


Determinants of Consumer Purchasing Attitude toward Domestic Sweet Oranges in Nangarhar Province, Afghanistan
Abstract
Understanding consumer purchasing attitude is essential for improving agricultural marketing and strengthening the competitiveness of local fruit sectors. This study examines the key determinants influencing consumers’ purchasing attitude toward domestic sweet oranges in Nangarhar province, Afghanistan. Primary data were collected from 267 consumers using a structured questionnaire. The study employed a nonprobability sampling method, Specifically Convenience Sampling Technique. Consumers’ purchasing attitude was treated as the dependent variable, while price, income and taste were considered as explanatory variables. The tools used in the study i.e. ANOVA, T=Test and P-value to analyze the relationship between purchasing attitude and the selected predictors. The results indicate that income has a highly significant (P=0.00001) and positive effect on purchasing attitude, making it the most influential determinant. Price shows a significant negative effect, confirming that, consumers in Nangarhar are price-sensitive. Taste exhibits a positive but marginally significant influence (P= 0.054513), suggesting that sensory quality contributes to improved consumer attitudes. The t-test results show that income has a highly significant positive (T=29.858) effect on consumers’ purchasing attitudes, while taste has a marginally significant (T=1.941) influence. In contrast, price shows a negative and statistically significant (T=-2.919) relationship with consumers’ purchasing attitudes.  The ANOVA results show that the regression model is highly significant (F = 304.077), indicating that the explanatory variables jointly influence consumers’ purchasing attitudes toward domestic sweet oranges. The model demonstrates strong explanatory power, with an R-squared value of 0.776, indicating that approximately 77.6% of the variation in purchasing attitude is explained by the included variables. This suggests that the model provides a good fit for explaining variations in consumer purchasing behaviour in the study area. The findings provide important insights for producers, marketers, and policymakers, emphasising the need to focus on product quality, taste improvement, and price management to enhance consumer acceptance and competitiveness of locally produced sweet oranges in Nangarhar.
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1. Introduction 
Understanding consumer behavior is a key requirement for improving agricultural marketing efficiency and strengthening the competitiveness of locally produced commodities. Consumer purchasing attitude reflects an individual’s evaluation, perception, and predisposition toward a product, which ultimately influences purchasing decisions and repeat buying behavior (Wardhana et al., 2021). In fresh fruit markets, purchasing attitude is shaped by both economic factors (such as price and income) and product-related attributes (such as taste, freshness, appearance, and packaging). A positive purchasing attitude increases the likelihood of purchase and contributes to long-term demand sustainability.
Stadlmayr et al., (2023) denoted that consumer behavior is buying behaviors, particularly those of households and individuals, who buy products for personal consumption. Many factors affect consumer purchasing behavior, including attitude factors. Attitude is the result of the evaluation that reflects the likes or dislikes of the product, so that marketers can predict potential purchases and develop more effective marketing strategies.
Consumer desires can be assessed based on their evaluations of product quality, which can be measured through intrinsic and extrinsic attributes. Intrinsic attributes are inherent qualities of the fruit that cannot be changed, such as taste, freshness, and water content. These attributes play a significant role in assessing the quality of the product. On the other hand, extrinsic attributes are external factors that contribute to increasing the added value of the core product and can be altered without changing the natural properties of the product. Price is an example of an extrinsic attribute (Uribe et al. 2020; Cantin & Gracia, 2022).
Consumer purchasing attitude is widely recognized as a key determinant of buying behavior in marketing and consumer economics literature. Purchasing attitude reflects consumers’ beliefs, perceptions, and behavioural intentions toward a product, which directly influence their purchasing decisions (Jung, 2020).
Bazhan et al. (2024) found out that, before selecting products, consumers will also take prices into consideration. And in their research that price label can influence the attention of European consumers.
Agriculture is the backbone of Afghanistan’s economy, serving as the primary source of livelihood for rural households and playing a central role in food security and income generation (Ahmadi, 2025). Among the major fruit-producing provinces, Nangarhar holds a strategic position due to its favorable agro-climatic conditions, which support the cultivation of high-quality sweet oranges. Nangarhar sweet oranges are well known in domestic markets for their distinctive taste, freshness, and seasonal availability (MAIL 2024). Sweet oranges are rich in vitamin C, antioxidants, and dietary fiber, making them an essential component of healthy diets across both developed and developing countries (Ertekin & Comart, (2024).
Various Citrus varieties are cultivated in Afghanistan like Malta (Sweet Orange), Lemon, Orange, Kinnow, Sweet lime, Chakotra, Santara, Meta and so on, where sweet orange has a significant position in the country, especially in Nangarhar (MAIL, 2024). Nangarhar Province in Afghanistan has a rich tradition of Sweet Orange cultivation, which serves as a crucial source of income for many rural households (Hidayat et al. 2023).
Despite the importance of sweet oranges in Nangarhar, there is limited empirical research that systematically examines the determinants of consumers’ purchasing attitudes toward locally produced sweet oranges. Most existing studies focus on general fruit consumption or broader agricultural marketing issues, leaving a gap in commodity-specific and region-specific analysis. Addressing this gap is essential for designing effective marketing strategies and policy interventions tailored to local conditions.
Therefore, this study aims to analyze the key determinants of consumers’ purchasing attitude toward domestic sweet oranges in Nangarhar province using a multiple linear regression approach. By utilizing primary data collected from consumers, the study quantifies the effects of price, income and taste on purchasing attitude. The findings are expected to provide valuable insights for farmers, traders, and policymakers to improve pricing strategies, enhance product quality, and strengthen the competitiveness of Nangarhar’s sweet orange sector in domestic markets. 
Consumer purchasing attitude of sweet orange quality is affected by a complex interplay of factors that extend outside the fruit's basic characteristics. The consumer's purchasing behaviour can be influenced by the fruit's intrinsic attributes, but also by extrinsic indicators provided by the seller of the fruit, such as brands, product origin, or quality labels. 
In light of the aforementioned background, this study pursues several key objectives. 
The main objective of this study is to analyze the determinants of consumers’ purchasing attitude toward domestic sweet oranges in Nangarhar province. And this study sets out three specific objectives 
1. To examine the effect of price on consumers’ purchasing attitude toward sweet oranges in Nangarhar.
2. To assess the influence of household income on consumers’ purchasing attitude toward sweet oranges.
3. To evaluate the role of taste as a sensory attribute in shaping consumers’ purchasing attitude toward sweet oranges.

2. Methodology
This study was conducted in Nangarhar Province and focuses on consumers’ purchasing attitudes toward sweet orange. A quantitative research design was employed to examine the relationships among the study variables. The dependent variable of the study is consumers’ purchasing attitude, while the independent variables include price, income, and taste. Data were collected through a structured questionnaire distributed to a representative sample of customers in the selected area. The questionnaire items were designed using a Likert-scale format to measure respondents’ perceptions of price sensitivity, income level, and taste preference, and how these factors influence their purchasing attitudes. The collected data were analyzed using statistical techniques such as regression analysis, to determine the extent to which price, income, and taste significantly affect customers’ purchasing attitudes toward sweet Orange in Nangarhar Province.
Study Area: This study was conducted in Nangarhar province, located in the eastern part of Afghanistan. Nangarhar is one of the major agricultural provinces of the country due to its favorable agro-climatic conditions, fertile soil, and access to irrigation water. The province is widely recognized for horticultural crop production, particularly citrus fruits such as sweet oranges. Sweet orange production and consumption play an important role in the local economy, providing income opportunities for farmers, traders, and market intermediaries.
Nangarhar’s urban and peri-urban markets serve as major consumption centers for locally produced sweet oranges. The presence of locally produced fruit in these markets allows consumers to make purchasing decisions based on price, income and quality. Therefore, Nangarhar province was selected as an appropriate study area for examining consumers’ purchasing attitude toward sweet oranges. 
Sampling Technique: A multistage sampling technique was employed to select respondents for the study. In the first stage, Nangarhar province was purposively selected due to its importance in sweet orange production and marketing. In the second stage, major local markets within the province were selected based on their high volume of sweet orange trading and consumer activity. The study adopted a non-probability sampling approach, specifically convenience sampling. Respondents were selected based on ease of access and availability during the data collection period. This sampling technique was considered appropriate as it facilitated timely data collection and was consistent with the objectives and practical constraints of the research.
Participants and Sample Size
The target population of the study consisted of consumers purchasing sweet oranges in selected markets of Nangarhar province. A total of 267 consumers participated in the survey. The sample size was considered adequate for conducting statistical and econometric analyses, including multiple linear regression, and for producing reliable and robust estimates.
The respondents represented different socio-economic backgrounds, income levels, and age groups, which allowed for sufficient variation in purchasing behavior and attitudes. This variation enabled respondents to express diverse perceptions regarding economic factors, including price and income, as well as sensory factors such as taste, which served as independent variables in the study. These factors were analyzed in relation to the dependent variable, namely consumers’ attitude toward purchasing sweet oranges. Participation in the survey was voluntary, and respondents were informed that the data would be used only for academic research purposes.

Data Collection Method
The study relied on primary data collected through a structured questionnaire. The questionnaire was designed to collect information on respondents’ socio-economic characteristics as well as factors influencing sweet orange purchasing attitude, including price perception, household income, and taste evaluation. Most questions were structured using Likert-scale and categorical formats to facilitate quantitative analysis. Data were collected through face-to-face interviews to ensure clarity of questions and accuracy of responses. Prior to the main survey, the questionnaire was reviewed and refined to improve consistency, relevance, and comprehensibility.

Data Analysis
After data collection, the responses were coded and entered into statistical software for analysis. Initially, descriptive statistics such as frequencies and percentages were used to summarize respondents’ socio-economic characteristics and general purchasing patterns. To examine the determinants of consumers’ purchasing attitude toward sweet oranges, a multiple linear regression model was employed. Consumers’ purchasing attitude was specified as the dependent variable, while price, income, and taste were included as independent variables. 
Multiple linear regression function express as follow.
 
Where,
CPA = consumer purchasing attitude (dependent variable)
β0 = intercept	
X1 = Price (independent variable)
X2 = Income (independent variable)
X3 = Taste (independent variable)
β1, β2, β3 = coefficients of each independent variable on CPA
e = error term.

The regression results were interpreted using coefficient estimates, standard errors, t-values, p-values, R-squared, and ANOVA statistics to assess the significance and explanatory power of the model. This analytical framework enabled a systematic evaluation of the factors influencing consumer purchasing attitude toward sweet oranges in Nangarhar province.
Hypothesis 
Null Hypothesis: Income, price, and taste have no statistically significant effect on consumer purchasing attitude toward sweet orange in Nangarhar province.
Alternative Hypothesis: Income, price and taste have a statistically significant effect on consumer purchasing attitude toward sweet orange in Nangarhar province.
Result 
Before presenting the statistical findings at the initial stage of the study described the socioeconomic profile of the respondents. Table 1 The socioeconomic profile of the respondents indicates that the majority were within the economically active age groups, particularly 27–35 years (31.46%), followed by 36–44 years (24.34%) and 18–26 years (22.10%), showing that most participants were young to middle-aged adults. In terms of educational attainment, a considerable proportion held a Bachelor’s degree (29.21%) and 12th class education (26.22%), while 17.98% were illiterate. Smaller percentages had basic education (14.23%), 14th class (7.87%), Master’s degree (3.75%), and PhD (0.75%). This suggests that the majority of respondents possessed at least secondary-level education, with a notable share having higher education qualifications.
Regarding economic characteristics, business (43.82%) and agriculture (31.84%) were the primary sources of income, followed by government employment (13.85%), NGOs (3.37%), and other sources (7.12%). Furthermore, most respondents reported positive buying experiences with sweet orange, with 37.83% rating it as very good and 35.21% as good, reflecting a high level of consumer satisfaction. Overall, the findings reveal that the study population largely consisted of economically active, moderately educated individuals with relatively low to middle income levels and generally favorable purchasing experiences.
Table 1. Socio economic profile of the respondent
	Part
	Variable
	Category
	Frequencies
	Percentage %

	


A
	


Age
	18-26
27-35
36-44
45-53
54-62
62<
	59
84
65
39
15
5
	22.10
31.46
24.34
14.61
5.62
1.87

	


B
	


Educational level
	Illiteracy
Basic Education
12th class
14th class
Bachelor
Master
PhD
	48
38
70
21
78
10
2
	17.98
14.23
26.22
7.87
29.21
3.75
0.75

	

C
	

Source of income
	Agriculture
Government employment
Business
NGO
Others
	85
37
117
39
19
	31.84
13.85
43.82
3.37
7.12

	

D
	

Buying experiences
of sweet orange
	Very good
Good
Moderate
Bad
Very bad
	101
94
67
5
0
	37.83
35.21
25.09
1.87
0


Source: Field survey, 2025

Additionally, Table 2 illustrated the regression coefficients of each independent variable; the intercept (β0 = 0.557) represents the expected consumer purchasing attitude when all explanatory variables are held at zero. While zero values may not always be observed for all predictors in practice, the intercept provides a baseline level of purchasing attitude. The intercept is statistically significant (p = 0.012), indicating that consumers show a positive baseline attitude toward sweet oranges even before considering differences in price, income, and taste.
Price. The coefficient of price (β = −0.00161) is negative and statistically significant at the 5% level (p = 0.0038). This indicates that higher prices reduce consumers’ purchasing attitude. The negative sign reflects price sensitivity in Nangarhar markets: as sweet oranges become more expensive, consumers’ willingness and favorable attitude toward purchasing declines. Although the numerical value appears small, the practical effect can become meaningful when prices change by larger units or when consumers are highly sensitive to price changes.
Income. Income has a positive and highly significant effect on purchasing attitude (β = 0.000173, p = 0.00001). This result implies that households with higher income levels tend to show stronger purchasing attitudes toward sweet oranges. The extremely large t-value (t = 29.85) and very small standard error indicate a precise and robust estimate. In practical terms, this suggests that improvements in purchasing power are strongly associated with more favorable attitudes toward buying sweet oranges.
Taste. The taste coefficient is positive (β = 0.0982) and marginally significant (p = 0.054). This means that better perceived taste is associated with higher purchasing attitude; however, the evidence is not strong enough to be significant at the conventional 5% level. It becomes statistically meaningful at the 10% level, suggesting that sensory satisfaction contributes to purchasing attitude but its influence may vary across consumers or across market situations. The estimated regression model can be expressed as:
CPA = 0.557 − 0.00161 (Price) + 0.000173 (Income) + 0.0982(Taste).
Table 2. Multiple linear regression analysis result for consumer purchasing attitude
	Model
	Coefficient (β)
	p- value

	Constant or intercept
	0.557567
	0.012924

	Price (reversed)
	-0.00161
	0.003804

	Income
	0.000173
	0.00001

	Taste
	0.098225
	0.054513


Source: Field survey, 2025
T-test in regression analysis is used to analyse whether each independent variable (price, income and taste) has a statistically significant effect on the dependent variable i.e. consumer purchasing attitude. The t-test indicates how much influence one independent variable has on another dependent variable. The significance level is set at 0.05. The results reported in Table 3, present the t-values related with each explanatory variable. The coefficient for Price (t = -2.919) is negative and statistically significant, suggesting an inverse relationship between price and the dependent variable. This implies that, holding other factors constant, an increase in price leads to a statistically significant decrease in the outcome variable.
Income (t = 29.858) exhibits a very large t-value and is highly statistically significant, indicating that it has a robust positive effect on the dependent variable. The magnitude of the t-value suggests that Income is the most influential predictor in the model. In contrast, Taste (t = 1.941) is marginally significant, implying that although it has a positive association with the dependent variable, its statistical strength is weaker and may only be significant at a higher significance level (e.g., 10%).
Overall, the findings demonstrate that Income plays a dominant role in explaining variations in the dependent variable, Price has a significant negative effect, and Taste contributes modestly to the model.

Table 3: T test result
	Variables
	T- value
	Description

	Price (reversed)
	-2.919
	Negative and significant

	Income
	29.858
	highly significant

	Taste
	1.941
	marginally significant


Source: Field survey, 2025

Determinant Coefficient (R2): The effect of the independent variable (X) on the dependent variable (Y) is measured by the coefficient of determination, which is also known as R square or R squared. X is the independent variable, R Squared measures the proportion of variation in the dependent variable that is explained by the independent variable included in the regression model. 
The table 4 indicates the model summary of the result, in this table the R-squared value (0.7762) shows that approximately 77.6% of the variation in consumers’ purchasing attitude is explained by the four predictors included in the model (price, income and taste). This represents strong explanatory power for a consumer behavior model. The adjusted R-squared (0.7736) remains close to the R-squared value, confirming that the model retains its explanatory strength after adjusting for the number of predictors. Overall, these statistics suggest that the specified factors collectively provide a strong representation of purchasing attitude behavior for sweet oranges in Nangarhar.
Table 4. Model Summary
	Statistic
	Value

	R-squared
	0.7762

	Adjusted R-squared
	0.7736

	Sample Size (N)
	267

	Model Type
	Multiple Linear Regression



The table 5, shows the ANOVA results for the multiple regression model which includes three predictors (Price, Income, and Taste) with 3 degrees of freedom for regression and 264 degrees of freedom for residuals, totaling 267 observations. The regression sum of squares (SS) is 325.0333, while the residual SS is 93.7082, giving a total SS of 418.74. The mean square for regression (MS) is 108.344, and for residuals it is 0.3563. The resulting F-statistic is 304.077 with a corresponding p-value (Significance) of 0.0000, indicating that the model is highly statistically significant. This means that, collectively, Price, Income, and Taste have a strong and significant effect on Purchasing Attitude, explaining a considerable portion of the variance in the dependent variable.
Table 5. ANOVA Results 
	Source
	Df
	SS
	MS
	F
	Sig 

	Regression 
	3
	325.0333
	108.344
	304.077
	0.0000

	Residual 
	264
	93.7082
	0.3563
	
	

	Total
	267
	418.74
	
	
	


Note: Df=Degree of freedom; SS= Sum of Square; MS= Mean Square; Sig= Segnificance.
4. Discussion
The Effect of Price on Consumer Purchasing attitude is negative and statistically significant at the 5% level (p value 0.0038). This indicates that higher prices reduce consumers’ purchasing attitude. The negative sign reflects price sensitivity in Nangarhar markets. According to the results of previous research conducted by (Laili and Canggih 2021) which revealed that the results of the study showed that price has a positive and significant effect on consumer satisfaction. Price is one of the most influential determinants of consumer purchasing attitude. According to classical demand theory, an increase in price leads to a decrease in quantity demanded, particularly in price-sensitive markets (Al-Salamin, 2015). In agricultural markets, where consumers often face income constraints, price plays a dominant role in shaping attitudes toward fruit purchasing.
The impact of income on consumer purchasing attitude has a positive and highly significant effect (p = 0.00001). This result implies that households with higher income levels tend to show stronger purchasing attitudes toward sweet oranges. Income is a key economic variable influencing food consumption and purchasing attitudes. Higher income levels increase purchasing power, allowing households to spend more on nutritious and quality food items such as fruits (Ntimane & Madzivhandila, 2024). In developing economies, income growth is often associated with dietary diversification and increased fruit consumption.
The effect of taste on consumer purchasing attitude is positive and marginally significant (p = 0.054). This means that better perceived taste is associated with higher purchasing attitude; however, the evidence is not strong enough to be significant at the conventional 5% level. It becomes statistically meaningful at the 10% level, suggesting that sensory satisfaction contributes to purchasing attitude but its influence may vary across consumers or across market situations. Sensory attributes, particularly taste, play a fundamental role in shaping consumer preferences and purchasing attitudes toward fresh fruits. Taste perception influences satisfaction, product acceptance, and repeat purchase behavior (Hoyer, 2012). For citrus fruits, attributes such as sweetness, juiciness, and flavor intensity are especially important in determining consumer acceptance. Taste is one of the variables that affects consumer purity because taste is a way of choosing food or drinks that is distinguished from the taste of the features (Drurmmond & Brerferrer, 2010). It can affect the presence of three factors, namely blend, taste and stimulus (Fadli et al, 2024). The results of this study are in line with the results of previous research conducted by (Algerio 2021) which stated that the results of the study showed that taste has a positive and significant effect on consumer satisfaction.
Conclusion and Recommendations 
This study examined the key determinants of consumers’ purchasing attitude toward domestic sweet oranges in Nangarhar province using a multiple linear regression approach. The analysis was based on primary data collected from 267 consumers, focusing on the effects of price, income and taste on purchasing attitude. The findings provide clear and empirically grounded insights into consumer behavior in the local sweet orange market.
The multiple linear regression analysis results indicate that income is the most influential determinant of consumers’ purchasing attitude toward domestic sweet oranges in Nangarhar Province. Income has a highly significant positive effect (β = 0.000173, t = 29.858, p < 0.00001), suggesting that higher-income households exhibit stronger purchasing attitudes, highlighting the central role of purchasing power. Price (reversed) shows a negative and statistically significant effect (β = -0.00161, t = -2.919, p = 0.0038), indicating that consumers are highly price-sensitive and that increases in sweet orange prices reduce their willingness to purchase. The effect of taste is positive but marginally significant (β = 0.098, t = 1.941, p ≈ 0.054), suggesting that sensory attributes contribute to consumer satisfaction, though their influence is weaker than income and price.
The overall regression model is statistically robust, with an R-squared of 0.776 and an adjusted R-squared of 0.774, demonstrating that the selected variables collectively explain a substantial proportion of the variation in consumer purchasing attitudes. These findings emphasize that purchasing power and price stability are key drivers of consumer behavior, while taste remains an important quality attribute for repeat purchases and long-term preference. 
Based on the study findings, it is recommended that policymakers promote price stabilization and affordability of sweet oranges by reducing market volatility and unnecessary transaction costs to protect consumers from sharp price increases. In addition, since income is the strongest determinant of purchasing behavior, policies that enhance household income ,  such as employment generation, support for small businesses, and agricultural income diversification—can strengthen demand for locally produced fruits. Finally, farmers and producers should improve taste and overall product quality through better orchard management and post-harvest practices to increase consumer satisfaction and encourage repeat purchases.
This study has several limitations. It is geographically restricted to Nangarhar province, limiting generalizability to other regions of Afghanistan, and is based on cross-sectional data that do not capture seasonal or time-based variations. The reliance on self-reported questionnaire data may involve bias, and the model includes only three explanatory variables—price, income, and taste—excluding other relevant factors due to data constraints. Moreover, multiple linear regression may not fully capture the broader psychological and social aspects of consumer behaviour
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