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Abstract: Shallots as one of the main consumption ingredients in households and 
also the culinary industry has an irreplaceable role as a cooking ingredient. 
Consumer preferences in choosing shallots are important to know. This study aims 
to determine consumer preferences in Yogyakarta Province regarding shallots based 
on selected product attributes. This study uses a quantitative descriptive method. 
The location of the research is in the Special Region of Yogyakarta Province. The 
respondents used were 100 consumers. Conjoint Analysis is used to find out the 
preferences of shallot consumers. The results of the analysis showed that the 
attributes with the highest value in consumer preferences were price with an 
importance level of 35.01%, followed by scent (25.32%), color (24.62%), and size 
(15.04%). Pearson's correlation value of r of 0.786 indicates that the model has a fairly 
strong relationship rate. The combination of consumer preferences formed is shallots 
at cheap prices, mild aroma, fiery red color, and large size.  
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1. Introduction 

Shallots are one of the strategic horticultural commodities in Indonesia that has high economic 
potential, both as a household consumption ingredient and as the main input in the culinary industry 
(Suciati et al., 2022). Its irreplaceable role in various cuisines makes shallots an essential commodity that 
is almost always used in daily cooking activities, so its demand tends to be stable all the time. Along 
with population growth, urbanization, and the development of the culinary sector and processed food 
industry, the need for shallots continues to increase. This condition makes shallots not only a consumer 
commodity, but also an economic commodity that has strategic value in maintaining the stability of food 
supply and prices. Shallots also have the potential to be developed into derivative products such as fried 
onions or semi-finished ingredients, which can increase the economic value of the product (Iis Komariah 
et al., 2024). 

In the Special Region of Yogyakarta, shallots are one of the leading horticultural commodities that 
continue to be developed. Shallot production in this region is supported by suitable agroclimatic 
conditions and the existence of production centers in several districts (Rahmawati, 2022). Based on BPS 
data in 2024, shallot production in Yogyakarta Province has increased significantly, especially from 2022 
to 2023. In 2022, the production of shallots was 223,066 quintals and increased in 2023 by 329,526 quintals. 
Shallot production in Yogyakarta still faces various challenges, such as fluctuations in crop yields due to 
climate change, limited cultivation technology, and price dynamics at the market level.  

Shallot products often face issues related to a mismatch between the quality of products available in 
the market and consumer preferences. Consumers want shallots that are of good quality, affordably 
priced, and fresh in appearance; however, in reality, the quality of shallots on the market is often 
inconsistent. High price fluctuations are also a major problem because they affect people’s purchasing 
power and consumer buying decisions. Additionally, suboptimal post-harvest handling can lead to a 
decline in red onion quality, such as color changes, an overly pungent aroma, inconsistent sizes, and 
bulbs that spoil quickly during storage. These issues cause consumers to become more selective when 
choosing red onion products. 
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Consumer preferences are a very important aspect in determining the direction of the development 
of shallot agribusiness. Preferences reflect a consumer's preference for a product based on the attributes 
attached to it. Consumer preferences show consumer preferences from various product choices (Kotler 
& Keller, 2016). A good understanding of consumer preferences allows business actors, including 
farmers and distributors, to adjust product quality to the market's desires. The products produced not 
only meet production standards, but also have added value in accordance with consumer expectations, 
so that it can increase competitiveness and business sustainability. 

Consumers judge shallots not only from the aspect of freshness, but also from their affordability. 
Price is one of the main attributes because it is directly related to the purchasing power and allocation of 
household expenditure (Belo et al., 2021). On the other hand, freshness indicators are usually observed 
through physical attributes such as external appearance, color, size, and aroma that reflect the condition 
of the product (Alwaniya, 2019; Mulia et al., 2023; Sari et al., 2015). The attributes considered are those 
that are most easily observed and are often the primary factors consumers take into account when 
purchasing shallots. Price was selected because it is directly related to consumers’ purchasing power and 
their ability to meet household needs. In addition, these attributes reflect the physical quality and 
freshness of the shallots, which can influence consumers’ perceptions and purchasing decisions. The 
combination of appropriate price and good physical quality is the basis for consumer consideration in 
determining purchasing choices. Therefore, this study aims to determine consumer preferences for 
shallots in the Special Region of Yogyakarta using conjoint analysis.  

2. Research Methods 

The basic method used in this study is quantitative descriptive. The location of the research was 
determined purposive. The Special Region of Yogyakarta was chosen as the research location because 
this province is one of the largest shallot-producing areas in Indonesia and its production has always 
increased from year to year (BPS, 2025).  The sample used in this study amounted to 100 respondents. 
The determination of the sample size, which states that the minimum sample size in quantitative research 
ranges from 50 to 200 respondents (Hair et al., 2019). Respondents were determined using accidental 
sampling by distributing questionnaires to the people of the Special Region of Yogyakarta who 
purchased shallots. The sample criteria applied in this study were individuals residing in the Special 
Region of Yogyakarta, aged at least 18 years old, and having purchased shallots at least once a month. 
Conjoint analysis was used in this study to determine the preferences of shallot consumers. The 
instruments used in this study were measured using a likert scale of 1-5, namely strongly disagree, 
disagree, neutral, agree, and strongly agree.  The preference attributes used are: 
• Price: very cheap, cheap, expensive, and very expensive 
• Aroma: not pungent, pungent, and very pungent 
• Size: large and small 
• Color: fiery red and brownish red  

 Stimuli are a combination of the levels of attributes used. The stimuli were generated using an 
orthogonal design with the assistance of IBM SPSS Statistics to produce a more efficient and 
representative combination of attribute levels. The fractional design technique was employed to obtain 
stimuli that only measure the main effects, while the interaction effects between attributes were ignored. 
In this study, utility estimation was used to determine consumer preferences for each attribute level of 
shallots. Based on the orthogonal design process, the number of profiles obtained was 16 stimuli profiles. 
The following are the stimuli that were formed: 

Table 1. Attribute Combinations 
Stimuli Pricing Aroma Size Color 

1 Expensive Very Pungent Large Fiery Red 
2 Cheap Stings Large Brownish Red 
3 Expensive Stings Small Fiery Red 
4 Very Cheap Very Pungent Large Fiery Red 
5 Very Cheap Stings Small Fiery Red 
6 Very Expensive Very Pungent Small Brownish Red 
7 Very Expensive Mild Small Fiery Red 
8 Cheap Very Pungent Small Brownish Red 
9 Cheap Mild Small Fiery Red 
10 Very Expensive Stings Large Brownish Red 
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11 Very Cheap Mild Large Brownish Red 
12 Expensive Mild Small Brownish Red 
13 Very Expensive Mild Large Fiery Red 
14 Very Cheap Mild Small Brownish Red 
15 Cheap Mild Large Fiery Red 
16 Expensive Mild Large Brownish Red 

 
3. Result and Discussion 
 
3.1. Characteristics of Shallot Consumers 

Table 2. Characteristics of Shallot Consumers 
Features Description Percentage (%) 

Gender Male 28 
 Women 72 
Age Gen Z 23 
 Gen Y 42 
 Gen X 25 
Education Junior High School 10 
 SMA/SMK/SLTA 46 
 Diploma 15 
 Bachelor 29 
Purchase Frequency Once a month 23 
 Once a week 40 
 Every day 37 

 
Based on gender, the majority of respondents were women at 72%, which indicates that women still 

hold a dominant role in making decisions to purchase kitchen necessities, including shallots (Wulandari 
et al., 2022). Women in the household, as wives, play the role of managing the family’s needs, particularly 
in meeting daily food and consumption needs (Ukhroniyah & Afrizal, 2024). Most of the respondents 
are in the Generation Y category at 42%, which is the productive age group who generally have families, 
so they have a higher intensity in purchasing food to meet daily household needs (Ristiana et al., 2022). 
In terms of education, the majority of respondents had a high school education at 46%, which reflects a 
sufficient level of understanding in considering aspects of price, quality, and efficiency in shopping. 
Meanwhile, the frequency of purchases is dominated by a once-a-week purchase pattern of 40%, which 
indicates a planned consumption behavior, where consumers buy in sufficient quantities to meet their 
cooking needs for one week while avoiding the risk of quality degradation due to too long storage of 
raw materials (Mandala et al., 2024). 

3.2. Consumer Preferences of Shallots in the Special Region of Yogyakarta 

Table 3. Conjoint Analysis Result 
Attribution Value of Interest (%) Level Atribut Utility Value 

Pricing 35.010 
Very Cheap 0.132 

Cheap 0.149 
Expensive -0.041 

Very Expensive -0.241 

Aroma 25.322 
Mild 0.144 
Sting -0.050 

Very Pungent -0.095 
Size 15.046 Large 0.024 

Small -0.024 
Color 24.621 Fiery Red 0.303 

Brownish Red -0.303 
Pearson’s R 0.786 Signifikan 0.000 

Kendall’s tau 0.683 Signifikan 0.000 
Konstanta 3.350   
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Table 4. Total Utility Value of the Profile Set 
Stimuli Pricing Aroma Size Color Total Utility 

1 Expensive Very Pungent Large Fiery Red 0.191  -0.041 -0.095 0.024 0.303 
2 Cheap Stings Large Brownish Red -0.18  0.149 -0.05 0.024 -0.303 
3 Expensive Stings Small Fiery Red 0.188  -0.041 -0.05 -0.024 0.303 
4 Very Cheap Very Pungent Large Fiery Red 0.364  0.132 -0.095 0.024 0.303 
5 Very Cheap Stings Small Fiery Red 0.361  0.132 -0.05 -0.024 0.303 
6 Very Expensive Very Pungent Small Brownish Red -0.663  -0.241 -0.095 -0.024 -0.303 
7 Very Expensive Mild Small Fiery Red 0.182  -0.241 0.144 -0.024 0.303 
8 Cheap Very Pungent Small Brownish Red -0.273  0.149 -0.095 -0.024 -0.303 
9 Cheap Mild Small Fiery Red 0.572  0.149 0.144 -0.024 0.303 
10 Very Expensive Stings Large Brownish Red -0.57  -0.241 -0.05 0.024 -0.303 
11 Very Cheap Mild Large Brownish Red -0.003  0.132 0.144 0.024 -0.303 
12 Expensive Mild Small Brownish Red -0.224  -0.041 0.144 -0.024 -0.303 
13 Very Expensive Mild Large Fiery Red 0.23  -0.241 0.144 0.024 0.303 
14 Very Cheap Mild Small Brownish Red -0.051  0.132 0.144 -0.024 -0.303 
15 Cheap Mild Large Fiery Red 0.62  0.149 0.144 0.024 0.303 
16 Expensive Mild Large Brownish Red -0.176  -0.041 0.144 0.024 -0.303 

 
The Pearson's r correlation value of 0.786 shows that the relationship between the attributes of 

consumer preferences of shallots is in the category of quite strong (Sugiyono, 2022). Based on its level of 
importance, the price attribute ranks first with a value of 35,010, which confirms that economic factors 
are a major consideration in the purchase decision. Furthermore, the aroma attribute with a value of 
25.322 shows that comfort in the processing process is also an important concern for consumers, although 
technically fresh shallots generally have a fairly pungent aroma, consumers actually prefer aromas that 
are not too sharp because they are considered more comfortable and do not interfere with breathing. The 
color attribute is in third place with a value of 24,621, which reflects the role of visual indicators in 
assessing the freshness and quality of products. Meanwhile, the size attribute with a value of 15.046 is in 
last place, although it still contributes in terms of usage efficiency. The combination of the level of 
importance of these attributes forms the ideal consumer preference of shallots, namely cheap prices, mild 
aromas, fiery red color, and large size with total utility 0.620. 
1. Pricing 

 The price attribute that shallot consumers prefer is a cheap price with a utility value of 0.149, 
because this condition allows consumers to make purchases more freely without having to allocate 
an excess budget, especially considering that shallots are a daily consumption commodity that is 
purchased regularly. Affordable prices increase utility because consumers can meet their needs 
without sacrificing other expenses (Angriva & Sunyigono, 2020). Consumers still consider the 
perception of quality, where prices that are too low can actually raise suspicions about the quality 
of the product, such as the condition of the onion that is not fresh, the size is not uniform, or the 
potential for damage. 

2. Aroma 
 The aromatic attribute of shallots that consumers generally prefer is a non-pungent aroma with 
a utility value of 0.144, as it is closely related to the comfort aspect during the processing process. 
An overly sharp aroma often causes irritating effects such as pungent eyes and breathing 
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disturbances, especially when shallots are peeled or sliced in large quantities. This condition can 
reduce the comfort and efficiency of work in the kitchen, both on a household scale and a culinary 
business. In addition, consumers also associate a less pungent aroma with the condition of shallots 
that are quite fresh and do not suffer from excessive damage, so that they still provide optimal taste 
without annoying side effects. 

3. Size 
 The size attribute of shallots that consumers prefer is a large size with a utility value of 0.024, as 
it is considered more efficient and practical in its use. Large shallots facilitate the peeling and slicing 
process, so that it can save time and effort, especially for household consumers and culinary business 
actors who need a large volume of ingredients. In addition, large size is often associated with better 
quality, such as thicker tuber meat and a more maintained freshness. 

4. Color 
 The color attribute of shallots that consumers prefer is fiery red with a utility value of 0.303, 
because the color is the main visual indicator in assessing product quality. Shallots with a bright red 
color tend to be associated with fresh, non-rotten, and good quality conditions, thus increasing 
consumer confidence in making purchases (David, 2022). The bright red color is also considered 
more aesthetically appealing and gives the impression that shallots have a stronger flavor content, 
so it can improve the taste of the dish. 

 
4. Conclusion 

Based on the results of the study, it can be concluded that the attributes that have the main level of 
importance in the purchase decision of shallots are the price, which shows that economic considerations 
are the dominant factor for consumers. This reflects that consumers tend to prioritize affordability in 
meeting their daily food needs. Meanwhile, other attributes such as aroma, color, and size still play a 
supporting role in shaping overall preferences. The consumer preferences of shallots formed in this study 
are products with low prices, a mild aroma, a fiery red color, and a large size. Therefore, shallot farmers 
are expected to continuously improve the quality of their production and be more selective in choosing 
the varieties to be cultivated so that the harvested products align with consumer preferences. In addition, 
improving post-harvest handling practices is also important to maintain the quality, freshness, and 
physical appearance of shallots after harvest, thereby increasing consumer satisfaction and the 
competitiveness of the product in the market. 
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