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Abstract

The organic food market in Greater Jakarta continues to expand, driven primarily
by purchasing decisions based on Health Awareness and Product Availability,
rather than Environmental Concern, Price Perceptions, and Government Policy.
This conclusion is based on a quantitative survey employing a cross-sectional
approach involving 398 respondents residing in Greater Jakarta. Respondents were
selected using purposive non-probability sampling because the study required
participants with prior experience purchasing organic food products. Determinants
such as health awareness, environmental concern, price perceptions, product
availability, and government policy were statistically analyzed. A regression model
was employed to explain 79.4% of the variance in purchasing decisions. Health
awareness and product availability demonstrated positive relationships with
purchasing decisions. Environmental concern and price perceptions did not exhibit
significant effects. Government policy showed a significant relationship, although
this finding should be interpreted with caution due to issues of internal consistency.
The study also highlights a pragmatic hierarchy underlying organic food purchasing
decisions in Greater Jakarta and suggests that organic food companies should
prioritize health-oriented value communication, reliable product availability, and
credible market assurance.
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1. Introduction

1. Introduction

Organic food has assumed an increasingly important position at the intersection of
agribusiness, consumer health, and sustainability issues. Consumers are attracted
to organic food products because of their perceived associations with health, food
safety, environmental protection, production process integrity, and broader lifestyle
values. At the same time, organic food purchasing continues to face various market
barriers, including premium prices, limited supply, uncertainty regarding labeling,
and uneven levels of consumer trust.

Previous studies have identified health and safety considerations as prominent
drivers, while price sensitivity, uncertainty, limited information, reliability
concerns, and inadequate product availability remain barriers in organic food
markets in developing countries (Castro Campos & Qi, 2024). These conditions
suggest that organic food consumption should not be understood solely as a
“green” or environmentally oriented choice. Rather, it also represents a practical
market decision in which consumers consider personal benefits, accessibility,
perceived value, and institutional signals.

This distinction is particularly relevant in metropolitan markets in developing
countries. Greater Jakarta—which encompasses Jakarta, Bogor, Depok,
Tangerang, and Bekasi (Jabodetabek)—has a dense retail network, digitally
connected consumers, and a large market for both fresh and processed agricultural
products. This article focuses on Greater Jakarta because of its high concentration
of modern retail channels and urban consumers who are exposed to information
concerning healthy lifestyles and organic products. Accordingly, this empirical
context provides a useful setting for examining whether the motives commonly
emphasized in the organic food consumption literature are actually translated into
purchasing responses as reported by consumers with experience purchasing organic
agricultural products.

The Theory of Planned Behavior (TPB) is frequently employed to explain organic
food consumption because it links behavior to attitude, subjective norms, and
perceived behavioral control (Ajzen, 1991). Recent research on organic food has
frequently extended the TPB framework by incorporating antecedent factors such
as health awareness, environmental concern, perceived quality, trust, and product
availability. Teixeira et al. (2022), for example, incorporated health and
environmental concerns as antecedents of attitude and product availability as a
factor related to perceived behavioral control. More recent research indicates that
TPB remains relevant in the study of organic food while also demonstrating that
health, trust, knowledge, opportunity, and contextual factors can materially
influence consumer responses (Singh et al., 2025). Therefore, this study employs
TPB as an organizing lens, rather than claiming to directly measure the original
TPB constructs.

Although the literature on TPB continues to evolve, several ambiguities remain.
First, health and environmental motives do not always operate with equal strength.
Some studies have found both to be important, whereas others have identified
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different direct and indirect mechanisms. Research in China, for example, found
that health and environmental concerns may influence purchasing through different
pathways, while health concern may exert a stronger direct effect under certain
model specifications (British Food Journal, 2024).

Second, product availability is often treated as a secondary issue, even though
limited visibility and access have repeatedly been identified as barriers to organic
food consumption. Third, price is often assumed to be a decisive barrier, but this
explanation becomes less compelling when health value, product availability, and
other factors are considered simultaneously. Fourth, certification and government
support may function as assurance mechanisms, but consumers may find it difficult
to distinguish between trust in a particular label, perceptions of government
support, and demands for stronger regulatory oversight.

These ambiguities give rise to a more pragmatic question: when urban consumers
decide whether to purchase organic food products, which factors provide the most
credible signals? This article examines five predictor variables—health awareness,
environmental concern, price perceptions, product availability, and government
policy—in relation to a composite measure of purchasing decisions. The article
reconstructs this evidence within a clearer theoretical and managerial argument.
Rather than presenting the five predictors as independent factors, the study
distinguishes among personal motivations, market feasibility, and institutional
assurance. Its central proposition is that organic food purchasing in metropolitan
areas reflects not only sustainability-oriented values but also direct personal
benefits and consumers’ practical ability to obtain products consistently.

This study makes three contributions. First, it provides evidence from one of
Indonesia’s major metropolitan markets, Greater Jakarta, demonstrating that health
awareness and product availability are the most empirically defensible significant
predictors, whereas environmental concern and price perceptions do not
independently demonstrate statistical significance. Second, the study offers a TPB-
grounded interpretation in which motivational antecedents, market control, and
institutional factors are viewed as complementary influences rather than direct
substitutes for attitude, subjective norms, and perceived behavioral control. Third,
the study translates consumer-side evidence into strategic implications for organic
agrifood companies. Agribusiness firms or family-owned businesses may compete
through credibility, direct consumer relationships, product consistency, and
accessibility rather than solely through business scale. It is important to emphasize
that this study does not claim to have measured family business characteristics; its
relevance to family firms is primarily managerial and market-oriented.

2. Literature Review

2. Literature Review and Hypotheses
2.1. TPB-Based Framework for Organic Food Purchasing

The TPB posits that behavior is preceded by intention, while intention is shaped by
attitude, subjective norms, and perceived behavioral control (Ajzen, 1991). In
research on organic food, this model is often extended because consumer decisions
are also influenced by product-specific beliefs and contextual conditions. A
science-mapping study published in 2025 identified trust, green-purchase
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predictors, young consumers, and consumer motivation as major streams in the
TPB literature on organic food. This continuing expansion is useful, but it also
creates a conceptual risk: external factors should not automatically be labeled as
original TPB constructs.

Accordingly, this study employs TPB as a broad explanatory framework. Health
awareness and environmental concern represent motivational beliefs that may
support positive evaluations of organic food consumption. Price perceptions and
product availability represent market conditions that affect the economic feasibility
and practicality of purchasing. Government policy and certification represent
institutional assurance mechanisms that may strengthen confidence in market
claims.

These antecedent factors are analyzed directly in relation to the composite
purchasing decision variable employed in this study because the previous research
instrument did not separately measure attitude, subjective norms, perceived
behavioral control, intention, and actual behavior. Therefore, this research
framework is more appropriately described as “TPB-informed” rather than as a
direct test or formal extension of the TPB.

2.2. Health Awareness

Health awareness refers to the extent to which consumers maintain their health
through their food choices. In this study, respondents assessed whether organic
food products are more nutritious and beneficial than conventional products,
whether purchasing organic food helps them avoid negative effects associated with
chemicals such as pesticides, and whether food safety is a priority. These items
position health awareness as a personal-benefit-oriented motivation.

Recent research on organic food has identified health awareness as an important
factor. Parashar et al. (2023) associated health awareness with the process of
purchasing organic food products, while Castro Campos and Qi (2024) identified
health and safety considerations as among the most frequently discussed functional
values in research on organic food consumption. Singh et al. (2025) likewise
incorporated health-related beliefs into a contemporary framework of organic food
purchasing. In developing-country markets, this motivation may be particularly
important because consumers may perceive organic products in terms of perceived
benefits to themselves and their families, rather than through abstract
environmental outcomes. Therefore, the first hypothesis is proposed:

H1: Health awareness is positively associated with consumers’ organic food
purchasing decisions.

2.3. Environmental Concern

Environmental concern reflects consumers’ sensitivity to ecological consequences
and their preferences for consumption choices perceived as more environmentally
responsible. The items in this study address contributions to environmental
sustainability, the preference for farming methods that do not damage soil or water
resources, and the consideration of environmental issues when making purchasing
decisions.

Organic farming is often associated with the reduced use of chemicals and more
environmentally responsible production processes, making environmental concern
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a commonly employed predictor in models of green consumption. However,
empirical findings regarding this relationship have not always been consistent.
Teixeira et al. (2022) did not confirm the effect of environmental concern on
attitudes in their extended TPB model, whereas Parashar et al. (2023) reported a
meaningful role for environmental awareness. More recent research involving
younger consumers has also found a positive relationship.

This inconsistency is noteworthy: environmental concern may contribute to the
formation of positive attitudes without necessarily being the strongest independent
factor determining purchasing decisions. Therefore, this study tests the commonly
proposed positive expectation while allowing the evidence from Greater Jakarta to
determine whether the relationship remains independently supported.

H2: Environmental concern is positively associated with consumers’ organic food
purchasing decisions.

2.4. Price Perception

Price is one of the most consistent barriers in the organic food market, where
products often command a premium compared with conventional food products.
However, price perception is not equivalent to objective price. Consumers assess
whether a price premium is reasonable in relation to the benefits, quality, safety,
convenience, and personal priorities they expect to receive.

The findings of this study reflect this complexity. Respondents were asked to
consider price before purchasing, assess whether the higher price of organic food
products could be justified by the benefits obtained, and indicate whether price
comparisons with non-organic food products generated hesitation in making a
purchase.

Accordingly, this construct is more appropriately understood as perceived price—
value correspondence, rather than simply the level of price. Castro Campos and Qi
(2024) identified price sensitivity as a recurring barrier to organic food
consumption, while recent research has continued to position perceived cost as an
important constraint.

However, among urban consumers who already have experience purchasing
organic food products, price may become less decisive once they have experienced
the benefits and taken product accessibility into account. Therefore, this study
examines whether favorable evaluations of price—value correspondence contribute
positively to purchasing decisions.

H3: Favorable perceptions of price-value correspondence are positively
associated with consumers’ organic food purchasing decisions.

2.5. Product Availability

Product availability refers to consumers’ ability to easily find organic food
products, access a sufficient variety of options, and obtain the products consistently
when shopping. This factor represents a practical form of market opportunity.

This study examines whether organic products can be found in stores or
supermarkets that consumers regularly visit, whether the available product choices
meet their needs, and whether the products they require can be found consistently.
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This factor has strong conceptual relevance to perceived behavioral control,
because positive preferences for organic products may not readily translate into
purchasing behavior when products are difficult to find or repeatedly unavailable
due to out-of-stock conditions.

Teixeira et al. (2022) explicitly incorporated product availability into an extended
TPB framework, while Castro Campos and Qi (2024) identified limited product
availability and visibility as recurring barriers in the organic market.

From an agribusiness perspective, availability also connects consumer behavior
with distribution, inventory management, marketing channel design, and supply
consistency. Therefore, availability is not merely a logistical variable. It determines
whether consumers’ motivations can actually be converted into transactions.

H4: Product availability is positively associated with consumers’ organic food
purchasing decisions.

2.6. Government Policy and Certification

Organic food products possess credence attributes, that is, characteristics that
cannot always be directly verified by consumers, even after the products have been
purchased and consumed. Therefore, certification, regulatory oversight, and
institutional support can provide assurance regarding claims concerning a product’s
organic status.

The Government Policy construct in the original study combines three perceptions:
(1) confidence arising from the “Indonesian Organic” certification label, (2)
perceptions regarding the adequacy of government support for organic farmers and
markets, and (3) perceptions regarding the need for stricter oversight of food
products claiming to be organic.

These three dimensions represent a broader domain of institutional assurance,
rather than a single specific policy mechanism. Recent literature on organic food
consumption continues to identify trust, certification, information, and reliability
as important issues in organic markets. Castro Campos and Qi (2024) note that
organic certification labels can function as a conditional value, while lack of
reliability and information can constitute barriers for consumers.

Institutional credibility can reduce uncertainty and strengthen consumers’
confidence in claims concerning organic food products. A positive relationship is
therefore expected. However, the interpretation of the findings should take into
account that these three items capture aspects of governance that are related but not
identical.

H5: Positive perceptions of government support and organic product certification
are positively associated with consumers’ organic food purchasing decisions.
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Figure 1. TPB-Informed Framework of Organic Purchase Determinants

TPB-informed antecedents

[ Health Awareness ] H1
[ Environmental Concern ] H2 Consumer response
[ Price Perception ] H3 [ Organic Purchase }
Decision
H4
[ Product ﬁvallablhty ] H5

[ Government Policy/Certification ]

Source: Reconstruction base on research model.

3. Research Method

This study employed a quantitative, cross-sectional, and explanatory research
design to examine the relationships between five consumer-level determinants and
organic food purchasing decisions. The study was conducted in the Greater Jakarta
area during May—June 2025. Data were collected through a structured online
questionnaire distributed via Google Forms through various digital channels,
including social media platforms and community groups.

A total of 405 responses were successfully collected, of which 398 respondents
reported residing in Greater Jakarta, constituting the target sample. The reported
numerical statistics are reproduced exactly as documented and are not presented as
re-estimated results based on the filtered dataset.

Respondents were selected using purposive non-probability sampling because the
study required participants with relevant experience in purchasing organic food
products. The eligibility criteria were as follows: respondents had to be 18-50 years
old, have purchased organic food products at least once during the preceding six
months, and voluntarily complete the questionnaire.

A question concerning respondents’ place of residence was used to determine
whether they lived in the Greater Jakarta area. This screening procedure was
important because the article does not claim national representativeness. Rather,
the study specifically provides evidence from consumers within a particular
metropolitan context. The use of purposive sampling also means that population-
level generalizations should be made with caution. The questionnaire consisted of
screening questions, demographic questions, and measures of the research
constructs. All substantive items employed a five-point Likert scale ranging from
1 (strongly disagree) to 5 (strongly agree).
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Six constructs were measured: Health Awareness, Environmental Concern, Price
Perception, Product Availability, Government Policy, and Purchase Decision. Each
construct was operationalized using three items. The Purchase Decision construct,
for example, combined purchase frequency, intention to purchase in the near future,
and willingness to recommend organic products. Accordingly, this construct should
be understood as a broad composite measure of purchasing responses rather than
as a pure measure of directly observed transactional behavior.

The study assessed internal consistency using Cronbach’s alpha and tested the
explanatory model using multiple linear regression with IBM SPSS Statistics 26.
Regression analysis was treated as the primary analysis because it provides a
coherent simultaneous test of the five predictor variables. The study also reports
several exploratory nonparametric analyses; however, these are not emphasized in
the present article because they do not add explanatory value to the integrated
explanatory model.

Statistical significance was interpreted jointly with measurement quality. In
particular, the low internal consistency of the Environmental Concern and
Government Policy constructs was treated as a substantive limitation of the study
rather than being disregarded in interpreting the findings.

Table 1. Respondent Profile and Organic Food Product Preferences

Characteristic Category n %

Residence Greater Jakarta 398 98.3 of 405 collected
Age 18-50 years 404 99.8 of 405 collected
Gender Female 257 63.5

Gender Male 147 36.3

Monthly income IDR3-5 million 114 28.2

Monthly income IDR5-7 million 116 28.7

Frequently purchased  Organic vegetables 276 ~68

Frequently purchased  Organic fruit 268 ~66

Frequently purchased  Organic staple foods 171 ~42

Frequently purchased  Organic herbs/spices 143 ~35

Note: Percentages and respondent counts are reproduced from the descriptive results. Product
categories allowed respondents to select more than one answer. This study defines respondents
residing in Greater Jakarta (n = 398) as the target sample; the descriptive figures are retained as
reported in the original thesis.
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Table 2. Measurement Constructs and Reliability

Construct Number Conceptual Role Cronbach’s Assessment
of Items o
Health N
3 Personal health motivation .782 Acceptable

Awareness
Environmental 3 Sustainability motivation 479 Inadequate
Concern
Price . . .

. 3 Economic/value evaluation .614 Marginal
Perception
Product -
Availability 3 Market accessibility 763 Acceptable
GO\_/ernment 3 Institutional assurance 495 Inadequate
Policy
Purchase Composite .
Decision 3 purchase/intention/advocacy 685 Marginal

Note: This study does not remove or modify constructs that demonstrate weak internal consistency.
Instead, their statistical relationships are interpreted cautiously, taking the reliability limitations into
account.

4. Results

The respondent profile represents working-age metropolitan consumers with prior
experience purchasing organic food products. Women accounted for 63.5% of the
sample, while men accounted for 36.3%. The two largest monthly income groups
were IDR5-7 million (28.7%) and IDR3-5 million (28.2%). Vegetables and fruit
were the most frequently purchased organic food categories, followed by staple
foods and herbs/spices. This pattern is consistent with a consumer context in which
organic food purchases are closely associated with everyday household food
choices rather than solely with specialized non-food organic products.

Measurement reliability varied considerably across constructs. Health Awareness
(o = .782) and Product Availability (o = .763) demonstrated acceptable internal
consistency, providing the strongest basis for substantive interpretation. Price
Perception (o = .614) and Purchase Decision (o = .685) were at marginal levels,
whereas Environmental Concern (o = .479) and Government Policy (a = .495) fell
below conventional standards. This distinction is important because statistical
significance should not be interpreted independently of measurement quality. A
significant coefficient for a construct with low internal consistency does not
provide the same level of substantive confidence as a significant coefficient for a
construct measured with a more coherent scale.

The multiple regression model explained a substantial proportion of the variance in
the dependent variable, with an Adjusted R? of .794. Health Awareness was
statistically significant (p = .001), thereby supporting H1. Environmental Concern
was not significant at the conventional .05 level (p = .059), and therefore H2 was
not supported. Price Perception was also not significant (p = .766), providing no
support for H3. Product Availability was statistically significant (p < .001),
supporting H4. Government Policy was likewise significant (p < .001), providing
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statistical support for H5, although the low alpha coefficient for this construct
requires its substantive interpretation to be approached with caution.

Overall, this pattern produces two levels of evidentiary strength. The strongest
findings concern H1 and H4 because both regression significance and scale
reliability point consistently in the same direction. H2 is more appropriately
characterized as inconclusive rather than as definitive evidence against the
relevance of environmental considerations, given the low reliability of the
construct. H3 is not supported, with the additional qualification that Price
Perception demonstrated only marginal internal consistency. H5 is statistically
supported but remains sensitive to measurement quality. Such a hierarchy of
evidence is more informative than a simple ‘“supported/not supported”
classification because it distinguishes between statistical outcomes and the
credibility of the underlying measurement.

Table 3. Reported Multiple Regression Results
Reported Statistical Measurement Article

Predictor

p-value Decision Confidence Interpretation

Health .001  Significant High S_upports HI; strong
Awareness finding
Environmental Not Does not support H?;

.059 . Low measurement result is
Concern significant : .

inconclusive
Price Perception  .766 '\!Ot . Marginal Does not support H3
significant

Product N . Supports H4; strong
Availability <.001 Significant High finding
GO\_/ernment <.001 Significant Low StaFlstlca_IIy supports
Policy H5; requires caution

Model summary: Adjusted Rz =.794.

Note: The values for B, SE, standardized B, t, VIF, and tolerance are not included because the
numerical values were not available in the narrative used for this reconstruction. No values were
created or estimated.
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Table 4. Hypothesis Decisions and Theoretical Interpretation

Hypothesis Relationship Result Final Interpretation
Health Awareness .
Personal health value is a
H1 — Purchase Supported : . .
. credible direct driver.
Decision
Environmental N No independent support was
ot _ .
H2 Concern — found; low reliability makes the
- supported IR .
Purchase Decision finding inconclusive.
Price—value perceptions
Price Perception — Not provide limited independent
H3 . )
Purchase Decision  supported explanatory power in the
reported model.
Product Availability Accessibility  represents a
H4 — Purchase Supported  credible market-conversion
Decision mechanism.
. May indicate an institutional
Government Policy -
Statistically assurance effect, but low
H5 — Purchase

supported reliability limits the level of

Decision .
confidence.

Source : Authors own work

5. Discussion

5.1. Health Value as a Primary Driver of Purchasing in Greater Jakarta

The first finding is the positive relationship between Health Awareness and organic food
purchasing decisions. This relationship is statistically significant and supported by
adequate internal consistency, making it one of the strongest conclusions of the study. The
finding suggests that consumers in Greater Jakarta perceive organic food products
primarily through the lens of direct personal benefits, including nutrition, reduced exposure
to unwanted chemicals, and food safety. This pattern is consistent with recent research that
continues to identify health awareness as one of the primary motives for organic food
purchasing. Castro Campos and Qi (2024) identified health and safety as recurring
functional values, while Parashar et al. (2023) demonstrated the importance of health
awareness in the organic food purchasing process. More recent integrated behavioral
models likewise continue to position health-related beliefs as an important factor (Singh et
al., 2025).

The theoretical implication is that organic food consumption should not be reduced to a
pro-environmental identity. Consumers may choose organic food products because of
direct and personal benefits, even when broader sustainability beliefs are weaker or less
influential in determining behavior. This is consistent with the TPB-informed position
adopted in this study: health awareness is most appropriately understood as a salient
behavioral belief that can support positive evaluations of organic food consumption, rather
than as a direct measure of the attitude construct in the TPB. Practically, health value
appears to serve as an anchor for the value proposition of organic products in this
metropolitan context.

5.2. Product Availability as a Market-Conversion Mechanism

Product Availability represents the second strong finding. Its relationship with purchasing
responses is statistically significant, and the measurement scale demonstrates acceptable
reliability. This finding reinforces the notion that consumer motivation does not operate
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independently. Consumers may value health, safety, and sustainability, but purchasing
responses are difficult to sustain when organic food products are unavailable at the outlets
they regularly visit, product choices are limited, or inventory is inconsistent. Teixeira et al.
(2022) explicitly linked availability to perceived behavioral control, while recent reviews
continue to identify limited availability or product visibility as practical barriers in the
organic food market (Castro Campos & Qi, 2024).

From a consumer behavior perspective, this finding highlights the importance of
distinguishing between preference formation and purchasing feasibility. Product
availability is not merely an operational outcome that follows from marketing activities; it
determines whether positive preferences can actually be translated into action. This
interpretation is particularly important in agribusiness, where supply consistency depends
on production planning, product aggregation, logistics, management of perishable
products, retailer relationships, and distribution channel design.

For smaller organic businesses, including family farms and agrifood entrepreneurs, reliable
product access can become a source of competitive advantage. The market implication is
relatively clear: an attractive organic food value proposition is unlikely to generate repeat
purchases if consumers cannot obtain the products easily and consistently.

5.3. Environmental Concern and the Attitude—Purchase Gap

Environmental Concern did not reach the conventional level of statistical significance (p =
.059). At first glance, this finding could be interpreted as evidence that environmental
motives are less important than health and accessibility. However, such a conclusion would
be premature. The Environmental Concern scale has an o of .479, which may indicate
inadequate internal consistency. The three items address contributions to sustainability,
concern about the environmental impacts of agriculture on soil or water, and the influence
of environmental issues on shopping choices. Although these items are conceptually
related, respondents may not perceive them as a single, coherent dimension.

Accordingly, the more appropriate conclusion is that H2 was not statistically supported in
the study model, rather than that environmental concern is irrelevant to organic food
consumption. This cautious interpretation is also consistent with the empirical evidence.
Teixeira et al. (2022) did not confirm the expected environmental-concern pathway in their
model, whereas Parashar et al. (2023) and several more recent studies have reported
meaningful environmental effects. Research published in 2024 also suggests that health
and environmental motivations may influence organic food purchasing through different
mechanisms.

Thus, the findings from Greater Jakarta may be understood as indicating a possible
attitude—purchase gap, whereby environmental concern may shape positive orientations
without independently determining purchasing responses. However, the measurement
guality of the present study does not permit a definitive theoretical claim.

5.4. Price Perception: Barrier or Secondary Consideration?

Price Perception was not significant in the regression analysis (p = .766). This finding is
noteworthy because premium pricing has repeatedly been identified as one of the major
barriers to organic food consumption. However, the result does not mean that consumers
disregard price. Rather, it indicates that the price—value perception measured in this study
did not provide additional explanatory power after the other predictors were entered
simultaneously into the model.

One possible interpretation is that consumers with prior experience purchasing organic
food products integrate price into a broader evaluation that encompasses health benefits,
safety, convenience, and product availability. When these benefits are perceived as
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important, consumers may be willing to accept a price premium, making price less decisive
as a primary determinant.

Nevertheless, this interpretation should remain bounded by the available evidence. The
Price Perception scale demonstrated only marginal reliability (o = .614), and the study did
not test income as a moderating variable. Although the two largest income groups fell
within the Rp3-7 million per month range, it would be inappropriate to conclude directly
that these consumers are insensitive to price. A more accurate conclusion is that price did
not emerge as an independent driver in the specific multivariate model examined. Future
research should distinguish among objective affordability, perceived expensiveness,
willingness to pay a price premium, and price—quality inference, rather than combining
these dimensions into an overly brief scale.

5.5. Government Policy and the Limitations of Statistical Significance

Government Policy showed a statistically significant result (p < .001), but this finding
requires cautious interpretation because the construct has a Cronbach’s alpha of o = .495.
The three items combine respondents’ trust in the “Indonesian Organic” certification label,
perceptions of government support for organic farmers and markets, and beliefs that
regulatory oversight should be strengthened.

These three statements do not necessarily move in the same direction. A respondent may
trust the certification system while simultaneously believing that government support
remains inadequate. Another respondent may demand stricter oversight precisely because
they do not fully trust claims made by organic food producers. Therefore, the low internal
consistency can be conceptually understood.

The finding is best treated as an indication that institutional assurance may play a role,
rather than as conclusive evidence of the effect of government policy on purchasing
decisions. In future research, this construct should be redesigned into several distinct
dimensions, such as:

1. Trust in certification

2. Perceived regulatory effectiveness

3. Perceived government support for producers

From a practical perspective, organic food companies should also not assume that
displaying a certification logo will automatically generate consumer trust. Certification
should be reinforced through traceability, clear information about product sources,
transparent production-process claims, and consistent product quality.

5.6. Toward a Pragmatic Hierarchy of Organic Food Purchasing

Overall, the findings suggest the existence of a pragmatic hierarchy. Health Awareness and
Product Availability constitute the first tier because both are statistically significant and
measured with acceptable reliability. They represent personal value and market feasibility,
respectively.

Price Perception and Environmental Concern constitute the second tier, as neither is
statistically significant. Weak measurement quality—particularly in the case of
Environmental Concern—further limits the strength of the interpretation.

Government Policy occupies the third tier, representing an institutional factor that is
sensitive to measurement quality. Its coefficient is statistically significant, but the scale
employed is not sufficiently coherent to justify a strong causal narrative.

This hierarchy refines the common assumption that organic food purchasing is primarily
an expression of environmental concern. In Greater Jakarta, the most credible signals
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instead point toward a consumer proposition that can be summarized as “better for me”
and “available when I need it.”

Sustainability and institutional assurance remain relevant to the broader organic market
ecosystem, but the evidence from this study is insufficient to treat them as direct drivers of
equal strength. The conceptual contribution of this study is therefore modest but
meaningful: organic food purchasing in metropolitan areas can be understood as an
interaction among personal motivation, market feasibility, and institutional assurance, with
varying levels of empirical support for each component.

5.6. Managerial and Policy Implications

This study has direct implications for organic agrifood companies. First, companies should
position credible health value as a central message. Marketing communications should
explain food safety attributes, production practices, freshness, and relevant nutritional
benefits without making unsupported medical claims. For organic food entrepreneurs,
producer identity and direct relationships with consumers can strengthen this proposition
by making the source of the products more visible and easier to understand. Health-oriented
communication should be sufficiently specific to create value while remaining disciplined
and evidence-based.

Second, companies should treat product availability as part of their marketing strategy,
rather than merely as a logistical issue that follows marketing activities. Consistent
inventory, adequate product variety, partnerships with supermarkets and specialty retailers,
direct-to-consumer ordering, digital commerce, and reliable last-mile delivery can reduce
practical barriers to organic food purchasing.

Smaller companies may not be able to match large-scale retailers in terms of scale, but they
can compete through consistency, responsiveness, and trusted customer relationships.
Thus, product availability is not merely an operational issue; it can become part of the
value proposition and a source of competitive advantage.

Third, the non-significant finding for Price Perception provides grounds for questioning
the assumption that price reduction is the only pathway to market expansion. Organic food
companies should instead make premium pricing more understandable through transparent
value communication, including production-process integrity, freshness, safety,
traceability, and convenience.

Finally, certification should be combined with trust-building mechanisms. Governments
can support the development of the organic market through clearer certification systems,
consistent regulatory enforcement, consumer education, and improved access to
certification for smaller producers. However, because the Government Policy construct
demonstrated low reliability, these policy implications should be viewed as strategic
directions suggested by the pattern of findings rather than as definitive causal
recommendations.

6. Conclusion

This study examined Health Awareness, Environmental Concern, Price Perception,
Product Availability, and Government Policy in relation to organic agricultural
food purchasing decisions in Greater Jakarta. The reported model explained 79.4%
of the variance in the dependent construct.

Health Awareness and Product Availability emerged as the most empirically
defensible significant predictors because both their statistical significance and
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internal consistency support the corresponding interpretations. Environmental
Concern and Price Perception did not demonstrate significant relationships,
whereas Government Policy was statistically significant but was measured with
inadequate reliability.

Thus, the findings support a pragmatic understanding of organic food purchasing
in metropolitan areas, in which personal health value and market accessibility are
the most prominent factors.

Several limitations should be considered when interpreting the findings.
Environmental Concern and Government Policy demonstrated inadequate internal
consistency, while Price Perception and Purchase Decision exhibited only marginal
reliability. In addition, the dependent variable combines purchase frequency, future
purchase intention, and willingness to recommend, and therefore should not be
treated as a pure measure of actual purchasing behavior.

The use of purposive sampling and a cross-sectional research design also limits the
study’s ability to establish causal relationships or make population-level
generalizations. The Greater Jakarta context likewise cannot automatically be
generalized to Indonesia as a whole. Furthermore, this article retains the reported
statistical outputs and does not re-estimate the model using only the subset of 398
respondents residing in Greater Jakarta. Therefore, the reported statistics represent
the results as documented in the original study, rather than newly estimated results
specifically generated for this article.

Future research should employ validated multi-item instruments, distinguish trust
in certification from government policy support, differentiate purchasing intentions
from actual purchasing behavior, and examine whether factors such as income, age,
marketing-channel usage, or trust in family-owned businesses moderate the
relationships identified in this study.

Overall, this study demonstrates that consumers in Greater Jakarta do not purchase
organic food products solely for “green” reasons. The strongest evidence instead
points to a more pragmatic combination: consumers perceive the products as
providing health benefits and expect them to be readily available when needed. For
organic agribusiness actors, the strategic message is straightforward: Create health
value, make the product available, and build trust.
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