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IDENTIFIKASI FAKTOR — FAKTOR PENENTU NIAT BELI
KONSUMEN TERHADAP PRODUK ORGANIK

DARI BRAND JAVARA

(Dhamar Amelia Putri)

ABSTRAK

Saat ini sudah banyak masyarakat Indonesia yang memiliki kesadaran akan
pentingnya kesehatan dan pola hidup sehat. Hal ini mendorong perubahan perilaku
konsumsi masyarakat menuju pilihan yang lebih sehat serta berkelanjutan, salah
satu tercermin dari meningkatnya minat terhadap makanan organik. Namun,
meskipun minat terhadap makanan sehat dan organik semakin meningkat, tingkat
konsumsi produk organik di Indonesia sendiri masih rendah. Beberapa
penyebabnya seperti kurang edukasi, keterbatasan akses, kurang percaya klaim
organik dan pasar yang belum optimal. Tantangan ini juga dihadapi oleh Javara,
dimana permintaan pasar internasional jauh lebih kuat dan lebih siap dibandingkan
dengan pasar domestik. Penelitian ini bertujuan untuk menguji 7 Hipotesis yang
didasari oleh theory consumption value, serta menggunakan analisis regresi
berganda sebagai metode pengujian. Data dikumpulkan melalui penyebaran
kuesioner pada google form dengan 165 responden yang memenuhi kriteria, serta
dianalisis menggunakan IBM Statistic SPSS versi 26.0. Hasil penelitian
menunjukkan bahwa consumer innovativeness, health benefits, convenience and
availability, dan organic food knowledge berpengaruh positif terhadap purchase
intention, dengan health benefits sebagai pengaruh terbesar. Sementara, functional
value quality, social norms, dan green trust tidak menunjukkan pengaruh
signifikan. Temuan ini diharapkan dapat memberikan masukan strategis untuk
Javara dalam meningkatkan efektivitas pemasaran produk organik di Indonesia.

Kata Kkunci: consumer innovativeness, health benefits, convenience and
availability, organic food knowledge, purchase intention
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IDENTIFICATION OF FACTORS DETERMINING CONSUMER
PURCHASE INTENTION FOR ORGANIC PRODUCTS

FROM THE JAVARA BRAND

(Dhamar Amelia Putri)

ABSTRACT (English)

Nowadays, many people in Indonesia have an awareness of the importance of
health and a healthy lifestyle. This has led to changes in people’s consumption
behavior towards healthier and more sustainable choices, one of which is reflected
in the increasing interest in organic food. However, despite the increasing interest
in healthy and organic food, the level consumption of organic products in Indonesia
is still low. Some of the causes include lack of education, limited access, lack of
trust in organic claims and an unoptimized market. This challenge is also faced by
Javara, where the international market demand is much stronger and better
prepared compared to the domestic market. This study aims to test 7 hypotheses
based on the theory of consumption value, and uses multiple regression analysis as
a testing method. Data was collected through distributing questionnaires on google
form with 165 respondents who met the criteria, and analyzed using IBM Statistic
SPSS version 26.0. The results showed that consumer innovativeness, health
benefits, convenience and availability, and organic food knowledge have a positive
effect on purchase intention, with health benefits as the biggest influence.
Meanwhile, functional value quality, social norms, and green trust did not show a
significant effect. The findings are expected to provide strategic input for Javara in
improving the marketing effectiveness of organic products in Indonesia.

Keyword: consumer innovativeness, health benefits, convenience and availability,
organic food knowledge, purchase intention
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