZz09

El-Adly, M. 1. (2018). Modelling the relationship between hotel perceived value, customer satisfaction,
and customer loyalty. Journal of Retailing and Consumer Services, 50, 322-332.
https://doi.org/10.1016/j.jretconser.2018.07.007

FAMA (2021). Retrieved on 26 March, 2021, from https://www. fama.gov.my

Fikri, A., & Simanjuntak, M. (2020). Evaluating Variable Which is Influencing Online Repurchase
Intention to Increase Fresh Vegetables/Fruits Consumption in Indonesia by Using Importance
Performance Analysis. In International Conference on Management, Accounting, and Economy
(ICMAE 2020). Atlantis Press.

Ganiyu, R. A. (2017). Customer Satisfaction and Loyalty: A Study of Interrelationships and Effects in
Nigerian Domestic Airline Industry. Oradea Journal of Business and Economics, 1I(1), 7-20.

152


http://dx.doi.org/
https://www.dosm.gov.my/v1/index.php?r=column/pdfPrev&id=ZjJOSnpJR21sQWVUcUp6ODRudm5JZz09
https://www.dosm.gov.my/v1/index.php?r=column/pdfPrev&id=ZjJOSnpJR21sQWVUcUp6ODRudm5JZz09

https://doi.org/10.15405/epms.2022.10.14

Corresponding Author: Ida Farina Muhammad Yunus

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2421-826X

Haron, A. J. (2016). Factors influencing pricing decisions. International Journal of Economics &
Management Sciences, 5(1), 1-4. https://doi.org/10.4172/2162-6359.1000312

Isiyowati, E., Widarko, A., & Khalikussabir. (2020). Pengaruh Kualitas Produk dan Kualitas Pelayanan
Terhadap Loyalitas Dengan Kepuasan Pelanggan sebagai Variabel Intervening (Studi Kasus pada
Pelanggan Rei Adventure Store Dinoyo) [Influence of Product Quality and Service Quality
Towards Loyalty with Customer Satisfaction as an Intervening Variable (Case Study on
Customers of Rei Adventure Store Dinoyo)]. /Imiah Riset Manajemen, 09(08 Februari 2020), 104—
119.

Kushwah, S., Dhir, A., & Sagar, M. (2019). Ethical consumption intentions and choice behavior towards
organic food. Moderation role of buying and environmental concerns. Journal of Cleaner
Production, 236, 117519. https://doi.org/10.1016/j.jclepro.2019.06.350

Leninkumar, V. (2017). The Relationship between Customer Satisfaction and Customer Trust on
Customer Loyalty. International Journal of Academic Research in Business and Social Sciences,
7(4), 450-465. http://doi.org/10.6007/1JARBSS/v7-14/2821

Li, L., Li, G., Feng, X., Liu, Z., & Tsai, F. S. (2019). Moderating Effect of Dynamic Environment in the
Relationship between Guanxi, Trust, and Repurchase Intention of Agricultural Materials.
International  journal of environmental research and public health, 16(19), 3773.
https://doi.org/10.3390/ijerph16193773

Liew, Y. S., & Falahat, M. (2019). Factors influencing consumers’ purchase intention towards online
group buying in Malaysia. International Journal of Electronic Marketing and Retailing, 10(1), 60-
77. https://doi.org/10.1504/IJEMR.2019.096627

Listyowati, E. A., Suryantini, A., & Irham, I. (2020). Faktor-Faktor yang Mempengaruhi Niat dan
Keputusan Konsumen Membeli Sayuran dan Buah Secara Online [Factors Affecting Consumers'
Intentions and Decisions to Buy Vegetables and Fruits Online]. Jurnal Kawistara, 10(1), 66-76.
https://doi.org/10.22146/kawistara.41891

Liu, W. K, Lee, Y. S., & Hung, L. M. (2017). The interrelationships among service quality, customer
satisfaction, and customer loyalty: Examination of the fast-food industry. Journal of Foodservice
Business Research, 20(2), 146—162. https://doi.org/10.1080/15378020.2016.1201644

Macready, A. L., Hieke, S., Klimczuk-Kochanska, M., Szumial, S., Vranken, L., & Grunert, K. G. (2020).
Consumer trust in the food value chain and its impact on consumer confidence: A model for
assessing consumer trust and evidence from a 5-country study in Europe. Food Policy, 92, 101880.
https://doi.org/10.1016/j.foodpol.2020.101880

Mohamad, R., Ahmad, R., & Saad, N. M. (2015). Kepuasan Dan Kesetiaan Pengguna Sebagai Faktor
Penentu Kelestarian Perniagaan [Consumer Satisfaction And Loyalty As A Determining Factor
Of Business Sustainability]. http://repository.psa.edu.my/handle/123456789/130

Nuseir, M. T., & Madanat, H. (2015). 4Ps: A strategy to secure customers' loyalty via customer
satisfaction. International Journal of Marketing Studies, 7(4), 78.
http://doi.org/10.5539/ijms.v7n4p78

Puspaningrum, A. (2018). Hypermarket customer loyalty: Product attributes and image mediated by value
and customer satisfaction. Journal of Business and Retail Management Research, 13(2).

Saitone, T. L., & Sexton, R. J. (2017). Agri-food supply chain: evolution and performance with
conflicting consumer and societal demands. European Review of Agricultural Economics, 44(4),
634-657. https://doi.org/10.1093/erae/jbx003

Shahid Igbal, M., Ul Hassan, M., & Habibah, U. (2018). Impact of self-service technology (SST) service
quality on customer loyalty and behavioral intention: The mediating role of customer satisfaction.
Cogent Business and Management, 5(1), 1-23. https://doi.org/10.1080/23311975.2018.1423770

Sneed C., Fairhurst, A., & Whaley, J. E., (2019). Local Food Purchasing in the Farmers’ Market,
International ~ Journal  of  Tourism  and  Hospitality =~ Research, 33(4), 41-52.
https://doi.org/10.21298/IJTHR.2019.4.33.4.41

Sudari, S. A., Tarofder, A. K., Khatibi, A., & Tham, J. (2019). Measuring the critical effect of marketing
mix on customer loyalty through customer satisfaction in food and beverage products.
Management Science Letters, 1385-1396. http://doi.org/10.5267/j.ms1.2019.5.012

153


http://dx.doi.org/
https://doi.org/10.22146/kawistara.41891
http://repository.psa.edu.my/handle/123456789/130

https://doi.org/10.15405/epms.2022.10.14

Corresponding Author: Ida Farina Muhammad Yunus

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2421-826X

Sudjianto, E. Y., & Japarianto, E. (2017). Pengaruh Perceived Service Quality Terhadap Customer
Loyalty Dengan Customer Satisfaction Sebagai Variable Intervening Di Hotel Kartika Graha
Malang [The Influence Of Perceived Service Quality Towards Customer Loyalty With Customer
Satisfaction As An Intervening Variable In Hotel Kartika Graha Malang]. Jurnal Manajemen
Pemasaran, 11(2), 54—60. https://doi.org/10.9744/pemasaran.11.2.54-60

Sumi, R. S., & Kabir, G. (2018). Factors affecting the buying intention of organic tea consumers of
Bangladesh. Journal of Open Innovation: Technology, Market, and Complexity, 4(3), 24.
https://doi.org/10.3390/joitmc4030024

Saloniki, E. C., Malley, J., Burge, P., Lu, H., Batchelder, L., Linnosmaa, 1., Trukeschitz, B., & Forder, J.
(2019). Comparing internet and face-to-face surveys as methods for eliciting preferences for social
care-related quality of life: evidence from England using the ASCOT service user measure.
Quality of Life Research, 28(8), 2207-2220. https://doi.org/10.1007/s11136-019-02172-2

Szolnoki, G., & Hoffmann, D. (2013). Online, face-to-face and telephone surveys - Comparing different
sampling methods in wine consumer research. Wine Economics and Policy, 2(2), 57-66.
https://doi.org/10.1016/j.wep.2013.10.001

Tey, Y. S., Arsil, P., Brindal, M., Teoh, C. T., & Lim, H. W. (2017). Motivations underlying consumers’
preference for farmers’ markets in Klang valley: A means-end chain approach. Sustainability,
9(11), 1958. https://doi.org/10.3390/su9111958

Tsai, B. K. (2019). Determinants of consumers’ retention and subjective well-being: A sustainable
farmers’ market perspective. Sustainability, 11(22), 6412. https://doi.org/10.3390/sul11226412

Wang, E. S. T., & Chen, Y. C. (2019). Effects Of Perceived Justice of Fair Trade Organizations on
Consumers’ Purchase Intention Toward Fair Trade Products. Journal of Retailing and Consumer
Services, 50, 66-72. https://doi.org/10.1016/j.jretconser.2019.05.004

Wantara, P., & Tambrin, M., (2019). The Effect of Price and Product Quality Towards Customer
Satisfaction and Customer Loyalty on Madura Batik. Infernational Tourism and Hospitality
Journal 2(1), 1-9.

Yusuf, M., Nurhilalia, N., & Putra, A. H. P. K. (2019). The Impact of Product Quality, Price, and
Distribution on Satisfaction and Loyalty. The Journal of Distribution Science, 17(10), 17-26.
https://doi.org/10.15722/jds.17.10.201910.17

154


http://dx.doi.org/
https://doi.org/10.9744/pemasaran.11.2.54-60
https://doi.org/10.1007/s11136-019-02172-2
https://doi.org/10.1016/j.wep.2013.10.001

