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Abstract. Organic food is one solution for global food sustainability in the future. 
Although its existence has a positive impact on farmers and consumers, the development 
of the domestic organic food market is still limited. This study aims to formulate a market 
development strategy for organic food products through evaluation of the marketing mix 
performance. Data were collected from 527 respondents in 5 big cities, namely Jakarta, 
Bandung, Semarang, Surabaya, and Bali. Data analysis methods used in this study include 
descriptive analysis, Importance Performance Analysis and Customer Satisfaction Index. 
In general, the profile of organic food consumers is dominated by women, the middle class 
who are well educated, and established age. The results showed that Price is an attribute 
of the marketing mix that is in the A quadrant which needs to be improved immediately. 
The majority of consumer’s view that the quantity of organic food purchased is not in 
accordance with the value of the money they paid. In addition, the marketing mix such as 
product quality, price discounts, product availability, ease of access are very important 
attributes for consumers. In general, the Customer Satisfaction Index of organic food 
products is quite good (71.28%). 
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market development; customer loyalty 

1   Introduction 

Food safety is one of the important issues in the world because it is related to the 
sustainability of the global food system in the future. One alternative in maintaining the balance 
of nature and sustainable food consumption is to use organic farming methods. The existence 
of organic agriculture in Indonesia has strategic benefits, because in addition to supporting food 
security, organic farming is also able to encourage local farmers to be more competitive. Central 
government support is shown through the “1000 organic village” program. Furthermore, AOI 
data shows that issues of food safety, health, environment, and taste are part of the reasons for 
consumers to choose healthy food (SPOI, 2019). 

Globally, organic farming is gaining popularity, both from farmers and consumers. The 
agricultural area under organic cultivation has increased almost 5-fold in the last 20 years, from 
15 million hectares in 2000, to about 71.5 million hectares in 2018 (FAO, 2020). Indonesia's 
prospects to become an organic food-producing country are very large. In the Asian region, 
Indonesia occupies the fourth position as the country with the largest organic farming area with 
a land area of 208 042 ha and the number of producers as many as 17 948 (FiBL & IFOAM 
2019). However, limited access and resources have made the productivity of organic agricultural 
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land in Indonesia unable to meet the existing demand. According to data from the Indonesia 
Organic Alliance, in 2018 the domestic market demand for organic food experienced positive 
growth, particularly due to the development of online sales by several organic food distributors. 

AOI's 2019 data provides an overview of the majority of organic consumers shopping 
through direct market channels, followed by online market access, supermarkets, and specialty 
stores. Interestingly, these organic consumers are also very strong with a community base, so 
that the community market is one of the alternatives for consumers to access organic products. 
Furthermore, the process of growing your own organic products is an alternative for the 
consumer market (SPOI, 2019). Sales growth of packaged organic food in Indonesia in 2017-
2022 is predicted to reach 8.4% (globalorganictrade.com 2018). 

Based on the findings, data on consumer access to organic products provides an overview 
of the increasing demand for organic food, motivating researchers to analyze the reasons behind 
consumer behavior (M. von Meyer-Höfer et al. 2015). Although there are many studies of 
consumer behavior modeling in organic markets, the debate about the determinants of organic 
food consumption provides conflicting evidence. Several studies have revealed that the majority 
of consumers have a positive attitude towards organic food, but the number of people who buy 
organic food regularly is still low (Pearson, Henryks, & Jones, 2011).  

Even in developed markets such as Germany, England, Denmark, the organic food market 
is dominated by occasional consumers who are not only motivated by altruistic aspects, but are 
more shaped by egoistic aspects such as greater perceived health, nutritional performance, and 
better taste of organic products. (Padilla-Bravo, Cordts, Schulze, & Spiller, 2013; Meyer-Höfer 
et al. 2015). The organic food market in developing countries certainly has a different trend. 
Thus, research on organic food in emerging markets such as Indonesia is very important. 

This study has two main objectives (1) identifying consumer characteristics and buying 
behavior of organic food (2) evaluating the performance of the organic food marketing mix and 
consumer satisfaction. This study aims to provide guidelines for farmers/producers, distributors, 
retailers, marketers, and policy makers to determine effective organic food marketing strategies 
in the Indonesian market. 

2   Literature Review 

2.1   Marketing Mix of Organic Food in Indonesia 
Marketing mix is a fundamental point in the marketing system. According to Kotler and 

Keller (2016) marketing mix is a 4P mix, namely product (product), place (place), promotion 
(promotion) and price (price). In developing the organic product market, the organic product 
market development approach is in line with the opinion of Ottoman (2011). Ottoman (2011) in 
Bryl (2015) identifies the difference between the green marketing paradigm and conventional 
marketing using a marketing mix approach. The green marketing paradigm is building values, 
education building communities, and word-of-mouth marketing.  

Meanwhile, conventional marketing includes benefits, sales, one-way communication, and 
paid advertising. The 2019 AOI provides an overview of the majority of organic consumers 
shopping through direct market channels, followed by online market access, supermarkets, and 
specialty stores. Interestingly, these organic consumers are also very strong with a community 
base, so that the community market is an alternative for consumers to access organic products. 
Furthermore, the process of growing your own organic products is an alternative for the 
consumer market (SPOI, 2019). 



 
 
 
 

 
2.2   Consumer Satisfaction and Loyalty on Organic product 

Satisfaction is the result of customer evaluation of a product or service by comparing 
the suitability between expectations and actual performance. Based on the results of previous 
studies, the key factor in consumer buying behavior towards organic products is trust (Lee, Jen-
Fu, and Yen, 2019; Curvelo et al., 2019; Canova, 2020; Melovic, 2020).  

Furthermore, Curvelo et al., (2019) and Canova (2020) argue that the value received 
by consumers has an effect on the intensity of purchasing organic products. In addition, the 
health benefits received, security, and product packing claims add reasons to the decision to 
purchase organic products (Hensen et al. 2002; Melovic, 2019). The consistent intensity of 
purchasing organic products has an effect on consumer satisfaction and loyalty of organic 
products and agricultural sustainability. organic. 

3   Research Methods 

Primary data were collected through in-depth interviews and self-administered on the period 
of May-September 2018. The research samples came from the islands of Java and Bali which 
included residents of the capital cities in each province, namely: Jakarta, Bandung, Semarang, 
Surabaya and Denpasar. The sampling technique used is non-robability sampling, especially 
convenience sampling approach. The collected questionnaires were then cleaned, incomplete 
questionnaires were removed, so that the total questionnaires that could be continued in data 
processing amounted to 527 questionnaires. 

The primary data was processed by descriptive analysis techniques to see the frequency 
distribution on consumer characteristics and buying behavior. Meanwhile, to analyze the 
performance evaluation of the organic food marketing mix using the Importance Performance 
Analysis (IPA) approach. The level of consumer satisfaction of organic food is reflected in the 
value of the Customer Satisfaction Index (CSI). 

4   Result 

4.1  Organic Foods Profiles in Indonesia 
From the 527 respondents, it is known that in general consumers who purchase organic 

food belong to the category of middle class customers (monthly income Rp. 3 million – 5 million 
by 29%). Organic food consumers mostly well educated (75% bachelor degree) and well-
established families with a middle age of 20-29 years by 42.5% (Najib et.al 2021). The majority 
who buy organic food are women (69.8%), married (58.4%) and have children under 18 years 
old in their household (59.8%).  

These results are in line with research conducted by Hughner et al (2007) that consumers 
of organic food are groups with good education, middle age, more women who have children. 
More details can be seen in the following image. 
 



 
 
 
 

 
 

Fig 1. Demographic attributes of the respondents 
 

The results on buying behavior of organic food show that consumers give a positive response 
to organic food. The organic food market in the future will experience growth. Although it is 
still included in the category of occasional customers where consumption of organic food has 
not become a daily routine, generally consumers buy organic food once a month (35.3%). The 
types of organic food that are most often consumed sequentially are vegetables (44.6%), rice 
(22.8%) and fruit (13.1%), with a monthly expenditure for organic food which is less than Rp 
500 000 by 54.3% (Najib et.al 2021). The premium price of organic food is still a barrier to 
consuming larger quantities. This result is in accordance with the research of Zander et al (2018) 
that price is one of the reasons for consumers not to buy organic food. 
 

 
 

Fig 2. Purchasing behavior of the respondents 
 
4.2. Performance Evaluation of Organic Foods Marketing Mix in Indonesia 

The measurement of consumer satisfaction on the attributes of the organic food marketing 
mix is carried out using the Importance-Performance Analysis (IPA) and Customer Satisfaction 
Index (CSI) methods. The measurements are then represented in quadrants on the Importance-
Performance Matrix map. This mapping can show the attributes of the level of conformity 
between consumer expectations and the performance of the existing organic food marketing 
mix. 

Based on the data obtained, from 527 respondents there are 89 respondents who have never 
consumed & have never bought, 6 respondents who have never consumed & have bought, 80 



 
 
 
 

respondents who have consumed & have never bought, and 352 respondents who have 
consumed & have bought. Performance measurement and consumer satisfaction of organic food 
is focused on respondents with criteria that have ever consumed and/or bought. The Importance-
Performance Level diagram of the organic food marketing mix can be seen in the following. 

 
Fig 3. Purchasing behavior of the respondents 

 
Quadrant A (concentrate these) 

Quadrant A contains the attributes of the organic food marketing mix that have a high level 
of importance for consumers, but their performance is still not in line with consumer 
expectations. The attribute is attribute number 9 (PRICE4), which is the suitability of the 
quantity of organic food with the value of money paid. In this study, organic vegetables are the 
dominant type of organic food consumed by consumers. Generally, consumers feel that the price 
they pay for organic food products does not match the amount of product they get. Consumers 
want to get a quantity of products that are more than the value of the money they have spent to 
buy these organic food products. 
 
Quadrant B (keep up the good work) 

The attributes of the organic food marketing mix in quadrant B are considered important by 
consumers and their performance is as expected. The attributes into this quadrant must be 
maintained because all of these attributes are the benefits of the organic food marketing mix. 
The attributes are as follows: attribute number 1 (PRODUCT1) of better quality and guaranteed, 
attribute number 2 (PRODUCT2) of organic food products has a good reputation, attribute 

A 
concentrate these 

B 
keep up the good work 

C 
low priority 

D 
possible overkill 



 
 
 
 

number 3 (PRODUCT3) is hygienic and good packaging of organic food , attribute number 6 
(PRICE1) is discounted prices on organic food, attribute number 8 (PRICE3) is the suitability 
of the quality of organic food purchased with the value of the money, attribute number 14 
(PLACE1) is a strategic place when buying organic food, attribute number 15 (PLACE2 ) ease 
of finding products, attribute number 16 (PLACE3) layout that makes it easy and comfortable 
when buying organic food. 
 
Quadrant C (low priority) 
 Attributes in quadrant C are considered less important by consumers and have relatively low 
performance. The marketing mix of organic food which is in quadrant C is not a priority to be 
improved and needs more careful consideration if it is still implemented. This is because 
consumers have not felt the importance of the attributes that are in this quadrant. The attributes 
are as follows: attribute number 4 (PRODUCT4) of a well-known brand, attribute number 5 
(PRODUCT5) of a long-standing brand reputation, attribute number 7 (PRICE2) inexpensive 
organic food prices, attribute number 10 (PRICE5) of products purchased according to the 
budget, attribute number 11 (PROMO1) an attractive advertisement about organic food, 
attribute number 12 (PROMO2) an attractive brochure/leaflet about organic food, attribute 
number 13 (PROMO3 ) an attractive sales promotion about organic food. 
 
Quadrant D (possible overkill) 

Quadrant D contains the attributes of the organic food marketing mix that are considered 
less important in its implementation, but consumers feel that the performance of these attributes 
is excessive. There are no attributes of the organic food marketing mix that fall into this 
quadrant. 

Based on the Customer Satisfaction Index (CSI), the CSI value of the organic food marketing 
mix was 71.28 %. This indicates that consumers of organic food are satisfied with the marketing 
mix of organic food. When see in the CSI value criteria guidelines, this value is included in the 
“satisfactory” level. Various improvement strategies are needed to improve the performance of 
the organic food marketing mix so that the CSI value is at the maximum level. 
 

Table 1. Guidelines for CSI score criteria 

No Range Description 

1 25   ≤ CSI < 43,75 Very unsatisfactory 

2 43,75 ≤ CSI < 62,5 Not satisfactory 

3 62,5 ≤ CSI < 81,25 Satisfactory 

4 81,25 ≤ CSI < 100 Very satisfactory 

 
 
5   Conclusion 

In general, the profile of organic food consumers is classified in the middle class segment, 
has a relatively high level of education, women are married and have children under the age of 
18 years. The most popular type of organic food in Indonesia is the fresh product category, 
namely vegetables. The organic food market in Indonesia has the potential to continue to grow 
in the future. This can be seen from the purchasing patterns of consumers who have made 
organic food a product that is purchased every month. However, the frequency of consumption 



 
 
 
 

has not been regularly every day. The price factor is still an obstacle for most consumers in 
buying organic food. Based on the Importance-Performance map, the price attribute is the 
priority for improvement. The CSI value of organic food consumers is 71.28% which is at a 
satisfactory level. 

Several strategic recommendations to develop the organic food market include organic food 
producers doing a slight price reduction by increasing the economy of scale through 
collaboration with organic farmer groups, more efficient distribution through placing organic 
products in the marketplace, maximize selling the product to the organic community, and 
sharpen the target market for consumers who already understand and love organic food. 
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