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Abstract- The main objective for this paper is to study how to improve the marketing strategy of organic products in 
Indonesia. In order to do that, the author analyses the factors that affect the customers’ intention to purchase organic 
products. The factors analysed in this papers are customers’ perception, health consciousness, and knowledge of organic 
products. Questionnaire was distributed online and collected 294 responses from Indonesian respondents. The finding of this 
research is there are significant relationships between customers’ perceptions, health consciousness and knowledge with 
purchase intention of organic products. Based on this finding, new marketing strategy is proposed for organic products 
brands to use. 
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I. INTRODUCTION 

 

Organic products are grown under a system of 

agriculture that avoids the use of chemical fertilisers 

and man-made pesticides, livestock feed additives 

with an environmentally and socially responsible 

approach (DEFRA, 2016). It also does not contain 
products produced from or by Genetically Modified 

Organisms (GMOs). In order for a product to be 

certified and labelled as organic, the product must 

meet these requirements and other requirements 

stated by the related authorised institution. These 

requirements that organic products have to meet are 

what make them different from conventional 

products.  

There is an increasing number of Indonesian brands 

that produce organic products, which promote 

healthier lifestyle, in the past few years. This is 

caused by the significant increase in demand of 
organic products by Indonesian consumers, which is  

a result of increasing awareness towards health 

among middle-class Indonesians (Marta, 2016). As a 

result, statistics show that the total market size for 

packaged organic food and beverages in Indonesia is 

estimated to be US$ 13.5 million in 2017, which 

made Indonesia to be the 44th largest market in the 

world (The Organic Trade Association, 

2017).Organic products such as fresh food, packaged 

food and beverages and health and beauty products 

can be found in supermarkets, specialised shops and 
online in Indonesia to meet the demands of this 

market segment. 

These Indonesian organic products are mostly from 

new small local companies who are competing with 

conventional products that are already popular and 

used by many Indonesian consumers. There are areas 

where organic products fail to compete with 

conventional products such as price and availability 

(Booth, 1992; Mintel, 1993). High prices clearly  

discourage people to choose organic products over 

conventional ones. Kim (2009) suggested retailers 

need to change customers’ perception that sees 

organic products as expensive by using discount, 

advertisement and new product development. 

However, if the price of organic products is set lower 

these products may lose its premium and high quality 

image. As Latacz‐Lohmann & Foster (1997) stated 

that price of a product is linked with the quality of the 

product, therefore, product with higher price is 

perceived to have higher quality.Moreover, 

conventional products customers may be unaware 

that high price of organic products is linked with the 

problems and additional costs in the production 

(Latacz‐Lohmann & Foster, 1997). Organic products 

offer more health benefits than conventional 

products, which is one of the reasons why these 

products are more expensive than the conventional 
ones. However, these health benefits do not guarantee 

that people will choose organic over conventional 

products because there are other factors that 

customers consider when purchasing a product, not 

everyone is health conscious. Thus, these health 

benefits that organic products offer may not attractive 

to some people. Furthermore, the low purchase 

intention that people have is caused by the low 

optimisation in organic food farming and production 

in Indonesia and organic concept is relatively new for 

both farmers and customers causing the product to be 

low in variety (Junaedi, 2005). Despite the good 
popularity of organic products among Indonesian 

customers, especially those located in Bandung, 

customers’ trust towards organic products’ quality is 

not yet optimal (Alamsyah, 2016). 

The main objective of this research is to make better 

marketing strategy for organic products in 

Indonesia.In order to do so, factors influencing 

customers’ intention to purchase organic products 

will be examined. According to all the barriers stated 

earlier that prevent customers to purchase organic 

products, organic product brands need to explore the 
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ways to increase customers’ intention to purchase 

their products.Since purchase intention is correlated 
with customers’ purchasing behaviour, it will be used 

in this research as the main tool to improve organic 

products’ marketing strategy. Therefore, factors that 

can influence purchase intention of organics will be 

analysed. 

 

II. LITERATURE REVIEW 

 

A. Marketing Strategy of Organic Products 

Marketers of organic products segment their target 

market based on their lifestyles, characteristics and 

demographic (Gil et al., 2000; Paul & Rana, 2012). It 
is segmented this way because previous study shows 

that organic products’ likely consumers are young 

people, especially women, living in cities who pay 

attention on their health and/or have concerns toward 

the environment (Gil et al., 2000).Direct marketing is 

a form of marketing that has been used in promoting 

organically produced food (Geier & Vogtmann, 

1984).Latacz‐Lohmann& Foster(1997) mentioned 

despite the advantages that direct marketing has such 

as better profit margins and addressing consumers’ 

ethical and environmental concern, it also has 
limitations which are inconvenience and not 

accessible for some customers to buy it directly from 

the producers. Therefore, organic producers started to 

expand their marketing channel to sell their products, 

for example through supermarket and shops 

specialised in organic products.  

 

B. Purchase Intention 

Knowing customers’ purchase intention can measure 

the likeliness of a customer in purchasing a product, 

the higher the purchase intention the higher the 
likeliness to buy (Dodds, et al., 1991; Schiffman & 

Kanuk, 2007). Therefore, it is important for marketers 

to study customers’ purchase intention of a product in 

order to understand the market and predict the sales 

of a product in the future. In some cases, purchase 

intention is also used to predict the consumers’ future 

demand for a product, as a result, the product’s 

marketing mix can be developed (Morwitz, 2012). 

Therefore, purchase intention is chosen as a 

dependent variable used in this paper because it is 

helpful for organic product brands to develop their 

marketing strategy. 

 

C. Perceptions Towards Organic Products 

Schiffman & Kanuk (2006) explained perception as a 

process of how an individual selects, organises and 

interprets a stimuli into a meaningful picture. 

Different people can have different perceptions of the 

same stimulus (Kotler et al., 2017), therefore, a 

product can be perceived positively or negatively. 

Kotler & Keller (2008) discussed that in marketing 

perception is more important compared than reality 

since it is what will affect customers’ attitude towards 
a product. Furthermore, customers’ perception on 

product quality has the influence on customers’s 

intention to purchase certain products or services 
(Yaseen et al., 2011). Thus, perception will further 

affect customers’ buying decision. Several previous 

studies also show that perceptions toward organic 

products affect customers’ purchase intention in 

buying organic products (Paul & Rana, 2009; 

Tarkiainen & Sundqvist, 2009; Luviana, 2013). 

 

D. Health Consciousness 

Health consciousness refers to having an interest and 

being concerned with one’s health. People who are 

health conscious pay attention on their diet and 

lifestyle, maintaining it to be healthy.As mentioned 
before, organic products are safer for health since no 

pesticides, preservatives, chemical fertilizers are 

used. Therefore, those who are health conscious 

prefer consuming organic products than conventional 

products. Studies show that health is considered as 

the key influencer for consumers to purchase organic 

products (Grossman, 1972; Schifferstein & Oude 

Ophuis, 1998). Thus, the more customers believe 

organic products are healthier than conventional 

products, the greater the intention that customers have 

in purchasing those products (De Magistris & Gracia, 
2007).However, some studies prove that health 

benefits play the most important factor in customers 

buying organic products but there are some studies 

that are against it. In those studies, it is stated that 

health benefits are not considered as a very important 

factor (Tarkiainen and Sundqvist, 2005; Michaelidou 

and Hassan, 2008). 

 

E. Knowledge of Organic Products 

Customers’ knowledge of a product is a key factor in 

influencing organic products purchases as it is the 

instrument that allows customers to differentiate 
organic products and the conventional ones (De 

Magistris & Gracia, 2007). This is because one of the 

barriers that prevents customers to purchase organic 

products is the uncertainty about organic products 

(Aertsens et al., 2011). In addition to that, studies 

state that the main two reasons why people do not 

purchase organic products are because insufficiency 

of knowledge and poor consumers’ perceptions 

(Yiridoe et al., 2005).  

Another study also shows that there are Indonesians 

who agree there is a little information about organic 
products since they only know about organic fruits 

and vegetables (Helmi, 2012), when in fact there are 

many packed organic food other than fruit and 

vegetables available in the market. Therefore, it is 

important for organic food manufacturers to provide 

sufficient information, such as the characteristics and 

benefits, so that customers won’t have a wrong 

perceptions towards these products (Nguyen, 2011). 

 

F. Research Hypotheses 

H1: Perception has a significant influence on      

customers’ intention to purchase organic products. 
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H2: Health consciousness has a significant influence 

on customers’ intention to purchase organic products. 
H3: Knowledge of organic products has a significant 

influence on customers’ intention to purchase organic 

products. 

 

III. METHODOLOGY  

 

Causal and quantitative research methods are used  

for this research. Questionnaire was made using 

Google Form and the link to the questionnaire is 

distributed using social media Twitter and online 

messaging application such as WhatsApp and Line, 

which are popular among Indonesians. Researcher 
also used snowball sampling technique in which 

respondents shared the questionnaire to others 

through social media or their group chats on online 

messaging applications that they use. After the data 

was collected, it was analysed using IBM SPSS 

software. Related to the research objectives, several 

analysis methods such as descriptive analysis, 

independent-samples t-test, one-way analysis of 

variance (ANOVA) and multiple regression analysis 

was used to analyse the data collected.  

 

IV. DATA ANALYSIS 

 

A. Demographic Profile 

After the questionnaire was distributed online, it 

obtained responses from 294 respondents living in 

Indonesia. The majority of respondents is between the 

ages of 18 and 24 with 100 respondents, which filled 

34% of total respondents. 21.4% were between the 

ages of 31-40, 16% were between 41 and 50, 15.3% 

were between the ages of 25 and 30 and the 

remaining 13.3% were over 50. 51.4% of the 

respondents were female and 48.6% were male. 
Exactly half of the respondents (50%) had Bachelor’s 

degree for their highest education level, 27.9% were 

SMA (high school) graduates, 16% held Master’s 

degree, 5.1% held diploma degree, 0.7% held 

Doctoral’s degree, and 0.3% was a SMK graduate 

which is an Indonesian pre-professional high school.  

 

B. Independent-Samples T-Test 

This method is used in this research in order to find 

the significant difference in the mean scores for two 

sex groups, male and female, in terms of their 
purchase intention.  

 

Table 4.1 Mean Scores Between Genders 

 

 

The Sig. value is larger than 0.05 which is 0.113, this 

means that it does not violate the equal variances 

assumption. The Sig. (2-tailed) value is 0.907, which 

is more than 0.05. This shows that there is no 

significant difference in customers’ purchase 
intention between male and female. Even though 

there is no distinct difference, the result still shows 

that females tend to have greater purchase intention 

compared to males. 

 

C.  One-Way Analysis of Variance 

One Way analysis of variance (ANOVA) is used to 

compare the mean scores of more than two groups, 

which involves one independent factor that has a 

number of different levels and one continuous 

variable (Pallant, 2013). In this research one-way 

ANOVA is used to compare customers’ purchase 
intention based on demographic factors such as 

comparing the mean scores of demographic data 

collected such as respondents’ age groups and their 

monthly incomes and their highest education level. 
 

Table 4.2 One-Way ANOVA of Respondents’ Age 

 
 

Table 4.2 shows that age group 41-50 has the highest 

mean of total purchase intention scores. Age group 

41-50 also has the highest minimum value, 12, 

compared to others. The second group with the 

highest mean is respondents with age between 18 and 

24, followed by respondents over 50 years old.  
 

Table 4.3 One-Way ANOVA of Monthly Income 

 
 

Table 4.3 shows that group of respondents with 

monthly income between Rp 5,000,000 and Rp 

10,000,000 has the highest mean of total purchase 
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intention scores. The second group with the highest 

mean is respondents with monthly income over than 
Rp 10,000,000 followed by respondents with monthly 

income between Rp 2,500,000 and Rp 5,000,000.  
 

Table 4.4 One-Way ANOVA of Education Level 

 

 
 

Table 4.4 shows that respondents with higher 

educational level such as those with Doctoral and 

Master’s degrees have greater purchase intention 

compared those who only hold high school 
certificates, diplomas and Bachelor’s degrees. 

Respondents with Doctoral degree has the highest 

mean score, 15.5, followed by respondents with 

Master’s degree with a mean score of 15.43. 

 

D. Multiple Regression Analysis 
 

Table 4.5 Multiple Regression Result 

 

 

Table 4.5 shows F value is 109.556 with a 

significance value of 0.000. This model proves that 

health-consciousness, perception and knowledge of 

organic products simultaneously affect customers’ 
intention to purchase the products. The result on 

SPSS also provides a table of correlations between 

the dependent variable and independent variables to 

indicate how strong/weak their relationships are. 

Table 4.6 shows the Pearson Correlation between 

each independent variable with dependent variable. 

Based on Cohen (1998), correlation greater than 0.5 

indicates a strong relationship. Therefore, all of the 

independent variables in this research have strong 

relationships with dependent variable.  
 

Table 4.6 Pearson’s Correlation Result 

 

V. DISCUSSION 

 

A. Empirical Finding 

This research examined the relationships between 

customers’ perception, health consciousness and 

knowledge with their intention to purchase organic. 

This was done in order to understand what can 

influence Indonesian customers to purchase organic 

products. 

 

Perceptions Towards Organic Products 

Customers’ perception towards organic products 

show positive correlation with customers’ purchase 

intention, which means perception influences 
purchase intention. This supports previous studies 

that stated there is a relationship between customers’ 

perception and their purchase intention (Paul and 

Rana, 2009; Tarkiainen and Sundqvist, 2009; 

Luviana, 2013).  

 

Health Consciousness 

The result shows that customers’ health 

consciousness has an impact on their intentions to 

purchase organic products. This result support 

previous studies’ results that suggested there is a 
relationship between these two variables (Grossman, 

1972; Schifferstein & Oude Ophuis, 1998; De 

Magistris & Gracia, 2007). In fact, health 

consciousness has the strongest correlation with 

purchase intention of organic products compared to 

other factors. This is in contrast with previous 

studies’ result that stated customers’ health 

consciousness is not the main factor in influencing 

purchase intention (Tarkiainen and Sundqvist, 2005; 

Michaelidou and Hassan, 2008). 

  

Knowledge of Organic Products 
Previous studies have emphasised the positive 

relationship between customers’ product knowledge 

with their intention to purchase organic products. 

This research’s result reveals that customers’ 

knowledge of organic product influences their 

purchase intention. This supports the previous 

studies’ results (De Magistris & Gracia, 2007).  
 

Table 5.1 Summary of Hypotheses Test Results 

 

 

B. Recommended Marketing Strategy for Organic 

Products 
This research gives insights for organic product 

brands by suggesting the significant impact of 

customers’ perception, health consciousness and 

knowledge of organic products with their intention to 

buy their products. The result of this research 
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provides an evidence that customers’ knowledge has 

more influence to their intention to purchase 
compared to other factors. Therefore, this research 

suggests organic products brands to educate people of 

the uniqueness, benefits, attributes of organic 

products to increase their knowledge. This can be 

done through advertisement, social campaign and 

providing enough information on the packaging of 

the products. By raising people’s awareness of 

organic products, it may change the perceptions of 

people have towards organic products. For example, 

people perceive organic products as expensive and 

luxury products, however, if they are aware of the 

complex production and benefits that organic 
products offer, they may perceive the unique selling 

proposition (USP) of organic products  as their value 

for money.  

Responses from respondents show that they perceive 

the access for organic products to be hard. Therefore, 

it is suggested for organic products brands to improve 

and extend their distribution channels. Possible 

strategy is to sell organic products through online 

platforms specialised in selling organic products, 

such as Sayurbox and Lemonilo, since the usage and 

popularity of online shopping has been increasing in 
Indonesia. By selling the products online, not only 

customers will find it easy to access, they will also 

find it convenient. In addition to selling online, 

organic product brands should distribute their 

products through more supermarkets other than high-

end supermarkets. This strategy will also be 

beneficial to retailers as it can become their 

differentiation strategy.  Furthermore, based on the 

respondents’ perceptions, they perceive that there is a 

lack of variety of organic products in Indonesian 

market, product development of new and/or existing 

products is recommended. This research also studies 
the relationship between respondents’ demographic 

and their purchase intention, in order for organic 

product brands to know their target market better. 

According to the result, organic product brands 

should focus on selling their products to people 

between the age of 41 and 50 with monthly income 

over than Rp 5,000,000 and those with higher 

educational level degrees. 

 

VI. CONCLUSIONS 

 

A. Conclusions 

The popularity and usage of organic products have 

been increasing in Indonesia, however, it still needs 

to compete with popular conventional brands that 

have been in the market for longer time. This research 

aims to propose a better marketing strategy for 

organic products by analysing the factors that 

influence customers’ purchase intention. The result of 

this research concludes: 

 Positive relationship between customers’ 

perception and purchase intention suggests 
perception influences customers’ intention to 

purchase organic products. 

 Positive relationship between customers being 
health conscious and purchase intention suggests 

health consciousness affects customers’ intention 

to purchase organic products. 

 Positive relationship between customers’ 

knowledge of organic products and purchase 

intention suggests knowledge influences 

customers’ purchase intention of organic 

products.   

 Customers’ demographics such as age,income 

level and education level are considered as 

factors influencing purchase intention towards 
organic products. 

 

B. Limitation 

There are several limitations in this research that need 

to be taken into consideration for the future and 

further research. The first one is the accessibility to 

the questionnaire distributed. Since the questionnaire 

was distributed online, only people who had access to 

a computer and the Internet were able to participate in 

this research. People with access to computers and 

the Internet are mostly from middle to upper-class 

backgrounds. Furthermore, elderly people may also 
not use these technologies. Therefore, this research 

may not cover responses from these groups. Second 

limitation is the sample of this research may not 

represent the general Indonesia population, therefore, 

generalisability of the results should be cautioned. 

Indonesia consists of many regions and the 

questionnaire might only reach out respondents from 

several regions in Indonesia since the questionnaire 

did not gather data about respondents’ physical 

locations. Thus, the research result may not represent 

Indonesian customers best. Furthermore, since this 
study focuses on Indonesian respondents, the 

marketing strategy of organic products recommended 

as a result of this research may not be suitable to be 

applied in countries other than Indonesia.  

 

C. Suggestion for Future Research 

In order to overcome the limitations faced during this 

research, future researchers who wish to conduct a 

similar research topic are suggested to carry out both 

online and offline survey. Offline survey can take 

place at supermarkets and traditional markets, 

therefore, people with no access to computers and the 
Internet are covered. Furthermore, for best result in 

studying Indonesian customers, it is better to be 

divided into 3 regions: West Indonesia, Central 

Indonesia and East Indonesia. Subsequently, 

comparative analysis between regions may be 

conducted. 
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