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ABSTRACT  

 

Organic vegetables, increasingly popular in Sleman Regency, are chosen based on various attributes. This 

research investigates consumer attitudes toward these attributes and the characteristics of organic vegetable 

consumers in the area. Data were gathered from 50 respondents through interviews at organic farms, 

supermarkets, and organic product stores. The analysis used Fishbein multi-attribute analysis to assess 

consumer attitudes and cross-tabulation to identify consumer characteristics. Results indicated positive 

attitudes toward physical appearance and freshness, while attitudes toward price, variety, packaging, and 

organic labeling were neutral. The typical organic vegetable consumer in Sleman Regency is a married woman, 

aged 35-44, holding a bachelor's degree, employed as a housewife, with an average monthly family income 

exceeding Rp10,000,000.00. 

 

Keywords: consumer characteristics, Fishbein multi-attribute, organic vegetables, consumer attitude, cross 

tabulation.   

 

INTRODUCTION  

The use of synthetic chemicals by farmers 

can initially increase land productivity. Still, over 

time, their unrestricted use can lead to decreased 

productivity due to negative impacts such as soil 

infertility, increased pest populations, 

environmental pollution, and poisoning of living 

organisms. Therefore, efforts are needed to 

advance safe agriculture in Indonesia, including 

through organic farming, which benefits the 

environment and produces chemical-free products 

safe for consumption. 

As time progresses, societal awareness of 

healthy living is expanding. People are 

increasingly wise in selecting safe food for the 

body and the environment. This shift towards 

healthier lifestyles has increased demand for 

organic products. Most people prefer organic 

products due to their absence of pesticides and 

genetic engineering (AOI, 2019). Moreover, the 

COVID-19 pandemic in early 2020 has also 

increased demand for organic products. Among the 

organic products frequently consumed by the 

public are vegetables. Suharjo et al., (2016) 

research indicates that vegetables are the most 

consumed organic product, accounting for 70% of 

consumption. Additionally, the Organic Institute et 

al., (2020) noted that the search term "organic 

vegetables" online from March 2019 to May 2020 

was searched 1,600 times per month, highlighting 

the public's need for organic vegetables. 

According to the SPOI data from the 

Organic Institute et al., (2020) The Special Region 

of Yogyakarta is among the provinces where most 

people consume organic products. It ranks third 

after Jakarta and West Java, with an 11% 

consumption rate. Among the organic farming 

groups listed by the Yogyakarta Provincial 

Agriculture Office (2018), the Sleman Regency 

has the highest number of organic farming groups 

compared to other regencies in The Special Region 

of Yogyakarta. The potential supported by Sleman 

Regency's geographical conditions has led to the 

growth of organic farming businesses, 

characterized by the management of organic 

farming systems and marketing of organic 

products. Marketing activities have also evolved, 

with direct store and online purchases through 

social media, marketplaces, and e-commerce 

platforms. Additionally, some organic farming 

businesses have partnered with supermarkets and 

organic product stores to make it easier for 

consumers to purchase organic vegetables. 

The increasing number of organic farming 

businesses in Sleman Regency provides consumers 

with various alternatives for purchasing their 

preferred organic vegetables. However, this 

growth also leads to intense competition among 

organic farming businesses in marketing their 

products. Understanding consumer behavior is 

crucial for successful product marketing, as 

Sumarwan (2014) highlighted. Consumer 

attitudes, beliefs, and behaviors are closely related 
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concepts influencing purchasing decisions. 

Consumers go through several stages before 

making a purchase decision, from recognizing 

their needs to evaluating alternatives, as 

Muzdalifah (2012) explained. Analyzing 

consumer behavior through attribute concepts 

helps businesses in Sleman Regency understand 

the desired characteristics of their products. 

Attributes such as physical appearance, freshness, 

price, color, and packaging can influence 

consumers' purchasing decisions, along with the 

perceived quality of the brand or the "organic 

label," as noted by Fajarani et al., (2021) and 

Shaharudin et al., (2010). 

The increasing growth of organic farming, 

particularly in Sleman Regency, reflects a rising 

interest in organic vegetables among the public. 

However, not all organic farming ventures can 

produce organic vegetables that meet consumer 

preferences. Aufanada et al., (2017) noted that 

pricing significantly affects the uneven distribution 

of organic vegetable products, as they tend to be 

more expensive than conventional products, 

leading to income-based segmentation. This 

highlights the need for consumers to consider 

specific attributes when purchasing organic 

vegetables. Additionally, several studies 

(Rasmikayati et al., 2020; Fauzi and Yuliawati, 

2020) have stated that individual characteristics 

influence consumer decisions in purchasing 

organic vegetables. Each consumer has different 

preferences when choosing organic vegetables. 

Therefore, this study aims to (1) understand 

consumer attitudes towards organic vegetable 

attributes in Sleman Regency and (2) determine the 

characteristics of organic vegetable consumers in 

Sleman Regency. 

 

METHOD  

The primary approach utilized in this 

research is descriptive analysis, which aims to 

transform raw data into an understandable form. 

The respondent selection was achieved through 

accidental sampling, a method involving the 

selection of respondents encountered by chance 

(Fauzy, 2019). This study focused on organic 

vegetable consumers aged 18-64 who were 

domiciled in Sleman Regency. Sampling was 

conducted between May 2023 and June 2023 by 

interviewing consumers at Bhumee Organic, 

Karangkitri, Tani Organik Merapi, Superindo, and 

Javaqu Organik. The total sample used in this 

study was 50 respondents. 

 

 

Fishbein multi-attribute Analysis 

 

The analysis method used in this study is 

the Fishbein multi-attribute analysis and cross-

tabulation. The Fishbein multi-attribute model 

measurement is a measurement that expresses 

consumers' attitudes toward various attributes of 

an object (Puspita and Nugrahani, 2014). In this 

study, the Fishbein multi-attribute analysis 

determines consumers' attitudes toward organic 

vegetable attributes. The formula for the Fishbein 

multi-attribute model used in this study is as 

follows (Isen et al., 2016): 

A0 = ∑ 𝑏𝑖
𝑛
𝑖=1 . 𝑒𝑖………..……………………….(1) 

 

Where: 

A0 = consumer attitude towards organic 

vegetables 

bi = consumer belief level that organic vegetables 

have a specific attribute 

ei = importance level of the i attribute in organic 

vegetables 

𝑛 = number of attributes studied in organic  

vegetables 

Consumer attitude is an important factor that 

will influence consumer decisions. The overall 

assessment of respondent’s attitudes towards 

organic vegetables can be categorized on a scale 

range as follows: 

 

Table 1. Category of Value Attitude towards Each 

Attribute 

Attribute Attitude Value Range 

Very Negative 1.0 < A0 ≤ 5.8 

Negative 5.8 < A0 ≤ 10.6 

Neutral 10.6 < A0 ≤ 15.4 

Positive 15.4 < A0 ≤ 20.2 

Very Positive 20.2 < A0 ≤ 25.0 

Source: Herista (2019) 

 

By categorizing consumer attitudes from 

highest to lowest values, we can determine which 

attributes consumers consider most when 

purchasing organic vegetables. The highest 

consumer attitude value indicates that the attribute 

is the main consideration for consumers when 

purchasing organic vegetables. 

 

Cross Tabulation Analysis 

 

Crosstab analysis is a form of data analysis 

used to identify whether there is a relationship 

between one variable and another (Djaswadi et al., 

2017). This analysis produces a matrix of data that 

helps us conclude the data regarding the 

relationship between the variables under study. In 

this study, crosstab analysis was conducted using 

IBM SPSS Statistics 26 to determine the 

characteristics of organic vegetable consumers in 

Sleman Regency by cross-referencing variables 

such as gender, age, marital status, education level, 

occupation, and income against consumer 

attitudes. 
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RESULTS AND DISCUSSION  

Consumer Attitudes towards Organic 

Vegetable Attributes 

Attitude is a crucial concept in marketing, 

employed to comprehend consumer behavior and identify 

factors that can influence purchasing decisions. Consumer 

attitudes can be measured by their assessment of an 

attribute's level of trust (bi) and importance (ei). The 

results of calculating consumer attitudes toward organic 

vegetable attributes can be seen in Table 2.

 

Table 2. Consumer attitude (A0) towards organic vegetable attributes 

Attributes Consumer attitudes (A0) Category Rank 

Physical Appearance 16,89 Positive II 

Freshness 17,81 Positive I 

Price 13,91 Neutral IV 

Variety of Types 14,90 Neutral III 

Packaging 12,76 Neutral VI 

Organic Label 13,47 Neutral V 

Source: primary data analysis (2023)  

 

Based on Table 2, it can be observed that 

the freshness attribute has the highest score among 

the other attributes, with a total of 17.81. At the 

same time, packaging is the attribute of organic 

vegetables with the lowest score, namely 12.76. 

This indicates that freshness is consumers' most 

influential attribute in purchasing decisions, and 

packaging is considered less important to 

consumers. Overall, consumer assessment of 

organic vegetable attributes is viewed positively.  

Freshness ranks first in consumer attitudes 

toward organic vegetables. The freshness of 

vegetables can be seen from whether the leaves are 

wilted. This is consistent with the research by 

Hardiyanti et al. (2022) and Utami et al. (2019), 

where freshness has the highest value in consumer 

attitudes, among other attributes of organic 

vegetables. Consumers believe organic vegetables 

with fresh freshness have complete nutritional 

content and a better taste. This can also influence 

consumer behavior, as the fresher the organic 

vegetables, the more purchases consumers are 

likely to make (Anggiasari et al., 2016). 

Physical appearance is the second attribute 

with the highest attitude score after freshness. This 

is because freshness and appearance are closely 

related, where the freshness of organic vegetables 

can be seen through the physical appearance of the 

leaves. This is supported by the research of Sari et 

al. (2022), which shows that physical perfection is 

the second attribute after freshness that consumers 

highly regard. In addition, the product's physical 

appearance can also be a guarantee for consumers 

when making purchasing decisions. This occurs 

naturally when consumers make purchases; they 

want products of the best quality. 

Variety of types is the third-ranked attribute 

consumers consider when purchasing organic 

vegetables. This is consistent with Andari's (2016) 

research; a variety of types is an important attribute 

for consumers when purchasing organic 

vegetables. Most consumers generally consume 

more than two types of organic vegetables every 

week. This causes consumers to need various 

organic vegetables to meet their needs. 

The price attribute ranks fourth, following 

various types, with an attitude score of 13.91. This 

suggests that the price factor has little impact on 

consumer purchasing decisions. Ratih et al. (2019) 

found that the price of organic vegetables does not 

affect purchasing decisions, as consumers are 

primarily motivated by the benefits and safety of 

organic produce. Nevertheless, price is still a factor 

that consumers consider when purchasing organic 

vegetables, as their needs and financial capabilities 

influence their decisions. 

The organic label ranks second lowest with 

an attitude score of 13.47, suggesting it has little 

influence on consumers. This aligns with Ratih et 

al. (2019) research, which found that the organic 

label does not significantly affect consumer 

purchasing choices. Interviews revealed that most 

respondents do not consider the organic label when 

purchasing organic vegetables. Consumers select 

their organic vegetable sources based on trust, 

making an organic label-less important. 

Packaging is the least important attribute in 

consumer attitudes, scoring the lowest at 12.76. 

This result aligns with Fauzi and Yuliawati's 

(2020) findings, which also ranked packaging 

lowest among other attributes of organic 

vegetables. Similarly, Ratih et al. (2019) research 

indicates that packaging has little influence on the 

purchasing decisions for organic vegetables. 

Consumers view packaging as containing or 

protecting organic vegetables, with less concern 

for its appearance or design. Observations and 

consumer interviews suggest that packaging does 

not significantly impact their decision-making 

process, as they prefer to use their shopping bags 

and do not require packaging vegetables. 
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Characteristics of Organic Vegetable 

Consumers in Sleman Regency  

 

Characteristics are distinct qualities or 

identities that are specific to each person. These 

characteristics naturally vary among individuals. 

This diversity in characteristics leads to 

differences in behavior and consumption habits, 

influencing consumer decisions in selecting 

products or services (Razak, 2016). The consumer 

characteristics examined in this study comprise 

gender, age, marital status, education level, 

occupation, and income. The relationship between 

these variables can be discerned by conducting 

cross-tabulation analyses of consumer 

characteristics with consumer attitudes. 

 

a. Gender  

Fitriani (2019) argued that consumer needs 

and wants are strongly influenced by gender. This 

is due to the different buying behaviors and 

thought processes between men and women, which 

can impact their purchasing choices. The 

breakdown of respondent profiles by gender can be 

viewed in Table 3. 

 

Tabel 3. Cross-tabulation of Gender with Consumer Attitude towards Organic Vegetables 

Gender 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

Woman 6% 50% 30% 6% 92% 

Man - 2% 6% - 8% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

Table 3 reveals that most organic vegetable 

consumers in Sleman Regency are women, 

comprising 92% of the total. This trend is 

supported by Rasmikayati's findings (2020), which 

suggest that women are more involved in 

household shopping, while men primarily focus on 

earning income. Specifically, 30% of female 

consumers exhibit a positive attitude towards 

organic vegetables, compared to only 6% of male 

consumers. Both genders tend to hold a neutral 

stance regarding organic vegetables, indicating 

that gender does not significantly influence 

consumer attitudes. This aligns with Putri and 

Zargustin's study (2021), which found no 

significant correlation between gender and the 

purchase of organic vegetables.  

For marketers, understanding gender 

demographics can be valuable for crafting 

effective marketing strategies. The dominance of 

women in organic vegetable purchasing decisions 

highlights the importance of considering various 

factors such as product advertising, media 

channels, and pricing strategies (Firmansyah, 

2018). 

 

b. Age 

According to BPS (2023), age can be 

divided into two groups: productive (15-64 years) 

and non-productive (<15 and >64 years). 

Differences in age levels among individuals may 

signify different attitudes and consumption 

patterns. In this study, respondents were 

categorized within the productive age range (18-64 

years), and the comparative findings are presented 

in Table 4.

 

Tabel 4. Cross-tabulation of Age with Consumer Attitude towards Organic Vegetables 

Age 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

18-24 - 8% 4% - 12% 

25-34 - 18% 8% 2% 28% 

35-44 6% 18% 8% 2% 34% 

45-54 - 6% 12% 2% 20% 

55-64 - 2% 4% - 6% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

 

According to Table 4, most organic 

vegetable consumers in Sleman Regency fall 

within the 35-44 age bracket, making up 34% of 

the total. Among consumers in this age group, 8% 
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have a positive attitude, while 12% of those in the 

45-54 age range exhibit a positive attitude. This 

suggests that older age groups may have a greater 

impact on consumer perceptions of organic 

vegetable purchases. In her study, Andari (2016) 

noted that adults are more health-conscious, 

making them more discerning about their food 

choices, including consuming organic vegetables. 

 

c. Marital Status  

Marital status is identified as a social factor 

that can impact buying behavior (Kartikasari et al., 

2013). In this research, the attributes of organic 

vegetable consumers are categorized into two 

groups according to their marital status: single and 

married. The specifics of organic vegetable 

consumers in Sleman Regency about their marital 

status are detailed in Table  5.

 

Tabel 5. Cross-tabulation of Marital Status with Consumer Attitude towards Organic Vegetables 

Status 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

Married 6% 38% 32% 6% 82% 

Single - 14% 4% - 18% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

 

Based on Table 5, most consumers are 

married, comprising 82% of the total, while the 

remaining 18% are unmarried. Among the married 

respondents, 32% exhibited a positive attitude 

towards organic vegetables. In contrast, 4% of the 

total 18% of the unmarried respondents show a 

positive attitude. This pattern is influenced by the 

fact that married individuals often feel a greater 

responsibility for maintaining their health and their 

families. Another reason for consuming organic 

vegetables is often the presence of children in the 

family, as parents become more conscious of their 

children's dietary choices (Andari, 2016). 

Wulandari et al. (2016) propose that 

different factors influence the purchasing decisions 

of married and unmarried consumers. Married 

individuals prioritize service, product quality, and 

location, while unmarried individuals are more 

concerned with price. This understanding can 

benefit marketers seeking to improve their services 

and product quality. 

 

d. Education Background 

Nurkholis (2013) suggests that education is 

essential for achieving balanced personal and 

societal development. Education is typically 

classified into three levels: primary, secondary, 

and tertiary. A person's level of education can 

impact their consumer behavior when purchasing. 

Table 6 offers a glimpse into the characteristics of 

organic vegetable consumers in Sleman Regency 

based on their educational backgrounds. 

 

Tabel 6. Cross-tabulation of Education Background with Consumer Attitude towards Organic Vegetables 

Education Level 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

Senior High School - 4% 10% - 14% 

Associate’s Degree - 4% 2% 2% 8% 

Bachelor 2% 36% 8% 2% 48% 

Master 4% 8% 14% 2% 28% 

Doctoral Degree - - 2% 0 2% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

 

From Table 6, it is evident that respondents 

generally have achieved a higher level of 

education, with 48% having completed bachelor’s 

degree and 28% master’s degree. Among those 

with a bachelor’s degree education, 8% display a 

positive attitude towards organic vegetables, while 

for respondents with master’s degree, this figure 

rises to 14%. This trend is likely because 

individuals with higher education levels are more 

inclined to think critically and stay informed about 

current issues, including health, which makes them 

more discerning in their food selections (Andari, 

2016). 

 

e. Occupation 

Occupation is a key demographic factor 

linked to consumer buying power, as it is closely 

tied to income levels, determining consumers' 
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purchasing ability (Razak, 2016). The study's 

results on the characteristics of organic vegetable 

consumers in Sleman Regency, categorized by 

their occupations, are presented in Table 7. 

 

Tabel 7. Cross-tabulation of Occupation with Consumer Attitude towards Organic Vegetables 

Occupation 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

Entrepreneur - 8% 6% 2% 16% 

Freelancer - 2% - - 2% 

Private Lecturer - 2% 2% 2% 6% 

Consultant - - 2% - 2% 

Private Employee 2% 10% - - 12% 

Housewife 4% 22% 14% 2% 42% 

Civil Servants - - 6% - 6% 

Student/University 

Students 
- 6% 4% - 10% 

Musician - 2% - - 2% 

Notary Public - - 2% - 2% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

 

The data from Table 7 reveals a variety of 

occupations among organic vegetable consumers 

in Sleman Regency, including homemakers, 

entrepreneurs, private employees, civil servants, 

students, musicians, freelancers, lecturers, and 

notaries. The table shows that 36% of consumers 

have a positive attitude towards organic 

vegetables. The largest portion of this percentage 

consists of homemakers, comprising 14% of the 

total. This aligns with findings from Fauzi and 

Yuliawati (2016) and Hermansyah and Kusno 

(2022), indicating that many organic vegetable 

consumers are housewives. Homemakers' daily 

activities involve managing household needs, 

including shopping (Bentarjani, 2013). Occupation 

is a key demographic factor linked to consumer 

buying power, as it is closely tied to income levels, 

determining consumers' purchasing ability (Razak, 

2016). The study's results on the characteristics of 

organic vegetable consumers in Sleman Regency, 

categorized by their occupations, are presented in 

Table 7. 

 

f. Income 

Kotler and Keller (2009) suggest that 

economic circumstances are crucial in shaping 

consumption behaviors. Individuals with higher 

incomes are more likely to afford high-value 

products. The profile of organic vegetable 

consumers in terms of their monthly income is 

presented in Table 8.

 

Tabel 8. Cross-tabulation of Income Level with Consumer Attitude towards Organic Vegetables 

Income 
Consumer Attitude 

Total 
Negative Neutral Positive Very Positive 

<Rp1.000.000,00 - 4% - - 4% 

Rp1.000.000,00-Rp3.500.000,00 2% 12% 6% - 20% 

Rp4.000.000,00-Rp6.500.000,00 2% 18% 2% 2% 24% 

Rp7.000.000,00-Rp9.500.000,00 2% 8% 4% 2% 16% 

Rp10.000.000,00 - - 4% - 4% 

>Rp10.000.000,00 - 10% 20% 2% 32% 

Total 6% 52% 36% 6% 100% 

Source: primary data analysis (2023)

 

Table 7 shows that 32% of all respondents 

have a monthly income averaging over 

Rp10,000,000. Among those with incomes 

exceeding Rp10,000,000, 20% are strongly 

inclined towards organic vegetables. This suggests 

that consumers of organic vegetables typically 

have higher household incomes, facilitating their 

purchase of such products. Income level is 
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significant in decision-making and consumption 

patterns, influencing consumers' ability to opt for 

organic vegetables (Bentarjani, 2013). 

Nonetheless, the income disparity among 

respondents is not a significant issue, as it can be 

argued that they can afford organic vegetables 

despite their higher cost than conventional 

vegetables (Rasmikayati et al., 2021). 

 

CONCLUSIONS  

Based on the research that has been done, 

consumer attitudes show that the attributes most 

considered by consumers in purchasing organic 

vegetables are freshness and appearance. At the 

same time, the majority of organic vegetable 

consumers in Sleman Regency have the 

characteristics of female gender, aged in the range 

of 35-44 years with married status and working as 

housewives. Have a bachelor’s degree (S1) and 

have a family income of> IDR 10,000,000.00 per 

month. 

Based on the results and discussion, some 

suggestions can be given, among others, for 

organic vegetable business actors; it is hoped that 

they can maintain and improve the quality of the 

attributes of physical appearance and freshness to 

be able to provide improve the quality of physical 

appearance attributes and freshness to be able to 

provide satisfaction for consumers. Satisfaction for 

consumers: for organic vegetable business actors, 

it is hoped that they can increase awareness of the 

importance of organic product certification to 

provide organic product labeling. Awareness of the 

importance of organic product certification so that 

they can label organic labels on products as a 

differentiator between organic and conventional 

vegetables; for future researchers, it is hoped that 

they can develop research objectives and use 

different attributes to be studied to get the best 

results. Using different attributes to be studied to 

get better results to understand consumer attitudes 

towards organic vegetables. 
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