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Indonesia government appealed to companies in Indonesia to support the green movement for the 

preservation  of the environment and  ecosystem sustainab ility. The appeal of Indonesia government 

also responded  positively by companies in Indonesia, one of them is Y Depar tment Store. Y 

Department Store suppor ts the green movement by using eco-fr iend ly plastic bags and by selling 

organic products in supermarket. 

Vision of Y department store is Still Being Main Choice, Main cho ice for consumers, business partners, 

labor  market, shareholders and the public amid various alternative choices and business competition. 

The mission of Y Departmen t Store is Loyal to  Fulf ill People Needs. The culture o f company is go ing 

forward w ith work together. With  moral philosophy o f the company are Honest, Loyal and Humble. Y 

Department Stores always try to bring satisfaction to customers by providing quality products, 

super ior service, fr iendly, and create a pleasant shopping ambience.

Y Depar tmen t Store has a corporate focus that is:

Peop le, Service, contro l, in formation technology

Philosophy of work (work ethic)

Do more

THE INDONESIAN JOURNAL OF

BUSINESS ADMINISTRATION

Vol. 2, No. 12, 2013:1486-1494
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ORGANIC PRODUCTS

1. Introduct ion

Abstract— Gap between people's at tit udes and actions towards environmental sustainability was the problem 

faced by the Y Supermarket, where the organic products that sold are still less desirable by people in Bandung 

city. Based on internal and external analysis, there are some deficiencies ow ned by Y Supermarket  in selling 

organic products. Y Supermarket  in selling organic products do not  know clearly who their target  market . Based 

on a survey conducted, level of public awareness relatively low. Lack of awareness of some people can cause not 

all branches of the Y Supermarkets sell organic products, condit ions display organic products that  are less

regularly, and Y Supermarket does not provide store sign about  organic products in the supermarket  area. 

M oreover, t here are some things that can reduce the interest of consumers to buy organic products based on 

the situat ions at the supermarket , t he price of organic products are expensive, not  all organic products are sold 

have organic certification, and lack of informat ion provided by service crew to consumer. Some alternative 

solutions that  can be used as a marketing st rategy for Y Supermarket to increase awareness and people's 

interest in organic products are has clear target market , offering organic products that have official 

cert ification, creat ing private label for organic products, provide organic product  mix, providing organic 

products in every branch of Y Supermarket , provides short training for all staff fresh departments, made 

standard the organic product display in area supermarkets, and conducted promotion such as; social media, 

special event , in-store promot ion, brochures, special discount , and create donation program for environment 

movement.
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Business values Y Department Store is a consumer PUAS, which stands for:

P = (Quality Product)

U = (Superior  Service)

A = (Friend ly)

S = (Pleasant Ambience)

The unit of analysis in this research was fresh , where the depar tmen t that sells organic products such 

as organic vegetables, or ganic meat, or gan ic r ice and organic eggs. Each branches of Y Depar tmen t 

Store has each  fresh depar tmen t and  products sold in each  branch are not always the same type. 

Fresh depar tmen t not only sell organ ic products, but also sell non-organic (conventional) products. 

Although the suppor t o f governments, companies and people o f Indonesia are ver y big on 

environmental sustainability, bu t it  is not ref lected in  people actions in the pur chase of organic 

products so ld in the market or  supermarket, especially in Bandung city. Thus, in th is case looks gap 

between people's attitudes and  actions towards environmental sustainability. This problem is faced by 

the Y Supermarket, exactly par ts fresh departments. Where, the or gan ic products are st ill less 

desirable by people.

So far  Y Supermarket also does no t have any information about the barriers of people in buying 

or ganic products curren tly. Ther efor e the company needs to  know the consumers prof ile of organic 

products themselves, so company knows what steps should be done to mar ket organic products to 

the target consumers. The main reasons that prevent consumers from buying or gan ic food are too 

expensive, limited availability, unsatisfactor y quality, satisfact ion w ith current pur chases, lack of trust, 

limited choice, lack of perceived  value and  lack of misunderstand ing o f organ ic ways of production 

(Fotopoulos and Kr ystallis, 2002a).

o

o

o

o

2. Business Issue Explorat ion

A.
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Y Supermarket does not have any specif ic data that documented about who is the tar get market of 

their. They only predict as generally about the tar get market for this organic products. This is due to 

the absence of specif ic research  conducted Y Supermarket for  organic products. As a whole, they st ill 

make their  target market based on demographics. Until now the Y Supermar ket also does not have 

data on psychographic factors o f the or ganic consumers. Psychographic factors are the factors wh ich 

motivation  the customers to buy organic products. Moreover , Y Super market can not have 

posit ioning for organic products that are sold because the organic product is not use their brand. Y 

Supermarket was st ill posit ioned their company as economical supermarket for who le products.

All of organ ic products in Y Supermarket were supplied by several suppliers. Y Supermarket is 

currently co llaboration w ith  approximately 13 supp liers of or ganic vegetables, thr ee suppliers of 

organic r ice, two supp liers of organic chicken, and one supplier  of organic egg. There are several 

th ings that to be lack of Y Supermarket. For pr oducts, there are several organic products that are sold 

do not have organic cert if icat ion or cert if ication has not been included in  the pr oduct packaging. It 

also inhibits the Y Supermarket to claim that all or ganic products they sell are in  cert ificat ion. 

M oreover, w ith the absence o f the number of or ganic product cert if icat ion may raise doubts on the 

consumer so  in the end  the consumer  does not buy the organic products.

Price of organ ic products was still very high  from non-organic products, it  is one of the barr iers for 

consumers. When  the pr ices of organic food  are perceived  as being too high compar ed to the prices 

of conventional substitutes, a lot of consumer w ill, o f course, prefer  the conventional alternative 

(Aertsens, 2011). It  is not on ly in Y Supermarket, but in  o ther supermar kets too. The difference price 

of organ ic and non-organic products in y supermarket can be seen in appendix 1. The or ganic 

products have not been so ld  at all branches of the Y Supermarket. There are still some branches that 

have not been selling or gan ic pr oducts. This is caused Y Supermarket only see organic consumers 

based on  demographics, if  in  that ar ea are pr edominantly middle-low so the branch of Y Supermarket 

does not sell or ganic products. In fact there is st ill a psychographic factor that also  must be 

considered Y Supermar ket, because when consumers are awar e of the benefits of organic products is 

probab ly the price w ill not be a problem for them.

The promotion was conducted for or ganic products already done but promotion conducted now st ill 

less powerful to increase peop le awareness of or ganic products. Actually by doing promotion for 

organic products more can  make consumers aware that or ganic products sold in  Supermar ket Y. Lack 

of promotion was done for  organic products could be one cause o f lack o f interest people for or ganic 

products.Beside that, lack of information about organic products is owned by the service crew can 

inhibit consumers in  receiving infor mation about organic products in the supermar ket. The sign 

which inform ther e are organic products in the supermarket is no t available in the super market. The 

display o f or gan ic products in Y Supermarkets also  less arranged , it  can cause the consumer confused 

when  buy the organic products and lack of awar eness o f organ ic product in  Y Supermar ket.

This research uses quantitat ive and qualitative methods. Quan titative methods, that is by conducting 

a survey o f users o f or ganic products to generate individual factors that signif icantly inf luence the 

pur chase of organic products w ith distr ibuting questionnaire. Qualitative methods, that is case 

studies conducted in  Y Supermarket to  f ind out the extent to wh ich the strategy undertaken Y 

Supermarket in increasing sales o f organic products. The samples taken  in th is resear ch ar e person 

who had bought or ganic products. The objective is to determine the demograph ic and psychographic 

factors of po ten tial consumers in buying organic products. Accord ing Krejcie and Morgan (1970), the 

number of samples taken  if a popu lation of over 1,000,000 is 384 samp les. Total population of 

Bandung city is 2,437,874 people. In this research the number o f samples taken was 595 

responden ts, in order  to get more valid  data.

B.

a)

b)

C.
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Resear ch  locations ar e determined by purposive, that in some branches of Y super market in 

Bandung. A purposive samp le, also commonly called a judgmental samp le, is one that is selected 

based on the knowledge of a populat ion and the purpose o f the study. The subjects are selected 

because of some characterist ic (Patton, 1990). There ar e 13 branches of Y Supermarket that used 

research location . The variable that use in this research are knowledge, involvement in green 

community, tr ust, awareness, per ceived usefu lness, att itude, personal value, and behavior intention 

var iable. In this research , analysis tool used is mult iple linear regressions. Regression analysis is the 

study o f the relat ionship o f one var iable is called a variable that is explained  by one or  two variables 

that explain. The f irst var iable is also called as the dependent variab le and the second variable is 

called the independent variable. If independent var iable more than  one then the regression  analysis 

is called multiple linear  regression . Multiple linear  regression  model used is as fo llows:

Where:

Yi = Behavior  Intention

ß0 = In tercept /  constant

ß1,2,3,..7 = Coeff icient o f regr ession toward  each  

    independen t variable

X1 = Knowledge

X2 = Involvement in green commun ity

X3 = Trust

X4 = Awar eness

X5 = Per ceived Usefu lness

X6 = Att itude

X7 = Personal Value

e = Error

The result of analysis can  be seen in  Appendix 2. Based on the analysis conducted, it  can be seen  that 

involvement in green  community var iable and  trust variable in part ially does no t have in fluenced on 

behavioral intention . Whereas knowledge var iable, awareness variable, perceived usefu lness 

var iable, att itude variab le, and personal value var iable in  part ially ar e inf luencing the behavior 

in tention. Based on  analysis result, the variable that most strongly in fluences the behavior intention 

is personal value and the second is awareness.

Competitor is a business that provides similar products or ser vices. Y Supermarket has a lot of 

competitors in selling organic products. Some of those competitors are Setiabud i Supermarket, Giant 

Supermarket, Superindo  Super market, Hero Supermarket, To tal Supermarket and Hypermarket. 

From the overall competitors of Y Supermarket, that is to be a poten tial competitor  for Y 

Supermarket was Superindo Supermarket. Where among several competitors above that has several 

branches and sell or ganic was Superindo Supermarket. In add it ion, the Super indo also provides a 

comfor table atmosphere for  shopping to consumers, same as that applied by Y Super market. For this 

moment, competitor that sells a var iety o f organic products was Setiabudi supermarket. However, 

Setiabudi Supermarket has only one supermarket and has no  branches in other places. This makes 

the Setiabud i Supermarket not being potential competitor.

In  selling or ganic products, Y Supermarket was collaboration w ith several suppliers. Y Supermarket 

has collaboration w ith ± 19 suppliers of or gan ic products began from vegetables, r ice, meat, and 

eggs. Based on interviews conducted, said that Y Supermarket does not accep t organic products 

supplier just like that, the Y Supermarket should see how the quality o f the product is the main and 

legality o f the supplier company. Cooperation system applied between Y Supermarkets and suppliers 

are buy off and consignment. There is only one supplier  implemented  consignment on cooperation 

system. In cooperation systems of buy off, supermarkets usually take ± 30% margin  and in 

cooperation system o f consignment, super markets usually take mar gin of ± 15%.

? ?? 	? ? ? 	? ? ? ? ? 	? ? ? ? ? 	? ? ? ?? ? ? ? ? ? 	? ? ? ? ? 	? ? ? ? 	? 	? ? ? ? 	? 		?	
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The suppliers are no t easy to  conduct pr omotional programs for their  products in Y Supermarket 

because of its cooperation system that was bought off . Moreover, Y Supermarket alr eady has an 

annual program, so that the suppliers can not easily to en ter their  pr ogram. So  far, when Y 

Supermarket did discount for  organic products, suppliers are w illing to lower their selling pr ices to 

the supermarket, as long as it does not detr imental to supplier. Suppliers are w illing to lower the 

selling price approximately 10% of the selling pr ice depends on the type of promotion that w ill be 

done.

The government has also set rules for or gan ic products, where organ ic products are sold to 

consumers should use the o ff icial cert ification of government. Incr easing GDP in West Java and the 

number of women in  Bandung city at the most in  range 25-29 years old are being opportunity for  Y 

Supermarket to sell or ganic products mor e easily. Moreover, trend of people view the in formation 

th rough the internet and active in social med ia can be oppor tunit ies for Y Supermarket to increase 

people awareness thr ough internet or social media.

Supermar kets in  Bandung city were very numerous. However, that sell organic products in 

super markets is lit t le. Moreover  the pr ice o f organic products in supermarkets that sell or ganic 

products tend to be the same, this is because some organic product der ived from the same supp liers. 

Y Supermarket in  selling or ganic product st ill  super ior in market share than  the others because Y 

Supermarket has many branches. The competitors also have unequal size in amount of or ganic 

products. Recently, the or ganic industry growth in Bandung city is slow. So , it  can  be said that the 

in tensity of r ivalry among the competitors for or gan ic products is middle.

Capital required to build a supermar ket is large, mor eover  to build a supermarket requires a 

strategic and broad  place. While strategic location in  Bandung city was filled, except the investor is 

w illing to buy strategic areas in Bandung city w ith a high  pr ice. Per mission  to build a supermar ket is 

not easy and in addit ion government regu lation that states should have to set up supermarkets 

w ithin 0.5 km from the nearest tr adit ional market. To  create the brand new supermarket in Bandung 

city takes a long t ime to give confidence to consumers’ and compete w ith Y Supermarket, because Y 

Supermarket is a p ioneer of the retail business in Bandung city. Based  on  this, the threat of new 

entrants is low.

Substitu te pr oducts are pr oducts that look dif ferent bu t can satisfy the same needs as other 

products (Porter, 1998). If  seen from the side o f the supermarket that became a substitute product 

of or ganic products is conventional products. Based on observations in Y Supermarket, the average 

comparisons the number of or ganic products and conventional products are 70:30. So that if the 

organic product quality is not good  or  is too expensive then  consumers w ill sw itch  to  the 

conven tional products. It  can be concluded  that the threat o f substitute products for  or ganic 

products in supermarkets is high.

h) Bargaining Power  of Buyer

Bargaining power o f buyer for organic products in Bandung city is middle. Although  or ganic 

customers classif ied as customers w ith the economic condit ions midd le to upper , but or ganic 

customers r emained price-sensitive to organic products. If the price o f or gan ic products is too h igh 

then consumers w ill sw itch back to conventional products as a substitute product. But that weakens 

the power  of or ganic consumers here are the average or gan ic consumer  buy or ganic products in low 

volume. This is because the character  of the organic products is perishable, such as or ganic 

vegetables. Mor eover, organic buyer  switching costs are h igh because there is rarely a supermarket 

that sells or ganic. Even  if ther e are supermarkets that sell organic competitor, the possib ility is less 

product variety and  less affordable location.
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i) Bargaining Power  of Supplier

Supplier of organic products in  Bandung city is not as much  as the number of suppliers of non-or ganic 

products. However, bargaining power of suppliers of organic products is st ill low. This is because the 

super market is rarely rely on just one supplier  for  organic products, so that if one supplier  raising its 

product pr ice or lower ing quality then super market w ill move on  to another  supp lier  or order ing 

organic products from suppliers that provide lower cost and high quality.

j) Root Cause of the Problem

There ar e some deficiencies owned by Y Supermar ket in selling organic products. Y Supermarket in 

selling organic products do  no t know clearly who their  tar get market. The company has never 

conducted  resear ch on or gan ic consumers, so that they do not know how the or ganic consumer 

profile. By not knowing the clear targets for  organic products, it  can lead  to promotional act ivit ies of 

the company is currently less on tar get. The level of awareness is still low because researcher 

conducted  surveys at locations that sell or ganic products. Looking at situation the supermarket and 

promotional activity, this may cause some people still doub t and disagree stated  that or ganic 

products available in  supermar ket wher e they shop. Promotion is done for organic products only 

from DAISABU program and this discoun t program is only valid until 10 am. The Company does not 

use additional advert ising media to promote organic products. This can causes a lack of consumer 

awar eness o f organic products in the supermarket.

M oreover, lack of awareness of some people can  cause not all branches of the Y Supermar kets sell 

organic products, so that consumers ar e less aware of the existence of the or ganic products and 

assume that or ganic products are sold in large branches only. Condit ions disp lay organic products 

that ar e less regular ly also causes consumers do not r ealize that the product is organic products 

because almost all supermarket conducted sur vey, display or gan ic products are always mixed w ith 

conven tional products. Moreover, Y Super market does not provide store signage about or ganic 

products in the supermarket area. Lack o f physical evidence to  support organic products may cause a 

lack of consumer  awareness of the existence o f or gan ic products in supermarkets. There are some 

th ings that can reduce the inter est of consumers to buy organic products based on  the situations at 

the supermarket, the pr ice of organic products are more expensive 30% - 100% than  conventional 

products, not all organic products are sold have organic cert if icat ion, and lack o f in formation 

provided  by ser vice crew to consumer. From some situation it  can  be said that consumers who make 

pur chases of or ganic products w ill be less, this thing that causes the lack o f an increase in  sales of 

organic products in Y Supermarket.

Based on AIDA marketing model, the first thing a company should  do  is grab the attention  of 

consumers. Fur thermore the company o ffers that make consumers interested to  the product. After 

the consumers knows the benefits o f the product then finally the consumer  to take action against 

those products. Based on AIDA marketing model, although many consumers are aware of a product 

but only a small par t that take action. Therefor e, the purpose of the solut ions proposed by this 

research is:

Spread the information to po ten tial consumers

Increase awareness and inter est of consumers towards or gan ic products

Increasing sales of organic products

To get new customers

Provide education  to the consumer

One of the ways that can do to increase peop le awareness is by doing the effective and eff icient 

promotion. Effect ive promotion is promotion activit ies that appropr iate, appropriate on the target 

market of organic products. Eff icient promotion is a promotion  activity w ith min imum resources to 

ach ieve maximum results. Therefore, the f irst thing to do is to determine the target market of 

3. Business Solution

o

o

o

o

o
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organic products and makes posit ioning of Y Supermar ket in  order to  compete w ith  competitors and 

creating an image in the consumers mind. In addition , Y Super markets also  have to provide solu tions 

to  their  deficiencies, such as the improvement of product, pr ice, place, people and  physical evidence.

Region : Bandung City

Age : 35-54 years old

Gender : Female

M arital status : Marr ied and  had ch ildren

Income : Less than Rp5,000,000

Occupation : Housewife

Education : Undergraduate

Benefit : Health

Usage rate : Often

Personality : Care about others

Lifestyle : Healthy

Product

Offering organic products that have off icial cert ification from the LSO.

Creating private label for or ganic products.

Provide organic product mix

Place

The proposed solut ion for place is providing or gan ic products in every branch  o f Y Supermarket. The 

goal is to increase consumer awar eness of organic products contained in Y Supermarket and 

facilitate the consumers to  get organic products.

Promotion

Social media

Special event

In-store promotion

Provide store sign or shelf sign about or ganic around  a d isplay.

Promote organic products through  the information  desk.

Provide audio adver tising specifically for  organic products in  supermarkets.

Brochures

Special discoun t

Create program in organic product “ buying one or ganic product in Y Supermarket, i t means 

you donate Rp50,- for the green movement”

Peop le

Proposed so lut ions for  people in Y Supermarket that is provides short train ing and provide books 

abou t or gan ic in work room behind for fresh depar tmen ts so that all staff  departments fresh have 

information abou t organic products. The aim is increase knowledge all o f fr esh department staff 

abou t the or gan ic products.

Physical Evidence

The so lu tions that can be proposed  for the improvement o f the physical evidence were made 

standard  the organic product disp lay in area supermarkets. The objective is increase consumer 

awareness of organic products in  supermarkets and facilitates the consumers in search of organic 

products in supermarkets.

M arketing program that has been designed w ill be conducted over one year  ahead. Th is act ivity is 

planned to commence from Ju ly 2013 to  July 2014. The proposed  solutions w ill be execu ted by 

D.

E.

•

•

•

•

•

-

-

-

-

-

-

-

-

-

o

o

o

4. Implementat ion Plan
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distr ibution centre, project development depar tment, fresh department, pr omotion and adver tising 

department, customer relation/ operator , and building promo depar tment.
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Appendix 1

The Difference Pr ice of Organic and  Non-Organic Products in Y Supermarket

Appendix 2

Result of Mu lt ip le Linear Regressions

M odel Summary

M od

el

R

R 

Square

Adjusted 

R Square

Std. Error  

of the 

Estimate

Change Statist ics

R 

Square 

Change

F 

Change

d f

1

df2 Sid. F 

Change

1 .610(a) .372 .364 1.30536 .372 49.624 7 587 .000

Coeff icients

Vegetable

- Green  

spinach

- Kale

- Pakcoy

- Cur ly lettuce

250 

gram

250 

gram

250 

gram

250 

gram

Rp 5,600

Rp 5,600

Rp 5,600

Rp 7,950

Rp 3,930

Rp 3,160

Rp 2,810

Rp 4,375

Rp 1,670

Rp 2,440

Rp 2,790

Rp 3,575

42.5%

77.2%

99.2%

81.7%

M eat

- Chicken

- Kampong 

Chicken

1 kg

1 kg

Rp 43,850

Rp 56,500

Rp 29,400

Rp 41,000

Rp 

14,400

Rp 

15,500

48.9%

37.8%

Rice

     - White r ice

     - Red  r ice

5 kg

2,5 kg

Rp 71,500

Rp 45,150

Rp 57,300

Rp 30,975

Rp 

14,200

Rp 

14,175

24.7%

45.7%

Eggs

- Egg

- Quail egg

8 pieces

25 

pieces

Rp 23,500

Rp 13,250

Rp 14.250

Rp 8,850

Rp 9,250

Rp 4,400

64.9%

49.7%

Model

Unstandard ized Coefficients Standardized Coefficients

t Sig.B Std. Error Beta

1      (Constant) -.285 .649 -.439 .661

X1 .084 .025 .116 3.353 .001

X2 .017 .015 .043 1.174 .241

X3 .038 .027 .054 1.406 .150

X4 .130 .030 .205 4.264 .000

X5 .112 .035 .160 3.238 .001

X7 .061 .020 .124 3.059 .002

X8 .070 .016 .191 4.411 .000

Kinds of Product Weight Price 

Organic

Price Non-

Organic

Differenc

e

Percentag

e
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