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ABSTRACT 

The COVID-19 pandemic has changed people's consumption behavior. Safety and hygiene of 

the products consumed become the essential issues which increasing amid the uncertainty of 

the virus outbreak that threatens consumers' and their families health. Jianying and Zetian 

(2006) systematically summarized the influencing factors of consumers' purchase intentions. 

They believed that consumer’s attributes, internal attributes of products, and external factors of 

products would have an impact on consumers' purchase intentions. In this research, four 

hypotheses raise: Hypothesis 1. The higher the household income level is, the more organic 

products consume; Hypothesis 2. The higher the education level of consumers, the more they 

understand the COVID-19 virus, and the more organic foods consume; Hypothesis 3. People 

who have purchased organic foods before, will increase their purchases after the pandemic; and 

Hypothesis 4. People who are skeptical about food safety after the pandemic will pay more 

attention to the safety of organic products and increase their purchases of organic foods. This 

study uses a quantitative approach using survey methods to collect respondent’s perceptions on 

organic foods. Quantitative data analysis will be carried out descriptively and inferentially 

through binary logistic regression analysis using SPSS software. This study showed that 

consumer characteristic which is education level, and also consumer household characteristics 

which is average family income create significant effect to the consumer behavior of organic 

foods in post-pandemic of COVID-19 time. At the other side respondents awareness of organic 

foods which implemented by the previous consumption behavior on organic foods also create 

significant effect to the consumer behavior towards the organic foods after pandemic. 
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consumer behavior, organic product, social marketing. 
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CHAPTER 1 

INTRODUCTION 

 

The study of consumer behavior covers many fields. It studies the processes involved 

when individuals or groups select, purchase, use, or dispose of products, services, ideas, or 

experiences to satisfy their needs and desires (Solomon, 2018). This behavior changes over 

time and adapting the environment's requirements. The changing of consumer preferences 

influences the way of marketing, and at the final stage, the marketers create influence back to 

the consumer. The influencing factors of consumer behavior might be coming not only from 

the internal but also from the external environment. 

The pandemic of COVID-19 has caused massive disruptions in daily consumer 

experiences and has presented an unprecedented moment that forces consumers everywhere to 

change their behaviors rapidly. The outbreak of the COVID-19 virus imposed self-isolation and 

social lockdown on the confirmatory patients, and it has increased mental stress and behavioral 

changes (Witteveen, 2020). The pandemic, which started in early 2020, has created constant 

fear of infection outbreaks and restricted people's mobility. During the new normal and living 

with COVID-19, people are becoming more aware of health and changing their lifestyles and 

eating habits (Sánchez-Sánchez et al., 2020). Social marketing strategies can be related to 

consumer invitations to live a healthy lifestyle and healthy behavior. Consumer companies 

would respond to find ways to meet consumers where they are today and satisfy their needs in 

the post-pandemic period. 

WHO (2020) states that the COVID-19 pandemic is not only a health problem but also 

a multi-sector problem, including the economic, social, political, and psychological (Khayru, 

2021). Due to the economic, social, and psychological impact of COVID-19, consumers have 

altered how and where they spend their money. Previous studies have shown an increase in 

consumer's spending on groceries and health and hygiene products (Rogers & Cosgrove, 2020). 

The safety of food in the market during and post pandemics is becoming the consumer’s 

concern. Consumers tend to choose the safest product for them and their families. Organic food 

or organically grown food is food grown and processed using no synthetic fertilizers or 

pesticides (EPA, 2022). Organic food is produced by farmers who emphasize using renewable 

resources and conserving soil and water to enhance environmental quality for future 

generations. Organic food, including meat, poultry, eggs, and dairy products, comes from 

animals that are given no antibiotics or growth hormones. Organic foods offer a variety of food 

products in the market with their characteristics.  

The above background has motivated researchers to analyze the consumer behavior and 

influencing factors towards organic foods in the post-pandemic of COVID-19. The consumer 

level of awareness towards safety and healthy food in the post-pandemic create new 
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opportunities for the organic farmer or manufacturer and retailer to increase the amount of 

distributed product to the market. The studies of consumer behavior during the post-pandemic 

would help the organic farmer or manufacturer and retailer define the marketing strategy and 

reshape the product's target market. This study seeks to address the following research 

questions: 

1. How have the consumer’s attributes influenced the consumer behavior toward organic 

foods in the post-pandemic of COVID-19? 

2. How have the internal attributes of the product influenced the consumer behavior 

towards organic foods in the post-pandemic of COVID-19? 

3. How have the external factors of the product influenced the consumer behavior towards 

organic foods in the post-pandemic of COVID-19? 
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CHAPTER 2 

LITERATURE REVIEW 

Organic food defines as fresh or processed food produced by organic farming methods 

(Duram, 2019). Organic food, include fresh produce, meats, and dairy products, is grown 

without the use of synthetic chemicals, such as human-made pesticides and fertilizers, and does 

not contain genetically modified organism (GMOs). Organic food consumption have their own 

complexity. As Chen (2009, p. 166) definition, organic farming refers to a farming system 

which uses organic manure and avoids or largely refrains from using synthetic fertilizers, 

pesticides, and chemicals (Anisimova, 2016). Organic foods generally contain less harmful 

additives and more primary and secondary nutrients, and without additional risk of food 

poisoning. According to Hughner et al. (2007) consumer that choose the organic foods usually 

have a high concern regarding health and environmental (Anisimova, 2016). 

Consumer’s purchase intentions or the willingness to consume influences the consumer 

behavior. Individual decision about food consumption is influenced by many factors and also 

their own attributes. Jianying (2006) summarized that consumer attributes (gender, age, 

occupation, income, and education level), internal attributes of the products (product value 

standards, use value, and quality), and external factors of products (store environment, design 

style, and shopping experience) have an impact on consumer’s purchase intentions (Chen and 

Shang, 2022). 

To study the consumer behaviour towards organic food, previous researchers tended to 

use attitude-behavior models such as the theory of reasoned action (TRA) and the theory of 

planned behaviour (TPB). According to Ajzen & Fishbein (1980) and Fishbein & Ajzen (1975), 

the central assumptions of TRA and TPB is that humans are rational in their decision-making 

processes and actions, so that cognitive approaches can be used to predict behaviors 

(Anisimova, 2016). Chen and Shang (2022) conducted a research which have a result that 

shown the consumer’s attributes: family members, annual family income, gender, and 

education level did not affect consumer’s consumption behavior of ecological agricultural 

products after the pandemic. At the other side, age and whether consumers have purchased 

ecological agricultural products before had a significant negative relationship with the 

consumption behavior of ecological agricultural products. The result shown a significant 

positive relationship between consumer’s attitude and purchase behavior of agricultural 

products in the market after the pandemic. It conclude that consumers who are skeptical of 

normal agricultural products in the market will increase their purchase of ecological agricultural 

products after the pandemic.  
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In line with the theory and the previous research, this article studies the consumer 

behaviour and influencing factors toward organic food in the post-pandemic of COVID-19. 

Some hypothesis are developed to conduct this research: 

Hypothesis 1. The higher the household income level is, the more organic products consume;  

Hypothesis 2. The higher the education level of consumers, the more they understand the 

COVID-19 virus, and the more organic products consume;  

Hypothesis 3. People who have purchased organic products before, will increase their purchases 

after the pandemic;  

Hypothesis 4. People who are skeptical about food safety after the pandemic will pay more 

attention to the safety of organic products and increase their purchases of organic products. 
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CHAPTER 3 

METHODOLOGY AND MEASUREMENT 

This study used a quantitative approach using survey methods to collect primary data 

from targeted respondents who have known or made purchases of organic products. The first 

step of this study was using literature to get the conceptual framework about the research. The 

second step was conducting the online survey with accidental sampling method and resulted 

data form 105 respondents which is analysed in this study. Data analysis was essentially a series 

of structured activities aimed at exploring the hidden information from the data using statistical 

norms.  

This study used quantitative data analysis will be carried out descriptively and 

inferentially through regression analysis using SPSS software. The results of the research 

become input for the development of social marketing strategies related to directions for 

consumers to stay healthy. Social marketing strategies can be related to consumer invitations to 

live healthy, have a healthy lifestyle, and healthy behavior. Below is the framework of the 

research model as follows: 

 

 

 

 

 

 

Figure 1. Research Model 

This study used survey method with questionnaire which adapted from the research 

instruments by Cheng and Shang (2022). The questionnaire was distributed online through the 

Internet, in July 2022 and a total of 105 complete questionnaires were collected. The 

questionnaire consists of four parts: the first and second part are grouped into the costumer’s 

attributes. The first part is the respondent’s characteristics, including gender, age, marital status, 

education level and occupation; and the second part is the family characteristics of respondents, 

including number of family members and family income. The third part of questionnaire is the 

respondent awareness of organic foods, including the understanding of organic foods, the 

degree of concern for organic foods, and their skepticism towards foods that sell in the market 

Household income 

Education Level 

Previous Purchase 

Skepticism about 

Food Safety 

Purchase Decision of 

Organic Foods 
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after the pandemic. The last part is questions about the consumer behavior towards the organic 

products, including the choice of locations to purchase organic foods, the consumption behavior 

of organic foods after the pandemic, and the factors for purchasing decision of organic foods. 

Below is the formulation for the research questionnaire as follows: 

Table 1. Research Questionnaire 

Variable Indicator References 

Respondents Characteristics Gender Cheng and Shang (2022) 

 Age  

 Marital Status  

 Education  

 Profession  

Respondent household 

characteristics 

Family Members Cheng and Shang (2022) 

 Average Family Income  

Respondents awareness of organic 

foods 

Have you heard about organic foods? Cheng and Shang (2022) 

 Have you consumed organic foods?  

 How concerned about the information 

of organic foods? 
 

 Do you think foods on the market is 

safe after pandemic?  
 

 Have you purchase organic foods 

before? 
 

 Satisfaction after purchasing the 

organic foods 
 

 Frequency of organic foods 

consumption 
 

Respondents Consumption 

Behavior of Organic Foods 

After the pandemic, will you increase 

your purchase of organic foods?  

If there is a technology that allows you 

to understand the supply process of 

organic foods, would you like to know 

this technology?  

After you can understand the entire 

supply process of organic foods, are 

you willing to increase your purchase? 

Cheng and Shang (2022) 

 After the pandemic, can you accept 

that the price of organic foods is 
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higher than the price of ordinary 

foods?  

 

 

CHAPTER 4 

RESULTS & DISCUSSION 

The results of this study are shown in this chapter. Table 2 shown the respondent 

characteristics. Among the respondents surveyed, males account for 55,2% and females account 

for 44.8%; the ages of respondents are varied with most of the range between 20-30 account 

for 35,2% and 31-40 account for 30,5%, and they are mostly married with 69,5%. The 

respondents mainly hold undergraduate degree which account for 41,9% and Master degree 

which account for 27,6%. Most of the respondents work in private institutions with 62,9%.  

Table 2: Respondent Characterisctics 

Frequency analysis results 

Title Options Frequency Percentage (%) 
Cumulative 

Percentage (%) 

Gender Male 58 55.2 55.2 

Female 47 44.8 100 

Age Under 20 1 1.0 1.0 

20 – 30 37 35.2 36.2 

31 – 40 32 30.5 66.7 

41 – 50 31 29.5 96.2 

Above 50 4 3.8 100 

Marital Status Not Married 32 30.5 30.5 

Married 73 69.5 100 

Education Senior High School and under 13 12.4 12.4 

Diploma 19 18.1 30.5 

Undergraduate 44 41.9 72.4 

Master degree and above 29 27.6 100 

Profession Students 15 14.3 14.3 

Private Employee 66 62.9 77.1 

Entrepreneur 7 6.7 83.8 

Civil Servant 8 7.6 91.4 

Housewife 6 5.7 97.1 

Lecture/Teacher 2 1.9 99.0 

Retired 1 1.0 100 

Total  105 100 100 

 

It can be seen from Table 3 about respondent household characteristics, most of the 

respondents have 3-4 members in their family which accounting for 56.2% of the sample 

population, and families with more than 5 persons account for 21%. The average monthly 

incomes of respondents ranging from 11 to 20 million rupiah and above 20 million account for 

21,9% and 26,7%, respectively, and also a large proportion ranging from 5 to 10 million account 

for 35,2%.  
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Table 3: Respondent household characteristics 

Frequency analysis results 

Title Options Frequency Percentage (%) 
Cumulative 

Percentage (%) 

Family Members 1 person 6 5.7 5.7 

2 persons 18 17.1 22.9 

3 - 4 persons 59 56.2 79.0 

5 persons and more 22 21.0 100.0 

Average Family Income Less than Rp 5.000.000 17 16.2 16.2 

Rp 5.000.000 - Rp 10.000.000 37 35.2 51.4 

Rp 11.000.000 - Rp 20.000.000 23 21.9 73.3 

Above Rp 20.000.000 28 26.7 100 

Total  105 100 100 

 

The respondent’s awareness of organic foods, consumption experience and satisfaction 

degree are shown in Table 4. 97.1% of the surveyed respondents are aware of organic foods; 

majority of them, accounting for 48,6% express average concern to information about organic 

food; and 37,1% are concerned about the information. Based on the survey, as can be seen in 

Figure 2, majority of respondents gathering the organic foods information from social media 

(including website) which account for 29%, store information display also become the main 

source of information about organic foods accounting for 20,7%.  

 

Figure 2. Source of Informations about Organic Foods 

Pandemic of COVID-19, which caused a collective fear of virus outbreak, creates high 

concern of food safety. Regarding the safety of foods in the market after pandemic, most 

respondents think the food that offered in the market has safety element accounting for 79%, 

only a little group of respondents are worry about the safety of foods in the market. Among the 

surveyed respondents, 85.7% have purchased organic foods before, and they are mostly 

satisfied after the purchasing.  
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Table 4. Respondents awareness of organic foods 

Frequency analysis results 

Title Options Frequency Percentage (%) 
Cumulative 

Percentage 

Have you heard about organic foods? No 3 2.9 2.9 

Yes 102 97.1 100 

Have you consumed organic foods? No 3 2.9 2.9 

Yes 102 97.1 100 

How concerned about the information 

of organic foods? 

Do not care 7 6.7 6.7 

Average 51 48.6 55.2 

Concerned 39 37.1 92.4 

Very Concerned 8 7.6 100 

Do you think foods on the market is 

safe after pandemic?  

Suspect 16 15.2 15.2 

Safety 83 79.0 94.3 

Very Safe 6 5.7 100 

Have you purchase organic foods 

before? 

No 15 14.3 14.3 

Yes 90 85.7 100 

Satisfaction after purchasing the 

organic foods 
Quite satisfied 7 7.8 7.8 

 Satisfied 79 87.8 95.6 

 Very Satisfied 4 4.4 100 

 Null 15 14.3 14.3 

Frequency of organic foods 

consumption 
Buy once in a while 68 75.6 75.6 

 Purchase 1-2 every week 13 14.4 90 

 
Purchase 3-4 every week 

and above 
9 10.0 100 

 Null 15 14.3 14.3 

Total 105 100 100 

 

But most of the respondents buy the organic foods once in a while, only 10% of the respondents 

who have purchased organic foods consume more than three times in a week. As can be seen 

on Figure 3. vegetables, fruits, and rice are the most popular organic foods among the costumer.  

 

Figure 3. Consumed Organic Foods 
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7.9%
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To understand the respondents consumption behavior towards the organic foods, this 

study investigated the shopping location, to see whether the respondents consumption behavior 

would change due to the pandemic. The results show, as can be seen in Figure 4., that 

respondents surveyed are more accustomed to buying organic foods in supermarket or 

hypermarket before and after the pandemic. The interesting result is respondents purchasing 

organic foods through online store as other options after the pandemic which account for 24.9%. 

 

Figure 4. Where to Buy Organic Foods 

From the Table 5., the studies emphasized consumption behavior of organic foods of 

the respondents through the increase of purchase on organic foods. The study shown that most 

of the respondents, accounting for 51.4%, will not increase the purchase after pandemic. 76.2% 

of respondents are interested in the supply process of organic foods. On the premise of 

understanding the entire supply process of organic foods, the number of consumers who have 

willingness to increase the purchase accounting for 67.6%. In term of the organic food’s price, 

62.9% of respondents can accept the condition that the price of organic foods is higher than the 

price of ordinary foods. It can be seen from Figure 5, that the purchase decision factors of 

organic foods influenced by the internal attributes and external factors of the products. The data 

shown that respondents are more concerned about the freshness, nutrition, and safety of organic 

foods. On the other side, elements of services and brands are the least factors that influence the 

purchase decision. 

 

Table 5. Respondents Consumption Behavior of Organic Foods 

Frequency analysis results 

Title Options Frequency Percentage 
Cumulative 

Percentage 

After the pandemic, will you increase your purchase 

of organic foods?  

 

No 54 51.4 51.4 

Yes 51 48.6 100.0 

If there is a technology that allows you to understand 

the supply process of organic foods, would you like 

to know this technology?  

 

Unwilling 25 23.8 23.8 

Willing 80 76.2 100.0 

After you can understand the entire supply process of 

organic foods, are you willing to increase your 

purchase?  

No 34 32.4 32.4 

Yes 71 67.6 100.0 

No 39 37.1 37.1 

22.3%

15.7%

33.5%

24.9%

3.6%

26.3%

17.1%

35.6%

14.6%

6.3%

Traditional Market

Direct Seller

Supermarket/Hypermarket
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After the pandemic, can you accept that the price of 

organic foods is higher than the price of ordinary 

foods?  

 

Yes 66 62.9 100.0 

Total 105 100 100 

 

 

 

Figure 5. Purchase Decision Factors for Organic Agricultural/Food Products 

 

4.3 Regression Analysis 

 To answer the research hypothesis, this study uses the binary logistic regression. This 

regression model used where the dependent variable is dichotomous or binary. Binary logistic 

regression in this study is the statistical technique used to predict the factors which influence 

the consumer behavior toward the organic foods in the post-pandemic of COVID-19. As shown 

at Table 6., this study analyse the influence of independent variable which consist of family 

members, average family income, education, gender, age, purchase activity, and skepticism in 

food safety after pandemic, to dependent variable. 

 

Table 6. Related Variables and Means Value 

Variables Name N Mean 
Std. 

Deviation 

X1 – Family members 105 2.92 .781 

X2 – Average family income 105 2.59 1.053 

X3 - Education 105 2.85 .969 

X4 - Gender 105 1.45 .500 

X5 - Age 105 3.00 .920 

X6 - Have you purchase organic foods before? 105 1.86 .352 

X7 - Do you think foods on the market is safe after pandemic? 105 2.90 .450 
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Y1 - After the pandemic, will you increase your purchase of 

organic foods?  
105 1.49 .502 

Valid N (listwise) 105   

 

 

Table 7. Omnibus Test of Model Coefficient 

  Chi-square df Sig. 

Step 1 Step 14.593 7 .042 

Block 14.593 7 .042 

Model 14.593 7 .042 

 

From Table 7., can be seen the value of significant model is 0.042 (significant level 5%) which 

means that all of the independent variable simultaneously influencing the dependent variable. 

In partial level, we can see at Table 7. which variables have a significant effect so that they can 

be included in the model. Based on the result, it can be inferred that average family income, 

education, and purchasing activity before the pandemic create a significant effect on consumer 

purchasing activity of organic foods in post-pandemic time.  

From Table 8 that the regression coefficient of family members is -0.142, but it does 

not show significance (p =0.612>0.05). This means that there is no correlation between family 

members and respondents purchase of organic foods after the pandemic. The regression 

coefficient of the average family income is 0.451, which is significant (p =0.050=0.05), so 

means that level family income has significant effect to the increase of purchasing organic foods 

after the pandemic. It explains that Hypothesis 1 passed the verification. The higher family 

income may be related with the choices of the foods for families, especially organic foods which 

has a higher price comparing the ordinary foods.  

The regression coefficient of education level is -0.539, which show significance 

(p=0.033<0.05). It means that the education level of respondents affect the choice to buy 

organic foods. So hypothesis 2 has been verified. In this study, the education level of 

respondents are consistent with their awareness level of organic foods. The more they 

understand the benefit of organic food, the more they consume the products in their daily life. 

The regression coefficient of the option of whether to purchase ecological agricultural products 

is -1.273, showing a significant level of 0.05 (P =0.047<0.05), which means that respondents 

who have purchased organic foods before will increase the purchase of organic foods post the 

pandemic, so hypothesis 3 has been verified. Respondents who have purchased organic foods 

before the pandemic have more willingness to increase the purchase after the pandemic. They 

will maintain the previous consumption behavior, which showing a positive impact and 

satisfaction to their life.  
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The regression coefficient of consumers’ attitude towards agricultural products after the 

pandemic is 0.179, and does not shows a significance (P =0.720>0.05), which means that the 

consumer perception of the food safety on the market post-pandemic of COVID-19 has not a 

positive impact on the increase of purchasing behavior after the pandemic. It means that 

hypothesis 4 has not been verified. It shows that consumers who are representing in this study 

consider that there is no necessary issues on food safety after pandemic.  

 

Table 8. Variabel in the Equation 

 B S.E. Wald df Sig. Exp(B) 

95% C.I.for EXP(B) 

Lower Upper 

Family Members -.142 .279 .257 1 .612 .868 .502 1.500 

Average Family Income .451 .239 3.567 1 .050 1.570 .983 2.508 

Education -.539 .253 4.555 1 .033 .583 .355 .957 

Gender .655 .451 2.112 1 .146 1.926 .796 4.660 

Age -.325 .252 1.669 1 .196 .722 .441 1.183 

Have you purchase organic 

foods before? 
-1.273 .641 3.943 1 .047 .280 .080 .984 

Do you think foods on the 

market is safe after 

pandemic 

.179 .500 .128 1 .720 1.196 .449 3.184 

Constant 2.588 2.166 1.427 1 .232 13.305   

 

The explanation of the result of this study used the regression model below that can be used to 

modelling the prediction of changing in dependent variable:  

 

𝜋(𝑥) =
exp(2.588 + 0.451𝑋2 − 0.539𝑋3 − 1.273𝑋6)

1 + exp(2.588 + 0.451𝑋2 − 0.539𝑋3 − 1.273𝑋6)
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CHAPTER 5 

CONCLUSION 

5.1 Conclusion 

The results showed that during the pandemic, respondents were concerned about food 

safety. Respondents understood the importance of making a decision to buy organic food 

because it would have an impact on their health. During the pandemic, they are also concerned 

about consuming organic products. They are aware of the benefits of organic consumption. 

From the information of the respondents, they showed an understanding related to organic 

products and showed concern for consuming organic products. Purchases of organic products 

prior to the pandemic have also been carried out with a fairly high frequency. Organic products 

that are generally purchased are foods in the form of vegetables, fruit, and rice that are 

consumed daily. The location of the organic products of choice is the supermarket, followed by 

traditional markets, online shops, direct sellers, and also online shops. There are a number of 

factors that influence the purchase decisions of organic products, namely freshness, nutrition, 

safety, taste, price, packaging, convenience, service, and branding aspects.  

 This study analyse that consumer characteristic which is education level, and also 

consumer household characteristics which is average family income create significant effect to 

the consumer behavior of organic foods in post-pandemic of COVID-19 time. At the other side 

respondents awareness of organic foods which implemented by the previous consumption 

behavior on organic foods also create significant effect to the consumer behavior towards the 

organic foods after pandemic. 

 

5.2 Recommendation 

Results showed that the respondents both before and during the pandemic had an awareness of 

the importance of organic products. This shows that they are aware of the benefits of organic 

consumption for food health and safety. During the pandemic, in particular, they have a concern 

for consuming organic products. This research provides theoretical and practical 

recommendations. Theoretically, this research shows that the factors influencing the selection 

of organic products are freshness, nutrition, and safety. The characteristics of organic products 

are an important factor in decision-making. This study shows that attributes within the value 

proposition become an important aspect for companies to promote products. This value 
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proposition becomes the point of difference in the supply of products that differ from 

competitors. In addition, marketers must also educate consumers on organic products in order 

to provide a more comprehensive understanding. 
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