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The increasing consumer awareness of sustainability, authenticity, and trust in local products has become an
important factor in enhancing the competitiveness of local micro, small and medium enterprises (MSMEs) in Indonesia.
One of the distinctive local products with significant cultural and economic value is Buah Merah Papua which has
gained increasing attention from consumers in regional markets. This study aims to examine the influence of perceived
sustainability, perceived authenticity, perceived risk, perceived value, perceived benefit and perceived trustworthiness
on consumer’s attitudes toward local products with a focus on Buah Merah Papua as a local MSME product in
Jayapura City. This study employed a quantitative research approach using a structured questionnaire as the primary
data collection instrument. The data were collected through questionnaire distribution to 264 respondents selected
using a purposive sampling technique with criteria based on consumers who had previously purchased or consumed
Buah Merah Papua products. The collected data were analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM) with the assistance of SmartPLS 4.0 software. The results indicate that perceived authenticity,
perceived risk, and perceived trustworthiness have a positive and significant effect on attitude toward local product.
Meanwhile, perceived benefit, perceived sustainability, and perceived value were found to have no significant
influence on attitude toward local product. These findings highlight the important role of authenticity, trust and risk
perception in shaping positive consumer attitudes toward local products. This study contributes to the development
of local product marketing literature and provides practical implications for MSME actors in strengthening product
positioning, building consumer trust and improving the competitiveness and sustainability of local products in
regional and national markets.
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1. Introduction

In recent years consumer interest in local products has grown significantly alongside increasing awareness
of sustainability, product authenticity and ethical consumption [1], [2], [3], [4], [5]. This trend has
encouraged the expansion of local micro, small, and medium enterprises (MSMEs) as key contributors to
regional economic development and cultural preservation [6], [7], [8], [9], [10]. In Indonesia local products
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are increasingly recognized not only for their economic value but also for their role in maintaining traditional
heritage and strengthening community identity [11], [12], [13], [14], [15]. One of the distinctive local
products from Papua is Buah Merah Papua which is a traditional fruit widely known for its nutritional
benefits and cultural significance. As a local MSME product Buah Merah Papua has become an important
commodity in supporting local business growth especially in Jayapura City.

The growing market for local products has also intensified competition requiring MSME actors to
better understand consumer attitudes and purchasing behavior [16], [17], [18], [19], [20]. Consumers today
are more selective in evaluating products, particularly in terms of sustainability, authenticity, perceived
risks, benefits and trustworthiness [21], [22], [23], [24], [25]. These perceptions influence how consumers
form attitudes toward local products which ultimately affect their intention to support and consume them
[26], [27], [28], [29]. Understanding these perceptions is increasingly important as local MSMEs seek to
improve product competitiveness in both regional and broader markets [30], [31], [32], [33].

The urgency of this research lies in the need to identify the key factors that shape consumer
attitudes toward local products particularly in the context of indigenous and culturally embedded products
such as Buah Merah Papua [34], [35]. Despite its high economic and cultural potential consumer attitudes
toward this product may vary depending on how they perceive its authenticity, risks, value, benefits,
sustainability, and trustworthiness [36], [37]. This issue is highly relevant because strengthening positive
consumer attitudes can support the long term sustainability of local MSMEs and contribute to regional
economic development [38], [39], [40].

This study focuses specifically on examining six consumer perception variables namely perceived
sustainability, perceived authenticity, perceived risk, perceived value, perceived benefit, and perceived
trustworthiness and their influence on attitude toward local products. The scope of this research is limited
to consumers in Jayapura City who have experience purchasing or consuming Buah Merah Papua products.
This specific focus is intended to provide a clearer understanding of the determinants of consumer attitudes
in the local product context. Therefore, this study aims to analyses and evaluate the influence of perceived
sustainability, perceived authenticity, perceived risk, perceived value, perceived benefit, and perceived
trustworthiness on consumer’s attitudes toward local products particularly Buah Merah Papua as a local
MSME product in Jayapura City.

2. Literature Review and Problem Statement

Consumer attitude toward local products has become an important topic in marketing and consumer
behavior studies, particularly in the context of sustainability and authenticity [41], [42], [43]. According to
Zhang et al. (2022) [44] and Safeer et al. (2022) [45] consumer attitudes are formed through beliefs and
evaluations of product attributes which subsequently influence behavioral intentions. In the context of local
products according to Lee and Eastin (2021) [46] and Sidali et al. (2021) [47] perceived authenticity has
been identified as a critical factor in shaping positive consumer attitudes because authenticity reflects
originality, cultural value and product uniqueness. Likewise, according to Nosi et al. (2022) [48] and To et
al. (2023) [49] perceived trustworthiness is often associated with stronger consumer confidence, reducing
uncertainty in purchase decisions. According to Hermawan (2021), Bernarto et al. (2024), Shih et al. (2024)
and Sung et al. (2026) [50], [51], [52], [53] they also highlighted the importance of perceived sustainability
and perceived value in influencing consumer evaluations particularly for products positioned as ethical or
environmentally responsible. However, perceived risk remains a complex factor according to Jun (2020),
Zhang and Yu (2020) and Michatowska et al. (2024) [54], [55], [56] they suggest that it negatively affects
consumer attitudes due to uncertainty while others argue that risk perception can strengthen trust when
managed effectively.
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In the context of local products, consumer attitudes are not determined by a single perception but
are shaped through the interaction of multiple cognitive evaluations regarding product authenticity,
sustainability, value, benefits, trustworthiness and perceived risks [57], [58], [59], [60], [61]. These
perception based constructs collectively influence consumer’s evaluations before they decide whether a
local product deserves their support. Therefore, rather than acting independently these variables are
conceptually interconnected and jointly contribute to the formation of attitude toward local products.
However, perceived risk remains a complex construct. Traditional consumer behavior literature argues that
higher perceived risk reduces positive attitudes and purchase intentions because consumers attempt to
avoid uncertainty. Conversely, several recent studies suggest that risk perception does not always produce
negative outcomes especially for traditional or indigenous products where consumers may perceive risk as
an inherent characteristic rather than a purchasing barrier [62], [63], [64]. These findings indicate that
consumer perceptions interact dynamically and the influence of one construct may depend on the presence
of other perceptions and the characteristics of the product being evaluated.

Previous empirical findings have reported inconsistent relationships among the proposed
constructs. For example, Rajput et al. (2026), Krsnik and Erjavec (2026) and Costello and Lees (2026) [65],
[66], [67] found that sustainability positively influences consumer attitudes, whereas other studies
reported insignificant effects when consumers prioritize cultural or symbolic values over environmental
considerations. Similarly, perceived value and perceived benefit have produced mixed findings across
different product categories and consumer groups. The role of perceived risk is even more inconsistent with
some studies reporting negative effects while others indicate that consumers may tolerate or even
positively interpret certain risks associated with authentic traditional products. These inconsistencies
suggest that contextual factors, consumer characteristics and product uniqueness may influence the
strength and direction of these relationships. Despite extensive studies on consumer attitudes toward local
and sustainable products, several research gaps remain. First, previous studies have mainly focused on
mainstream food products or general green products, with limited attention to indigenous local products
such as Buah Merah Papua which carry strong cultural and regional identities. Second, inconsistencies in
previous findings regarding the role of perceived sustainability, perceived value and perceived risk indicate
that these relationships may vary depending on product context and consumer characteristics.
Furthermore, limited studies have integrated multiple perception variables simultaneously in examining
attitudes toward local products in the MSME context. Based on these gaps this study seeks to address the
following research problem to what extent do perceived sustainability, perceived authenticity, perceived
risk, perceived value, perceived benefit and perceived trustworthiness influence consumer’s attitudes
toward local products. To answer this problem, the study proposes six hypotheses: H1: Perceived
sustainability positively influences attitude toward local product; H2: Perceived authenticity positively
influences attitude toward local product; H3: Perceived risk positively influences attitude toward local
product; H4: Perceived value positively influences attitude toward local product; H5: Perceived benefit
positively influences attitude toward local product; and H6: Perceived trustworthiness positively influences
attitude toward local product.

3. Method

This study employed a quantitative research approach to examine the influence of perceived sustainability,
perceived authenticity, perceived risk, perceived value, perceived benefit, and perceived trustworthiness
on consumer’s attitudes toward local products. A quantitative approach was chosen because it allows the
measurement of relationships among variables objectively and systematically through statistical analysis.
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The study focused on Buah Merah Papua as a local MSME product in Jayapura City considering its economic
and cultural significance as an indigenous Papuan product.

The population of this study consisted of consumers in Jayapura City who had prior experience
purchasing or consuming Buah Merah Papua products. The sampling technique used was purposive
sampling where respondents were selected based on specific criteria namely individuals who had
purchased or consumed Buah Merah Papua at least once. A total of 264 respondents participated in this
study, which already met the minimum sample requirements for Partial Least Squares Structural Equation
Modeling (PLS-SEM).

Primary data were collected through the distribution of structured questionnaires using a Likert
scale ranging from 1 (strongly disagree), 2 (disagree), 3 (neutral), 4 (agree) to 5 (strongly agree). The
questionnaire items were adapted from previous studies and adjusted to the context of local products.
Each variable was measured using several indicators: perceived sustainability, perceived authenticity,
perceived risk, perceived value, perceived benefit, perceived trustworthiness, and attitude toward local
products. Before data analysis the questionnaire was tested for validity and reliability to ensure the quality
of the measurement instrument.

The collected data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM) with the assistance of SmartPLS 4.0. The analysis process consisted of two main stages:
measurement model evaluation (outer model) and structural model evaluation (inner model). The outer
model assessment included convergent validity, discriminant validity, and composite reliability tests while
the inner model assessment included path coefficient analysis, coefficient of determination (R?), effect size
(f3), and hypothesis testing using bootstrapping procedures. This method was selected because PLS-SEM
is suitable for exploratory studies and complex models involving multiple variables simultaneously [68],
[69].

The model used in this study is presented in the following figure:

Perceived
Authenticity

Attitude Toward
Local Product

Perceived
Value

Perceived
Benefit

Parceived

Trustworthiness

Fig. 1. Research Conceptual Framework
The hypothesis obtained from Figure 1 is as follows:
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H1: Perceived Sustainability (X) Has a Positive and Significant Influence on Attitude Toward Local Product
(Y).

H2: Perceived Authenticity (X) Has a Positive and Significant Influence on Attitude Toward Local Product
(Y).

H3: Perceived Risk (X) Has a Positive and Significant Influence on Attitude Toward Local Product (Y).

H4: Perceived Value (X) Has a Positive and Significant Influence on Attitude Toward Local Product (Y).
H5: Perceived Benefit (X) Has a Positive and Significant Influence on Attitude Toward Local Product (Y).
H6: Perceived Trustworthiness (X) Has a Positive and Significant Influence on Attitude Toward Local
Product (Y).

4. Results And Discussion

Outer Model

Outer model measurements are used to test Convergent Validity, Discriminant Validity, AVE, Cronbach's
Alpha and Composite Reliability.
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Source: Output data processed with SmartPLS 4.0, 2026
Fig. 2. Outer Model
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Convergent Validity
Table 1. Convergent validity

Perceived Perceived Perceived Perceived Perceived Perceived Attitude
Sustainability  Authenticity Risk Value Benefit Trustworthiness Toward
Local Product

PS1 0.826

PS2 0.825

PS3 0.823

PS4 0.799

PS5 0.773

PA1 0.772

PA2 0.854

PA3 0.819

PA4 0.840

PA5S 0.859

PR1 0.800

PR2 0.822

PR3 0.631

PR4 0.585

PR5 0.613

PV1 0.737

PVv2 0.681

PV3 0.622

Pv4 0.802

PV5 0.825

PB1 0.885

PB2 0.890

PB3 0.849

PB4 0.728

PB5 0.859

PT1 0.783

PT2 0.799

PT3 0.832

PT4 0.863

PT5 0.735

ATLP1 0.828
ATLP2 0.843
ATLP3 0.853
ATLP4 0.845
ATLP5 0.849

Source: Output data processed with SmartPLS 4.0, 2026
Based on Figure 2 and Table 2, it is known that each indicator in each variable in the study meets the
convergent validity criteria with a value of > 0.7 so those are called Valid except PR3, PR4, PR5, PV2 and
PV3.

Discriminant Validity
Table 2. Discriminant validity

Perceived Perceived Perceived Perceived Perceived Perceived Attitude
Sustainability  Authenticity Risk Value Benefit Trustworthiness Toward
Local Product

PsS1 0.826 0.605 0.469 0.286 0.477 0.510 0.478
Ps2 0.825 0.608 0.501 0.303 0.448 0.491 0.515
PS3 0.823 0.619 0.453 0.350 0.524 0.498 0.511
PS4 0.799 0.670 0.476 0.369 0.476 0.559 0.513
PS5 0.773 0.688 0.558 0.484 0.610 0.608 0.579
PA1 0.673 0.772 0.614 0.516 0.641 0.663 0.638
PA2 0.640 0.854 0.540 0.389 0.520 0.592 0.642
PA3 0.692 0.819 0.518 0.310 0.527 0.490 0.527
PA4 0.650 0.840 0.588 0.444 0.632 0.578 0.579
PAS 0.628 0.859 0.594 0.421 0.548 0.549 0.599
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Perceived Perceived Perceived Perceived Perceived Perceived Attitude
Sustainability Authenticity Risk Value Benefit Trustworthiness Toward
Local Product
PR1 0.617 0.733 0.800 0.537 0.660 0.687 0.722
PR2 0.597 0.664 0.822 0.523 0.671 0.684 0.723
PR3 0.213 0.227 0.631 0.604 0.329 0.324 0.366
PR4 0.153 0.125 0.585 0.550 0.342 0.251 0.242
PR5 0.208 0.235 0.613 0.643 0.397 0.294 0.293
PV1 0.244 0.245 0.615 0.737 0.466 0.430 0.400
PV2 0.152 0.150 0.471 0.681 0.310 0.278 0.335
PV3 0.123 0.078 0.429 0.622 0.262 0.216 0.232
PV4 0.407 0.522 0.585 0.802 0.621 0.578 0.594
PV5 0.509 0.568 0.650 0.825 0.737 0.692 0.680
PB1 0.531 0.572 0.668 0.658 0.885 0.737 0.679
PB2 0.580 0.647 0.617 0.584 0.890 0.728 0.654
PB3 0.576 0.655 0.632 0.622 0.849 0.721 0.653
PB4 0.379 0.460 0.601 0.618 0.728 0.629 0.533
PB5 0.577 0.579 0.621 0.551 0.859 0.734 0.661
PT1 0.538 0.609 0.499 0.463 0.649 0.783 0.601
PT2 0.616 0.589 0.553 0.444 0.620 0.799 0.607
PT3 0.515 0.495 0.557 0.577 0.690 0.832 0.653
PT4 0.569 0.656 0.700 0.610 0.753 0.863 0.761
PT5S 0.427 0.445 0.595 0.549 0.660 0.735 0.629
ATLP1 0.525 0.586 0.625 0.511 0.616 0.668 0.828
ATLP2 0.573 0.665 0.625 0.511 0.651 0.700 0.843
ATLP3 0.486 0.568 0.638 0.596 0.638 0.700 0.853
ATLP4 0.579 0.611 0.678 0.575 0.678 0.707 0.845
ATLP5S 0.557 0.624 0.670 0.593 0.606 0.660 0.849

Source: Output data processed with SmartPLS 4.0, 2026
Based on Table 3, the cross loading factor value for each indicator on its construct are greater than that of
other constructs, which can be concluded to meet the discriminant validity criteria.

Average Varience Extraded (AVE)
Table 3. Average Variance Extraded (AVE)

Variables AVE Criteria Information
Perceived Sustainability 0.656 >0.5 Valid
Perceived Authenticity 0.688 >0.5 Valid
Perceived Risk 0.487 >0.5 Valid
Perceived Value 0.544 >0.5 Valid
Perceived Benefit 0.713 >0.5 Valid
Perceived Trustworthiness 0.646 >0.5 Valid
Attitude  Toward Local 0.712 >0.5 Valid
Product

Source: Output data processed with SmartPLS 4.0, 2026
Based on Table 4, it is known that each variable in the study has an AVE value > 0.5, where all variables
are declared valid and meet the Average Variance Extraded (AVE) criteria.

Composite Reliability
Table 4. Composite Reliability

Variables Composite Reliability Criteria Information
Perceived Sustainability 0.905 >0.7 Reliability
Perceived Authenticity 0917 >0.7 Reliability
Perceived Risk 0.823 >0.7 Reliability
Perceived Value 0.855 >0.7 Reliability
Perceived Benefit 0.925 >0.7 Reliability
Perceived Trustworthiness 0.901 >0.7 Reliability
Attitude  Toward Local 0.925 >0.7 Reliability
Product

Source: Output data processed with SmartPLS 4.0, 2026
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Based on Table 5, it is known that each variable in the study has a composite reliability value > 0.7 so that
all variables are declared reliable and meet the composite reliability criteria.

Cronbach's Alpha
Table 5. Cronbach's Alpha

Variables Cronbach's Alpha Criteria Information
Perceived Sustainability 0.869 >0.7 Reliability
Perceived Authenticity 0.886 >0.7 Reliability
Perceived Risk 0.775 >0.7 Reliability
Perceived Value 0.807 >0.7 Reliability
Perceived Benefit 0.898 >0.7 Reliability
Perceived Trustworthiness 0.862 >0.7 Reliability
Attitude  Toward Local 0.899 >0.7 Reliability
Product

Source: Output data processed with SmartPLS 4.0, 2026
Based on Table 6, it is known that each variable in the study have a Cronbach's alpha value > 0.7 so that
all variables are declared reliable and meet the Cronbach's alpha criteria.
Inner Model
Inner model testing includes testing that can show the relationship between independent latent variables
and dependent latent variables, where the structural model in question can be described as a hypothesis
test, also known as an influence test. Inner model testing is explained by the R-Square test (coefficient of

determination).

Table 6. R-Square
Variables R-Square Adjusted R-Square
Attitude Toward Local Product 0.749 0.743

Source: Output data processed with SmartPLS 4.0, 2026
The R-Square test (coefficient of determination) is used to measure the magnitude of the influence of the
independent variable on its influence on the dependent variable, where in Table 7 it is known that attitude

toward local product variable is influenced by the perceived sustainability, perceived authenticity,
perceived risk, perceived value, perceived benefit and perceived trustworthiness variables by 74.3% and
the remaining 25.7% is influenced by other factors not included in the study.

In the use of SmartPLS 4.0, there are criteria for accepting hypotheses which are carried out by
bootstrapping which determines the relationship between the influence of independent variables on
dependent variables, where a hypothesis can be accepted and is significant if the p-value is <0.5 and the

t-statistic value is > t-table (1.96).
Table 8. Path Coefficient Results

Original Sample Sample Standard T Statistics P Values Information
(0) Mean (M) Deviation
(STDEV)
Perceived 0.014 0.014 0.063 0.220 0.826 Rejected
Sustainability
on Attitude
Toward  Local
Product
Perceived 0.205 0.200 0.074 2.772 0.006 Accepted
Authenticity on
Attitude
Toward  Local
Product
Perceived Risk 0.224 0.217 0.095 2.365 0.018 Accepted

on Attitude
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Toward  Local

Product

Perceived Value 0.103 0.117 0.099 1.044 0.296 Rejected
on Attitude

Toward  Local

Product

Perceived 0.008 0.010 0.119 0.071 0.943 Rejected
Benefit on

Attitude

Toward  Local

Product

Perceived 0.423 0.422 0.086 4.887 0.000 Accepted
Trustworthiness

on Attitude

Toward  Local

Product

Source: Output data processed with SmartPLS 4.0, 2026
Based on Table 8 those are known that the path coefficient results through the Original Sample (O) column
in the results of testing the perceived sustainability variable on attitude toward local product obtained a
value of 0.014 or 1.4%, the perceived authenticity variable on attitude toward local product obtained a
value of 0.205 or 20.5%, the perceived risk variable on attitude toward local product obtained a value of
0.224 or 22.4%, the perceived value variable on attitude toward local product obtained a value of 0.103
or 10.3%, the perceived benefit variable on attitude toward local product obtained a value of 0.008 or
0.8% and the perceived trustworthiness variable on attitude toward local product obtained a value of
0.423 or 42.3%. the T Statistic result were 0.220 < t-table (1.96) (perceived sustainability on attitude
toward local product), 2.772 > t-table (1.96) (perceived authenticity on attitude toward local product),
2.365 > t-table (1.96) (perceived risk on attitude toward local product), 1.044 < t-table (1.96) (perceived
value on attitude toward local product), 0.071 < t-table (1.96) (perceived benefit on attitude toward local
product) and 4.887 > t-table (1.96) (perceived trustworthiness on attitude toward local product) with the
conclusion that three hypothesis (perceived authenticity on attitude toward local product, perceived risk
on attitude toward local product, perceived trustworthiness on attitude toward local product) were
accepted and have a positive influence and have a level of significance by looking at the P values owned
by 0.006 < 0.05 for perceived authenticity on attitude toward local product, 0.018 < 0.05 for perceived risk
on attitude toward local product and 0.000 < 0.05 perceived trustworthiness on attitude toward local
product with the conclusion that the perceived authenticity, perceived risk and perceived trustworthiness
variables have a significant effect on attitude toward local product, thus hypothesis 2 (H2), hypothesis 3
(H3) and hypothesis 6 (H6) were accepted because those variables have a positive and significant influence
on attitude toward local product because the T statistic are greater than the t table (1.96) and P values
<0.05 while another three hypothesis (perceived sustainability variable on attitude toward local product,
perceived value variable on attitude toward local product and perceived benefit variable on attitude toward
local product) were not accepted and have not a level of significance by looking at the P values owned by
0.826 > 0.05 for perceived sustainability variable on attitude toward local product, 0.296 > 0.05 for
perceived value variable on attitude toward local product and 0.943 > 0.05 for perceived benefit variable
on attitude toward local product with the conclusion that the perceived sustainability, perceived value and
perceived benefit variables do not have a significant effect on attitude toward local product, thus
hypothesis 1 (H1), hypothesis 4 (H4) and hypothesis 5 (H5) were not accepted because those variables do
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not have a positive and significant influence on attitude toward local product because the T statistic are
smaller than the t table (1.96) and P values > 0.05.

The positive and significant influence of perceived authenticity supports studies from Girish and Lee
(2019) and Kumar and Kaushal (2021) [70], [71] who highlighted about perceived authenticity supports
theory of planned behavior where beliefs about product originality and uniqueness strengthen consumer
attitudes. This finding is consistent with Chen and Slade (2025) and Yang and Su (2026) [72], [73] who
found that authenticity enhances emotional attachment and consumer preference particularly in traditional
product markets. Although the statistical analysis confirmed that perceived authenticity, perceived risk,
and perceived trustworthiness significantly influence attitude toward local products, the more important
contribution of this study lies in explaining how these perceptions interact within the context of indigenous
local products. These findings indicate that consumers evaluate Buah Merah Papua not only as a
commercial product but also as a representation of local identity, cultural heritage and regional uniqueness.
Consequently, symbolic and emotional dimensions become more influential than utilitarian product
attributes in shaping consumer attitudes. Interestingly, perceived risk also showed a positive and
significant effect which contrasts with many previous studies that often link risk with negative attitudes.
This inconsistency may be explained by the unique context of indigenous local products. Consumers may
interpret risk as part of the natural and traditional characteristics of the product rather than as a negative
attribute. This finding provides a new contribution to the literature suggesting that risk perception can
function differently depending on cultural and contextual factors. Similarly, perceived trustworthiness
aligns with Han et al. (2023) and Hazi¢ et al. (2026) [74], [75] emphasizing trust as a key factor in
relationship marketing. Consumers who perceive Buah Merah Papua as credible and reliable tend to form
stronger positive attitudes. This unexpected finding may be explained by the unigue characteristics of
indigenous products. Consumers of Buah Merah Papua may interpret perceived risk not as a threat but as
an indication of product originality and natural production processes. Therefore, the positive role of
perceived risk reflects consumer’s willingness to accept uncertainty when they strongly believe in the
authenticity and credibility of indigenous products. This finding contributes to the literature by
demonstrating that the effect of perceived risk is highly context dependent and may differ across product
categories and cultural settings.

In contrast, perceived sustainability did not significantly influence consumer attitudes. This result
differs from studies conducted by Zhou et al., (2025), Nieto-Villegas et al. (2026) and Selvaggi et al. (2026)
[76], [77], [78] which reported that environmental sustainability positively affects consumer’s evaluations
of green products. The discrepancy may be explained by differences in consumer priorities. For many
consumers in Jayapura purchasing Buah Merah Papua is primarily motivated by cultural attachment,
traditional beliefs, health benefits and local identity rather than environmental concerns. Sustainability
attributes may therefore remain relatively invisible because consumers assume that local products are
naturally sustainable without explicitly evaluating environmental practices. Similarly, perceived value
failed to demonstrate a significant influence on attitude toward local products. Although previous studies
argued that consumers generally evaluate products based on value obtained relative to cost the present
findings suggest a different decision making process for indigenous products. Consumers purchasing Buah
Merah Papua may pay less attention to economic value because the product is perceived as culturally
unique and difficult to substitute. Emotional attachment and cultural identity may therefore outweigh
purely economic evaluations. Perceived benefit also showed no significant relationship with consumer
attitudes. Although consumers recognize the nutritional and health benefits of Buah Merah Papua these
perceived benefits alone appear insufficient to generate favorable attitudes. One possible explanation is
that consumers already regard these benefits as common knowledge. therefore, additional perceptions

The Influence of Perceived Sustainability, Perceived Authenticity, Perceived Risk, Perceived Value, Perceived
Benefit and Perceived Trustworthiness on Attitude Toward Local Product: A Study on Buah Merah Papua as a Local
MSME Product in Jayapura City, Indra Eka Wardana Toii et al



Jurnal llmiah Multidisiplin Indonesia (JIM-ID) SSN 2828-9463
Vol. 5, No. 07,2026, pp. 1899-1913 1909

regarding product benefits do not substantially change their attitudes. The insignificant effects of perceived
sustainability, perceived value and perceived benefit reveal interesting phenomena. These findings differ
from Burkert et al. (2023), Aida and Widayati (2025), Karpe (2025) and Suttharattanagul et al. (2025) [79],
[80], [81], [82] who emphasized the importance of sustainability and value in shaping consumer attitudes.
The inconsistency may be due to differences in consumer priorities in Jayapura where cultural authenticity
and trust may outweigh economic or sustainability considerations. This indicates that local consumers may
prioritize symbolic and emotional values over functional and environmental aspects.

Based on these findings, a preliminary conclusion can be drawn that consumer attitudes toward
Buah Merah Papua are primarily shaped by authenticity, trustworthiness, and risk awareness. These results
imply that local MSME actors should focus on preserving product authenticity, strengthening consumer
trust and providing transparent product information. This preliminary conclusion provides a foundation for
further validation and future research particularly in exploring broader geographical contexts and
additional consumer behavior variables. From a managerial perspective these findings provide several
important implications for local MSMEs. First, producers should strengthen authenticity by preserving
traditional production methods, protecting geographical identity and communicating the cultural history of
Buah Merah Papua through branding activities. Second, consumer trust should be enhanced through
product certification, quality assurance systems, transparent labeling and collaboration with government
agencies and health institutions. Third, marketing communication should emphasize storytelling that
highlights indigenous heritage and cultural uniqueness rather than focusing exclusively on product
functionality. Finally, local governments and MSME development agencies should support certification
programs, digital marketing initiatives and educational campaigns that increase consumer awareness
regarding authentic Papuan products. These strategies are expected to strengthen positive consumer
attitudes, improve market competitiveness and promote the long-term sustainability of local MSMEs.

5. Conclusion

This study aimed to examine the influence of perceived sustainability, perceived authenticity, perceived
risk, perceived value, perceived benefit and perceived trustworthiness on consumer’s attitudes toward
local products specifically Buah Merah Papua as a local MSME product in Jayapura City. The findings
revealed that perceived authenticity, perceived risk and perceived trustworthiness have positive and
significant effects on attitude toward local products while perceived sustainability, perceived value and
perceived benefit do not show significant effects. These results indicate that consumer attitudes toward
local products are more strongly influenced by cultural originality, trust and awareness of product related
risks rather than by functional value, sustainability considerations nor perceived benefits.

The findings partially support the theory of planned behavior particularly in emphasizing the role
of beliefs and perceptions in shaping consumer attitudes. The significant influence of authenticity and
trustworthiness highlight the importance of product originality and trust in consumer decision making.
However, the positive significance of perceived risk differs from many previous studies that generally
associate risk with negative attitudes. This difference may be explained by the cultural and traditional
context of Buah Merah Papua where consumers may perceive risk as part of the product’s uniqueness
rather than as a barrier. Likewise, the insignificant effects of sustainability, value and benefit suggest that
local consumers in Jayapura may prioritize symbolic and emotional dimensions over economic or
environmental considerations.

From a scientific perspective, this research contributes to the development of consumer behavior
and local product marketing literature by providing empirical evidence from an indigenous product context
which remains underexplored in previous studies. Methodologically, the use of Partial Least Squares
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Structural Equation Modeling (PLS-SEM) with SmartPLS 4.0 provides a robust framework for examining
complex relationships among multiple perception variables. Practically, the findings offer important
implications for local MSME actors suggesting that maintaining product authenticity, improving
transparency and strengthening consumer trust should be prioritized to enhance positive consumer
attitudes and market competitiveness.

Despite its contributions this study has several limitations. First, the research was limited to
consumers in Jayapura City which may reduce the generalizability of the findings to other regions. Second,
the study focused only on six perception variables without considering other potential factors such as
brand image, social influence nor consumer experience. Therefore, future research is recommended to
expand the geographical scope, include additional variables and explore comparative studies across
different local products to provide a broader understanding of consumer attitudes toward indigenous local
products.
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