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Abstract  The increased public awareness of health in 
recent decades was expected to have positive impact on the 
increase in demand for organic food products. It is because 
these products are produced using natural farming system, 
which produces healthier and safer foods for consumption. 
But over time, the number of consumers of organic products 
in Indonesia tends to stagnate. This means that the initial 
assumption stating that there would be growing demand for 
organic products was not fully proven. Many researchers 
have revealed these conditions, where price is one of the 
crucial factors that inhibit the acquisition. This research aims 
to uncover other factors that influence consumers’ attitudes 
towards organic food products, as well as to discover the 
price level at which people are starting to willingly buy the 
products. This research was conducted in several shopping 
malls located in Jakarta and Bogor (West Java) from 
February 2012 - March 2012, covering 200 respondents who 
were surveyed by accidental sampling technique. The low 
growth of consumers for organic food products in Indonesia 
is caused partly by the still minimal information about the 
benefits of organic food products. Most people have the 
perception that the benefits of organic products are not 
different from non-organic food products and organic 
products are not durable. Physically, it is difficult to 
distinguish between organic products and non-organic 
products. Those who had consumed them stated that the 
benefits of organic products could not be perceived directly. 
People who are interested to consume them regularly 
experience difficulties in getting the products because the 
products are only sold in certain places, and they are not even 
always available at any given time. In addition, high prices 
become obstacles for those who are willing to consume 
regularly. In addition, high prices become obstacles for those 
who are willing to consume regularly. The price difference 
of up to 5% compared to conventional products is the price 
level considered reasonable by all consumers. While the 
difference up to 10%, then 80% of consumers are still willing 
to buy. But if the price is more expensive by 20%, only 50% 
of consumers who can afford to buy. 
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1. Introduction 
Researches related to organic products have been carried 

out by many researchers with different scientific 
backgrounds. [28] Has conducted a review of various 
literature related to the topic. In general, [28] has concluded 
that there have been inconsistencies associated with the high 
interest of the public to consume organic products, but in fact 
only a few consumers fulfil that desire. This is caused by 
many things; among these factors are price, product 
availability, individual factors, and consumption habits. One 
of the suggestions of the results of literature reviews is to 
reveal the inconsistencies linking to socio-cultural and 
demographic aspects. 

Since the last few decades, public awareness of health and 
preservation of global environment has had an impact on 
people’s behavior to consume healthy foods produced 
without damaging the environment [18]. It is inseparable 
from the role of government and relevant institutions in 
campaigning for environmental conservation and healthy 
lifestyles [14,21]. This situation is addressed by farmers and 
entrepreneurs in the field of agriculture by producing organic 
foods without damaging the environment, namely air, water 
and soil, so that their products are healthy and safe for 
consumption. Organic foods have become a trend in almost 
all over the world. [22] defines organic foods as "foods 
derived from organic farming systems that implement 
practical management with the aim of preserving the 
ecosystem to achieve sustainable production, as well as weed, 
pest and disease control through various means, such as 
recycling crop and livestock residues, crop selection and 
rotation, irrigation management, cultivation and planting 
along with the use of biological materials." 

The population of Indonesia until the end of 2015 was 
expected to reach 250 million people [9], in which 38% of 
them worked in the agricultural sector. The growth of the 
socio-economically middle class group, as a reflection of the 
growing prosperity of the community, was accompanied by 
the growing level of health awareness. This was a positive 
signal of the increasing preference towards healthy and safe 
food products. This was similar to what had been revealed by 
[24] as well as [25]; increasing public awareness of health 
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would increase the desire of people to consume organic food 
products. The situation was responded positively by 
businesses in the agricultural sector and was also encouraged 
by the government to boost agricultural production 
cultivated with organic farming systems [16].  

However, the initial allegation of the rapid demand for 
organic food products was not proven factually; the growth 
in the number of consumers of organic products is still low. 
This situation is in line with the results of research by [17] 
and previously has also been expressed by [24] and [23]. 
From the number of people who originally had the desire to 
consume organic products, only a small part of the group 
fulfils that desire. 

[16] has reported that in 2007 the total area of organic 
farming in Indonesia reached 40,970 Ha. Up to the period of 
2011, organic agricultural areas increased sharply to 238,873 
Ha. But until the end of 2013, there was a decrease in the 
extent of land down to 225,063 Ha, and this downward trend 
continued to the end of 2015. The decrease was due to the 
fact that farmers no longer continued the certification of 
agricultural products. This was caused by the low growth of 
consumers’ demand for organic food products or the 
unstable volume of organic products. As a result, some 
organic farmers have switched back to non-organic farming, 
because it is more profitable [16]. [15] has reported that, in 
2006, the area of organic farming in Indonesia was only 
about 0.09% compared to the area of agriculture as a whole. 

The factors causing the slow growth of organic foods’ 
consumers have been described by [20], in that most of the 
consumers said that they choose organics products because 
of their environmentally friendly nature, but they do not 
make actual allocation of dollars in purchases. Although 
there have been many results of new inventions stating that 
organic foods have the qualities that give positive effects on 
health, consumers are still not sure that the products are 
better, more secure, and more nourishing [27]. They do not 
see any direct personal advantages because the products are 
considered very expensive. There are two important issues 
associated with the condition. First, green products must 
function effectively [20].  The second is in accordance with 
what has been expressed by [3], which is consumers are 
ready to buy green products more often, but prices and 
quality are still the more important aspects to be consider. 
Therefore, green products must perform competitively just 
like traditional products. It has also been expressed by [5] 
that most people have considered that the prices of green 
products are higher than others, even though they are ready 
to buy these green products. On the other side, [11] has 
reported that the general perception of green products is 
negatively related to customers’ intent to purchase; this is 
caused by the belief that the prices of organic products are 
higher, but the quality is not necessarily better than 
conventional products. According to [25], lack of demand on 
organic foods in Indonesia is due to the unreliable market, in 
which people do not pay attention or even realize about 
organic foods and their benefits. 

Based on the above, the main purpose of this research is to 

determine the factors that influence consumers’ attitudes 
towards organic products in Indonesia and determine the 
price ranges of organic products, which can still be 
acceptable to consumers associated with demographic 
aspects. 

2. Organic Products 
Healthy lifestyle through back to nature has become a new 

trend for some people. Currently, organic foods attract the 
attention of these people. Although the prices are relatively 
more expensive, they are comparable to the benefits obtained. 
In addition, new facts have shown that organic foods contain 
more nutrients. People have begun to abandon their lifestyle 
of foods with high fat content and calories and low in fiber. 
This is a positive phenomenon that needs to be deployed, 
because only a small group of people realizes the healthy 
lifestyle. Good knowledge and awareness are needed to 
change people’s lifestyle [27]. 

[8] has reported that, although the number of people who 
want to purchase green products has increased in recent 
years, there is little evidence to suggest that the purchase of 
green products has been increasing. It is no doubt that the 
environmental awareness and positive attitude of consumers 
towards sustainability and green products are growing. 
Ironically, the market share of green products is only about 
1-3% of the entire market. This suggests that consumers’ 
consideration on environmental sustainability in making 
purchasing decisions is still low. This means that people 
generally ignore the environmental impact of their purchases 
[19]. 

Some of the factors that hinder the development of organic 
products and their distribution in Indonesia are the 
availability issue of organic products, the perception of 
organic products, and the high prices compared with 
conventional food ingredients [6]. 

In addition, consumers’ lack of awareness and knowledge 
of organic products and the limited purchasing power of 
most people are major barriers for the Indonesian people to 
consume organic products [25]. According to [14], there are 
two major challenges faced by companies in order to 
successfully promote organic food products. The first is 
consumers’ doubt in differentiating which products are 
organic and which are not. The second is ensuring the 
benefits of organic products; why they are more expensive 
than conventional products. Therefore, trust becomes one 
aspect of the motivation that encourages consumers to 
willingly buy the products, or vice versa, it can be a barrier 
for consumers to buy organic products [27]. When they were 
asked why they did not buy organic food products, they 
answered that they did not believe the organic label attached 
to the products. They did not believe and assumed there had 
been frauds; farmers had been deceptive or traders had 
cheated. Many organic farmers were considered to have 
abandoned their ideals and becoming more profit oriented, 
thus they have forged organic label on products that are not 
actually organic. As a matter of fact, organic farming has 
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grown and has rooted idealism to create a balanced 
environment due to the use of chemicals as low as possible, 
so everything is done with honesty [2]. 

Because of that constrains, Bogor Institute of Agriculture 
as the biggest agricultural institute in Indonesia has 
encouraged themselves to call upon the farmers to cultivate 
organically with guaranteed results where the production is 
accommodated by the Institute. To give added value in 
organic products produced, Bogor Institute of Agriculture 
operates high quality control and creates interesting 
packages. Bogor Institute of Agriculture distributes the 
products by open franchise around West Java, but sales 
currently are still very lacking compared to people’s 
consumption in conventional foods. With Indonesia’s 
population of over 215 million people, which is still growing, 
there is no doubt that organic agricultural products will have 
a market in the future in Indonesia. According to the owner 
of a general supermarket, there are currently approximately 
15 million people in Indonesia consuming organic foods [6]. 
Although the trade of organic products is mushrooming in 
big cities, there are only very few shops specializing in organic 
products. 

3. Research Methodology 
We used exploratory and quantitative research methods to 

collect primary and secondary data. The first step was using 
literature to get the concept of thinking about the research. 
The second step was conducting in-depth interviews with 
key informants to obtain in-depth information related to the 
research topic. The third step was conducting field 
observation to support the making of the questionnaire. The 
fourth step was conducting face to face interviews with 200 
respondents in the shopping centers by using accidental 
sampling method. After the data had been collected, it was 
then processed and analyzed using SPSS software for 
Windows. Data analysis was essentially a series of structured 
activities aimed at exploring the hidden information from the 
data using statistical norms.  This information included the 
characteristics of the population represented by the samples as 
well as the patterns of linkages between these characteristics. 

Related to the research objectives, the methods of analysis 
used in this study included descriptive analysis and 
quantitative analysis. Descriptive analysis aimed to 
summarize the data in tabular or graphical form. Through 
this method, the data was expected to show the results in a 
simple and easy way to understand. Quantitative data 
analysis was used to explore the relationship between the 
characteristics of the data. Some quantitative analysis 
methods used included Chi-Square Test, and 
Correspondence Analysis. 

 Chi-Square Test 
This analysis is basically used to determine whether there 

is a connection between categories of contingency tables. 
The application of this analysis can also be used to see the 
correlation between categories through its contingency 

coefficient [1]. 

 Correspondence Analysis 
This analysis is part of multivariate data analysis, which 

aims to examine the relationship between the categories of 
the data, where the results of the analysis are presented in the 
form of two-dimensional diagram. Correspondence analysis 
is a further analysis of the Chi-Square test to see the pattern 
of linkages between characteristics (category) of 
contingency tables [4]. 

4. Research Results and Analysis on 
Findings 

4.1. Demographic Profile 

Respondents, 200 people in total, were recruited in 
middle-class shopping malls, which were visited by people 
from middle-high economic classes, with the average level 
of household consumption expenditure was minimum IDR 3 
million per month. The demographic profiles of respondents 
were 80% aged between 25-44 years, while the majority 
(28%) was in the age range of 35-39 years. In terms of 
spending levels for household consumption, 49% were in 
the range of IDR 2.5 - <3.5 million (SEC B), IDR 2.5 to 3.5 
million; SEC (B+), 43% were in the range of IDR 3.50-6.0 
million (SEC A), while 10% spend more than IDR 6 million 
(SEC A+). The majority of respondents (34%) worked as 
staffs and middle management in private companies, 26% 
were housewives, while others were scattered in various 
professions. Respondents who were married were amounted 
to 85%, whereas 12% were single and the rest were widows 
or widowers. 

4.2. Knowledge of Organic Food Products 

In regards to organic food products, 93% of respondents 
had heard or known the term organic products. 
Information obtained on this subject was mainly from 
television (70%) as well as printed media, such as magazines 
(54%) and newspapers (49%), and from family or relatives 
(35%). Although TV and printed media still dominated the 
source of initial information, the information gained from 
then was still general. On the other hand, the information 
from family or relatives was generally more detailed because 
of the interaction between the source and the receiver of the 
information. 

From the survey results, it was revealed that the term 
organic food products was perceived as healthy products 
(51.6%), due to cropping farming without chemical 
fertilizers (26.3%), not  using insecticides in crop pest 
eradication (48.4%), and processing without preservatives 
(59.7%). The results showed that respondents’ associated 
knowledge of organic food products was more directed at 
production and processing, while the security aspect of the 
environment as plant growth media and the growth of 
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organic products were not mentioned at all. Besides, organic 
food products we re  also perceived as expensive products 
by 23.7% of respondents. 

4.3. Consumption of Organic Food Products 

From the aspect of the consumption of organic food 
products, from 186 respondents who had heard or known 
about organic food products, only 13% consumed organic 
food products on a regular basis, 62% consumed only 
occasionally, while 25% had never consumed. 

It was of interest to find out the information whether the 
pattern or intensity of respondents’ consumption wa s  linked 
to demographic aspects, such as household expenditure, age, 
education level and gender. To find this information, Chi 
Square Test was performed with the hypothesis being tested 
that there was no link between the consumption patterns of 
each of the aspects of demography. 

Table 1.  Chi-Square test between consumption intensity and demographic 
aspects 

Category Value Df P-Value 
Consumption Intensity vs. Household 

Expenditure 11.701 6 0.069* 

Consumption Intensity vs. Age Level 20.207 14 0.124 
Consumption Intensity vs. Education 

Level 11.471 6 0.075* 

Consumption Intensity vs. Gender 2.002 2 0.368 

*Significant at level 10% 

Table 1 shows that both household spending and the levels 
of education have a significant relationship with the intensity 
of the consumption of organic food products. Conversely, 
gender and age do not have a significant relationship with the 
intensity of the consumption of organic products. This result 
can be explained by the fact that in Indonesia education 
levels and household expenditure are two aspects that can be 
used to identify groups of people who have the potential to 
consume organic food products. It is generally known that 
between the levels of education and levels of spending is a 
positive relationship; the higher the level of education is, 
generally the higher the level of spending is. Total 
expenditure of households or individuals is an approach to 
their income levels. There is no significant association 
between gender and age and the intensity of consumption; it 
can be interpreted that males and females from any age 
groups have the same opportunities to consume or not 
consume organic products.  

The low numbers of consumers who consumed organic 
products in regular basis was expected to be associated with 
income levels. To understand this in detail, the information 
on the linkages between the levels of expenditure of 
respondents as an approximation of the income levels was 
necessary to know. Correspondence analysis was used to 
determine the detailed patterns of linkages between these 
two aspects and the results are presented in Figure 1. 
Consumers with high income level (A+) regularly consume 

organic products, while consumers with category A have 
rather rare or occasional consumption intensity, and 
consumers with category B or B+ have never consumed the 
products. To know the same thing between the levels of 
education and the patterns of consumption intensity, the 
same analysis was performed, and the results are presented 
in Figure 2. Consumers with graduate and post graduate 
education levels have a higher tendency in consumption 
compared to other educational levels. This information can 
be interpreted that the higher the education level of a person 
is, the higher their awareness of healthy food consumption 
is. However, people with high level of education cannot 
be translated directly as a potential market for organic food 
products, because it is related to income levels. 

 
Figure 1.  Consumption intensity vs. SEC 

 
Figure 2.  Consumption intensity vs. education level 

The types of organic food products consumed by the 
respondents as well as the percentage of respondents who 
consume them are presented in Table 2. Organic vegetables, 
rice and fruits are the kinds of organic food products mostly 
consumed. These three types of products are currently 
cultivated by farmers, either individually or in groups, as 
well as chicken eggs that are the result of organic agricultural 
products. Meanwhile, the number of respondents who eats 
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chicken filets and spices is relatively low. 

Table 2.  Consumed organic food products 

Type of Organic Food Product Percentage 
Vegetables 70% 

Rice 60% 
Fruits 43% 
Eggs 20% 

Spices 6% 
Chickens 6% 

Table 3.  Consumption intensity and types of organic products 

Intensity Vegetables Fruits Rice Spices Chickens Eggs 

Daily 8 4 16 4 1 4 
3-4 

times/week 14 7 5 0 1 3 

Once/week 18 12 13 2 1 6 

Twice/month 10 8 8 0 1 2 

Once/month 22 20 24 1 1 10 

Irregular 25 9 17 1 3 2 

Total 97 60 83 8 8 27 

 
Figure 3.  Types of Organic Food Products and Consumption Intensity 

From Figure 3, it appears that there is a small group of 
consumers who regularly consume organic food products. In 
fact, there is a tendency that the patterns of their 
consumption of these products are just a distraction. There 
are only two types of products that have a tendency to be 
consumed per day, namely rice and spices. This is due to 
spices as the seasonings for food flavoring that are used 
every day and are usually not in large numbers, whereas rice 
is the staple food of Indonesian people. 

4.4. Important factors for consumers in choosing 
Organic Food Products 

Factors underlying consumers’ willingness to consume 
organic products are important information to know. As 

seen in Table 4, there are five main reasons for  choosing 
organic  foods,  namely organic  foods are heal thy,  
provide a sense of security because the products are free 
from harmful chemical substances, are more nutritious, are 
more hygienic, and taste better. 

Table 4.  The reasons consumers eat organic food products 

Important Factor Respondent Percentage 

Healthy 117 85% 

Feel safe because they are free from harmful 
chemicals 99 72% 

More nutritious 96 70% 

More hygienic 59 43% 

Taste better 37 27% 

4.5. Problems in Consuming Organic Food Products 

From the results of research conducted by Wijayanto and 
Miauchi (2002), it has been found that the constraint faced 
by consumers in the consumption of organic products is a 
matter of product availability. In this study, 39% of 
respondents in this study stated the same thing. Meanwhile, 
64% of respondents could not get organic products because 
they were only sold at certain places. Another obstacle faced 
by consumers of organic products is the price factor, which 
was felt too expensive (49%). This factor was originally 
thought to be a major obstacle for people with certain income 
groups to consume on a regular basis, but the results of 
Chi-Square analysis to prove the existence of an association 
between both conditions were not supported by the data. 
This means that respondents’ routine organic food 
consumption is not determined by income level. It should 
also  be noted that 21% of respondents did not have 
significant problems in consuming organic products. 

Table 5.  Problems encountered by consumers in consuming organic 
products 

Problems encountered Respondent Percentage 

Just sold a special place 89 64% 

More expensive 67 49% 

Products are not always available 54 39% 

No barriers/obstacles 29 21% 

Perishable products (rapid expiration) 19 14% 
Difficult to distinguish with non-organic 

products 16 12% 

Total 138  

Claims made by consumers of organic products stated 
that after they had consumed the products for a certain 
period of time, they had healthier lives; it was declared by at 
least 74% of the respondents. But unfortunately, 25% of 
respondents considered that the benefits of organic products 
were no different than non-organic food products. 
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Table 6.  Consumer evaluation of organic products 

The positive impact Respondent Percentage 

Become healthier 102 74% 

No difference with non-organic products 35 25% 

Feel more comfortable 5 4% 

Total 138  

Based on respo nden ts ’  experiences during the 
consumption of organic products and  the perceived benefits 
as a result of the evaluation co nd uc ted , the future plans 
related to consumers’ interest in organic products 
consumption are presented in Table 7. 

Table 7.  Consumption plans for organic products 

Consumption Plan Respondent Percentage 

Same as current 63 46% 

Will try other organic products 46 33% 

Will shift all of the other organic products 29 21% 

Total 138  

46% of respondents who already consumed organic 
products intended to maintain their consumption patterns as 
it was. This means that their consumption patterns do not 
increase or decrease, and they are also o f  no interest to try 
other organic food products. On the other  hand,  33% 
would try other organic products and 21% would switch all 
of the organic products they could find or buy in their usual 
everyday shopping needs. 

4.6. The Behavior of Non-organic Food Products’ 
Consumer Communities 

It is interesting to note that there are people who were 
familiar with organic products but did not consume them and 
the reasons are described in Table 8. In general there are 
three groups of reasons why people do not consume organic 
products, although t he y  a r e  familiar with them. The t h r ee  
f ac to r s  a r e  prices, product availability and perception of 
quality problems or product benefit. Prices are relatively 
expensive, a fundamental problem, which were expressed by 
70% of respondents. Product availability is an issue due to 
the fact that organic products are difficult to find; they 
were sold only in places experienced by 60% of respondents. 
Even 34% of respondents said that the products were not 
always available. A growing perception in the community 
about non- organic food products is the difficulty in 
differentiating them from non-organic products, as well as 
unclear benefits easily damaged products. 

 

 

 

 

Table 8.  Reason for not consuming 

Reasons Respondent Percentage 

More expensive 33 70% 

Just sold a special place 28 60% 

Products are not always available 16 34% 
Difficult to distinguish with non-organic 

products 15 32% 

Perishable products (rapid expiration) 11 23% 

The benefits are not clear 8 17% 

Not interested to try 3 6% 

Not have time to look for organic products 1 2% 

Total 47  

Respondents who were not familiar with organic 
products were provided with an explanation of non-organic 
food products during the interview conducted. After that, the 
respondents were asked to consume their interest in organic 
products (Table 9). There were 7% of respondents who 
were not familiar with organic products; 50% were  
interested in consuming the products, while the other 50% 
were less to no interest. The reasons why they were not 
interested in consuming the products were, firstly, the prices 
were relatively expensive (53%) and secondly, they doubted 
their benefits (47%). As for respondents who were interested, 
90% were grounded because the benefits were obvious. 

Table 9.  Consumption willingness for people who are not familiar with 
organic products 

Interest for those who are not familiar with Respondent Percentage 

Lack of interest 1 7% 

Not interested 3 21% 

Between interested and not 3 21% 

Interested 7 50% 

Total 14  

The high prices of these products are due to the costs of 
production, which are more expensive, so they may not be 
sold at prices equal to non-organizational products. 
Therefore, it is required to know the percentage of the 
overpriced rates of organic products that can still be accepted 
by consumers. This information is presented in Figure 4 
below. 

In Figure 4, the demand curve can be seen; generally, 5% 
differences in prices is the price level that is considered 
reasonable by all consumers, while differences up to 10% in 
organic products will lead to demand by 80% more 
consumers. However, until the difference in prices of 20%, 
organic products are still in demand by nearly 50% of the  
consumers. In fact, there are still about 20% of respondents 
that are still willing to buy organic food products up to 50% 
price differences. 
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Figure 4.  Overpriced rates of organic products that can still be acceptable 
to consumers 

 

Figure 5.  Association between the differences in prices with the SEC 

The levels of interest associated with respondents who are 
affected by the levels of household expenditure are 
important information to know for sure one of the 
characteristics of potential markets for organic products. By 
using the Chi-Square analysis, which was then deepened 
with correspondence analysis, the  information on these 
linkages is presented in Figure 5. It can be explained that the 
public’s interest to buy organic products is associated with 
the differences in prices and has no linear association with 
the levels of their expenditure. I t  means that there is no 
consistent pattern to indicate that the larger the household 
expenditure is, the greater the acceptance of differences in 
prices is. 

5. Discussion 
Most of the upper middle class people are familiar with 

the economy of organic food products, but only 13% of those 
have been eating regularly, while others only eat 
occasionally. There are three organic food products 
commonly consumed daily, namely vegetables, fruits and 
rice. Keep in mind that rice is the staple food of the people of 

Indonesia. 
When associated with the demographic aspect, the SEC 

and the levels of education are the two main factors that are 
relevant to the consumption habits, where the consumers 
with A level of expenditure (SEC A+ or A) and relatively 
high education (graduate and post graduate) consume 
relatively a lot of these products. However, this does not 
mean that the higher the education level is, the higher the 
level of spending is. The main reasons put forward by those 
who consume organic foods are organic foods are healthy 
and more nutritious and taste better; in addition, the 
dominant perception of the consumer group that has 
consumed organic food products is that organic food 
products are free from chemicals that are harmful to health. 

For those respondents who did not consume organic food 
products, there are three main reasons, i.e. prices, product 
availability and perception of benefit. Currently, the prices 
of organic products are more expensive, around 20% to 40% 
compared to the price of non-organic food products, 
Logically, it must be for the SEC A and SEC A+; the 
differences in prices a re  not the main reason for not taking 
them, because they can still afford them, but their doubts on 
the benefits of organic products have prevented them from 
consuming. 

When traced further in the current group of 
non-consumption respondents, it is apparent that some of 
them did not feel the immediate benefits associated with 
health, even up to the perception that there were no 
differences between the benefits of organic and non-organic 
products; another problem felt by non-consumption 
respondents was product availability factor. It should be 
pointed out that, at the time of the survey, organic food 
products were sold in those places, where potential buyers 
usually shopped in  these places. This is due to the limited 
supply of organic products, both in number and types; in 
addition, the products are more easily damaged. Conversely, 
non-organic products are cheaper, all types are available and 
can be obtained easily.  

Related to the price issue, price differences up to 5% are 
considered the norm for most people, however 50% of 
consumers are still willing to consume these products to 
reach 20% price differences. Facts discovered have shown 
that there are still about 20% of people that willingly 
consume these products up to 40% price difference. This is 
consistent with the facts found today. 

In economic theory, the high price of organic products 
should have motivated producers to increase supply, but this 
fact did not happen. This proves that t he  marke t  fo r  
organic products is still limited. The abundant supply of 
needed storage space at the end will increase production 
costs. Efforts are taken to encourage people to willingly 
consume organic food products, not only based on pr ice  
factor, but also based on the matter of perception. Therefore, 
a vigorous and purposeful communication about the benefits 
of product availability with a factor to be considered by the 
relevant parties is needed. On the other hand, an attempt to 
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lower production costs, through government subsidization, 
is needed along with the lack of regulation for these products 
to be able to be mass produced. 

6. Conclusions 
High-expenditure group with a relatively high level of 

education is consistent in realizing their interest to consume 
organic products. Meanwhile, for people with lower-middle 
expenditure groups, their behavior in consuming organic 
products is only occasional. This is caused by the high price 
of organic products, hence consumers have not yet fully 
switched to organic products. Another problem that is quite 
crucial is that organic products are not always available 
continuously; as a result, people who wish to consume them 
on a regular basis cannot meet their needs. 

From the aspect of prices, up to 10% differences between 
organic products and non-organic products can be accepted 
by all groups of people who are used to consume organic 
products. However, even though the price differences are up 
to 30%, a group of people with high expenditure are still 
willing to buy organic foods. Groups of people who have 
already known about organic products but do not consume 
them argue that prices are still considered expensive, it is 
difficult to obtain the benefits of organic products and there 
are no differences between organic products and non-organic 
products. These communities generally come from lower 
middle economic class. 

Age and sex do not distinguish their desire to consume or 
not consume organic products. This will be favorable aspects 
later in the campaign for healthy living programs by 
consuming organic products, because there will be no 
blocking from the main aspects of demography. 

Mass production through subsidies and government 
regulations is needed so that producers can produce at a n  
efficient scale i n  o r d e r  to be able to push prices up at a 
level that is acceptable to consumers. On the other hand, 
continuous communication to build awareness and 
perception of the benefits of organic products associated 
with environmental sustainability needs to be done. 

7. Limitation 
Limitation of the study lies in the categories of samples 

used as the sources of information. Although most of them 
come from socio-economically middle class group, it does 
not reflect the condition of the entire population. 
Consideration is done when the prices of organic products 
are relatively expensive, thus only certain groups have the 
potential to consume them socio-economically. Therefore, 
effort to study the behavior of these groups is a priority. 
Future researches in accordance with that suggested by [28], 
especially in Indonesia, are needed; researches in organic 
products need to be linked with the socio-cultural aspects as 
well as the active role of local governments and the private 

sector in campaigning for healthy behavior. 
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