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Abstract 
 

The purpose of the study was conducted to determine the effect of product attributes of organic food 

plants as healthier food plants, and inconvenience to motivate consumption shifts through attitudes 
towards shifting non-organic food crop products to organic food crops. The research method uses 

Structural Equation Modeling (SEM) with testing using AMOS, the research sample of 250 people 

with a proportional random sampling method. The results of the study, Product attribute, and 
inconvenience have a positive and significant effect on motivation to shift consumption, while 

inconvenience has a negative effect. The motivation of elaborating information strengthens the effect 

of product attributes on attitudes towards product transition of non-organic food plants to organic 

food plants. In contrast, to the influence of inconvenience, the effect of moderation is not significant. 
The motivation of elaborating information strengthens the effect of attitudes towards product 

transition to the motivation for shifting consumption of non-organic food plants to organic food 

plants. 
Keywords: Economic Behavior, Product attribute, Inconvenience, Attitudes Towards Product 

Transition, Motivation. 

 

INTRODUCTION 
Organic food plants are "back to nature" food products and are considered new compared to 

non-organic ones, so they are relatively unknown by the community. This will motivate people to 

search for information related to the characteristics, benefits, and how to obtain organic food plants, 
which will affect attitudes and motivation to consume them. Organic farming is one of the 

environmentally friendly technologies. Organic farming is understood as a crop production system 

based on biological nutrient recycling (Sutanto, 2002). The development of organic agriculture in 
Indonesia began in the early 1980s, which was marked by an increase in the area of organic 

agricultural land, and the number of Indonesian organic producers from year to year. Based on 

Indonesian Organic Agriculture Statistics data published by the Indonesian Organic Alliance in 2017, 

it is known that the total area of organic agriculture in Indonesia in 2017 is 231,687.11 Ha. The total 
area includes certified land area, which is 97,351.60 Ha (42.00% of the total area of organic 

agriculture in Indonesia) and the area of land that is still in the process of certification (pilot project), 

which is 132,764.85 ha (57.00 % of the total area of organic agriculture in Indonesia). 
Horticulture is part of the agricultural sector consisting of vegetables, fruits, ornamental plants. 

Horticultural commodities, especially vegetables, play an important role in meeting human food 

needs. Generally, the lowland vegetable production sources are fewer in number because so far, the 
potential of lowland as a growing medium has not been much cultivated. Hence, it is more confident 

about the potential of upland vegetables as a source of vegetable production in meeting market 

demand (Nazaruddin, 2003). Organic vegetable plants are not only healthy for the body but also 

efficient in curing diseases. The body's immunity will increase and be free of toxic substances by 
consuming vegetables free from chemical pesticides. 

The phenomenon of the low proportion of people who have the motivation to shift consumption 

from non-organic plants to consumption of organic plants, one of which is due to higher prices on 
organic food plants and scarce availability (Magnusson, 2012; Vindigni et al., 2012; Tarkianen & 

Sundqvist, 2005; Chen, 2009). High price differences (Zanoli R & Naspe S, 2002; Chinnici et al., 

2002) and limited availability (Chinnici et al., 2002) are consumers' inconvenience to shift to organic 

food crops because to obtain these alternative products requires additional effort and costs (Anton et 
al., 2007). The higher people's perception of Inconvenience differences in product search, the lower 
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the positive attitude to motivate the shift in consumption of non-organic plants to organic food plants, 

conversely the lower the people's perception of Inconvenience differences in search, the higher the 
positive attitude towards product shifting. 

The availability of information about the superiority of the attributes of non-organic plant 

products compared to organic plant products in the community, still needs to be questioned to what 

extent that information exists. The higher the community's understanding of the superior attributes of 
organic food crop products, the higher the positive attitude to shift from non-organic crops to organic 

food plants; conversely the lower the consumer's understanding of the superior attributes of organic 

food crop products, the lower the positive attitude to shift to organic food crops (Rimal & Fletcher, 
2010; Thapa, 2012; Awogbem, et al, 2012).Associated with public perceptions about differences in 

product attributes, that it affects people's motivation to shift their consumption of these products. 

Theoretically, in addition to influencing through the attitude of product shifts, it also directly affects 
the motivation for shifting consumption. Associated with differences in inconvenience, the 

phenomenon that can be explained is that, in addition to influencing the attitude of product shifts, it 

directly affects the motivation for shifting consumption.  

The condition that can be described is that if there is a high motivation to elaborate information, 
it will increase public involvement in understanding and evaluating product attributes. It will affect 

the relationship of product attributes on attitudes towards shifting consumption of non-organic plants 

to organic food plants (Maoz & Tybout, 2002; Chiu & Chiu, 2012). 
Inconvenience related to the uncompetitive price of organic plant products and scarce 

availability also gives low motivation to elaborate information. Thus, it needs to be investigated to 

what extent this motivation is in the community. Theoretically, it can be described that if the 
motivation to elaborate information is high, it will increase consumer involvement in understanding 

and evaluating inconvenience in obtaining products, so that it will affect the relationship of 

inconvenience in obtaining products towards shifting attitudes of consumption of organic food crops 

(Maoz & Tybout, 2002; Chiu & Chiu, 2012). Opportunities for shifting community consumption from 
non-organic food plants to organic food plants in the future can be indicated by observing changes in 

community preferences for both types of food crops in the present (Sukartawi, 2008).  

Associated with some understanding of the effect of changes in economic behavior on organic 
food consumption in Situbondo, this study was conducted to determine the effect of product attributes 

of organic food plants as healthier food plants, and inconvenience on motivation to shift consumption 

through attitudes towards shifting non-food crop products organic to organic food plants, the 

influence of moderation motivation to elaborate information on the effect of product attributes and the 
effect of inconvenience on the attitude of shifting non-organic food crop products to organic food 

plants, and the effect of motivation to elaborate information on the effect of shifting attitude of 

products on the motivation of shifting consumption of non-food crops organic to organic food plants. 
  

LITERATURE REVIEW 

Relationship of Product Attribute Toward Attitudes Towards Product Transition 
The study of the consumption shift motivation model reveals the relationship between product 

attributes, inconvenience, motivation to elaborate information, consumption shift attitudes and 

consumption shift motivation, with the basic assumption that (1) the community in the consumption 

shift motivation process acts rationally so that the process of shifting through the cognitive component 
is the product attribute and Inconvenience (Thapa, 2012), (2) plant products are routine needs that are 

functional, the community considers the functions and benefits in deciding the purchase as an effort to 

avoid health risks (Baskaran & Hardley, 2002). 
According to Kotler & Armstrong (2009), what is meant by product attribute is the 

development of a product that involves a description of the benefits for the product to be offered. 

Meanwhile, according to Mowen & Minor (1997), product attributes are characteristics or features 
that may or may not be owned by the object. The object in question can be in the form of products, 

people, companies, and everything where a person has trust and attitude. The credential attribute is a 

dimension that cannot be found before or shortly after consuming a product, including the health 

benefits of natural products, environmentally friendly, exclusive value, and the production process. 
The higher people's perception of differences in product attributes, the higher the positive 

attitude to shift from non-organic plants to organic food plants, conversely the lower the consumer's 
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perception of differences in attributes, the lower the positive attitude to shift to organic food crops 

(Rimal & Fletcher, 2010; Thapa, 2012; Awogbem et al., 2012). Regarding public perceptions about 
differences in product attributes, the phenomenon of lack of information about organic plant products 

is expected to influence people's motivation to shift their consumption to these products. (Rawia et al., 

2019). 

Product attributes can be divided into tangible and intangible products. Tangible attributes can 
be features (features, design, style), while intangible attributes can be quality (durability, reliability, 

accuracy, and ease of operation), and support services (Kotler & Armstrong, 2009). Furthermore, the 

quality of products can be divided into three attributes: search, experience, and credentials (Grunert, 
2002). The proposition put forward to explain the relationship between product attributes and 

motivation for consumption shifts is based on phenomena that tend to have positive relationship 

patterns, namely, the higher the consumer's perception of differences in product attributes, the higher 
the motivation for shifting consumption. Theoretically, in addition to influencing through the attitude 

of product switching, it directly also affects the motivation for shifting consumption. (Herr et al., 

1991; Rimal & Fletcher, 2010; Thapa, 2012; Awogbemi et al., 2012). 

In the context of the transition of non-organic plant products to organic plants, the concepts 
applied are more likely to be on the concept of experience and intangible attributes, especially on the 

concepts of experience and intelligence attributes. This is following the nature of organic plant 

products as part of functional plants as healthy plants can be felt after consuming it in the long term, 
while in the short term, it can only be distinguished when consuming it (Soekartawi, 2013). 

Consumption of organic plants develops because of the perception that organic plants are 

healthier plants and more environmentally friendly (Wandel & Bugge, 1987; Ozcelik & Ucer, 2008), 
even consumers believe that organic plants are safer (safety food) compared to non-organic plants as 

seen from the quality of his health. Consumption of organic plants develops because of the perception 

that organic plants are healthier and more environmentally friendly plants, more extended durability 

(long-lasting), better taste (Wandel & Bugge, 1997), free of pesticides/chemicals (Swanson & Lewis, 
1993; Lea & Worsley, 2005), and higher levels of safety (safety food) (Vindigni et al., 2002; Ozcelik 

& Ucer, 2008). 

It can be concluded that what is meant by product attribute is a characteristic that distinguishes 
one product from another that encourages consumers to have trust and attitude towards the product 

concerned. 

Hypothesis 1: Relationship between Product attributes and Attitudes towards product transition. 

 

Relationship of Inconvenience Toward Motivation for Shifting Consumers 

Inconvenience refers to all the issues that cause consumers to obtain the desired product that 

needs additional effort so that it affects their decision to shift consumption motives (Grace & O'Cass, 
2011). For products, in the form of Inconvenience goods can be difficult to find, high prices (Zanoli & 

Naspetti, 2002; Chinnici et al., 2002), low availability (Kalafatis et al., 2009; Vindigni et al., 2002; 

Tarlanen & Sundqvist, 2005; Chen, 2009) and the lack of alternative options (Chinnici et al., 2002) as 
well as cost shifts (Anton et al., 2007). High prices and low availability tend to make the motive cost 

of consumption shifts high. If the shift is high is a barrier to the motive for shifting consumption from 

one product to another (Wathne et al., 2011); conversely, if the shifting cost is low, it will further 

motivate consumers to shift consumption motives to other products (Anton et al., 2007).
 
The phenomenon of the low proportion of people who have the motivation to shift consumption 

from non-organic plants to consumption of organic plants, one of which is due to higher prices on 

organic food plants and scarce availability (Magnusson, 2012; Vindigni et al., 2012; Tarlanen & 
Sundqvist, 2005; Chen, 2009). High price differences (Zanoli R & Naspe S, 2002; Chinnici et al., 

2002) and limited availability (Chinnici et al., 2002) are consumers' inconvenience to shift to organic 

food crops because to obtain these alternative products requires additional effort and costs (Anton et 
al., 2007). 

There is a phenomenon of motivation to shift consumption, considering whether or not there is 

an additional effort to obtain a product. The additional effort to obtain alternative products is 

Inconvenience (Zanoli & Naspetti, 2002; Chinnici et al., 2002). However, if the additional effort to 
obtain the product is judged not to be much different, consumers tend to be motivated to make a shift 

in consumption (Grace & O'cass, 2011; Gerrard & Cunningham, 2004). 
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The proposition put forward to explain the relationship of inconvenience with the motive of 

shifting consumption is based on the phenomenon that tends to the negative relationship pattern, 
namely the higher consumer perception of Inconvenience differences in product search, the lower the 

positive attitude for the shifting motive of consumption to organic food plants (Chaminda, 2017). 

The results of empirical research and phenomena in today's society, it can be synthesized that to 

obtain and consume organic food plants is very likely influenced by product attributes (less 
competitive prices and low availability). The higher people's perception of Inconvenience differences 

in product search, the higher the positive attitude to motivate the shift in consumption of non-organic 

plants to organic food plants, conversely the lower the people's perception of Inconvenience 
differences in search, the lower the positive attitude towards product switching. 

Hypothesis 2: Relationship of Inconvenience with Motivation for shifting consumers. 

 

The Relationship between Attitudes towards Product Transition to Motivation for Shifting 

Consumers 

Weigel (2013) states that attitude is an action-oriented, evaluative, knowledge-based, and 

relatively consistent perception of an individual concerning an object. According to Schiffman and 
Kanuk (2007). Attitude is the tendency to behave in a consistently good or bad manner regarding an 

object. 

A significant predictor of consumer behavior patterns in purchasing organic food crops is an 
attitude that shows a positive relationship with the purchase of organic food plants (Sabha & Mesina, 

2003; Thogersen, 2007; Tarlanen & Sundqvist, 2005; Chen, 2009), but the facts show that increased 

plant consumption organic food the proportion is still low. 
Even though attitude is a consistent belief about an object, it does not mean that attitude cannot 

change. The strategy to change consumer attitudes can be done among others by (1) changing the 

evaluation relative to attributes, including by offering products with different and important attributes 

(2) changing brand confidence, one of which is to claim the company's brand has advantages; (3) add 
attributes; (4) changing attitudes as a whole, among others by changing directly to the brand; and (5) 

changing beliefs about competing brands, where producers bring out comparative advertising of their 

products, by comparing products produced with competing products (Cacioppo, Petty, & Crites, 
2014). 

In the context of product switching, previous studies have shown inconsistent relations between 

attitudes and motives, some of the results of previous studies show that switching attitudes positively 

influence the motivation for shifting consumption (Bansal et alWen, 2010; Chen and Chmotivation 
ao, 2011; Thapa, 2012) However, in some instances the relationship between attitude and intention 

can also not affect (Kalafatis et al., 2009; Vermeir & Verbeke, 2006).
 

It can be synthesized that the motivation for shifting consumption is influenced by one's attitude 
towards the possibility of product switching. The higher people's perception of differences in product 

attributes, the higher the positive attitude to switch products from non-organic plants to organic food 

plants, conversely the lower the people's perception of product attributes, the lower the positive 
attitude towards product switching. The inconsistency of the results of previous studies provides an 

opportunity to reinforce the nature of the product attribute relationship to the product switching 

attitude. 

Hypothesis 3: Relationship between Attitudes towards product transition with motivation for shifting 
consumers. 

 

Relationship between Product Attribute, Inconvenience, Attitudes Towards Product Transition 

with Motivation for Shifting Consumers Moderated Motivation to Elaborate Information  

The Likely Elaboration Model (ELM) when consumers have the ability and motivation to deal 

with information, the opportunity for expansion will be higher (Petty et al., 2004). The expansion of 
information allows information to be appropriately elaborated so that the advantages of alternative 

product attributes can be well understood so that it can be expected to strengthen consumers' positive 

attitude towards a product. 

Previous studies related to the acquisition of organic plants are not easy and need additional 
effort due to various constraints such as prices that tend to be premium, low availability (Zanoli & 

Naspetti, 2002; Chinnici et al., 2002) and few choices (Chinnici et al., 2002 ), as well as high 
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consumption shift costs (Anton et al., 2007). However, intending to stay healthy and protect the 

environment, many consumers consume organic plants (Wandel & Bugge, 2007). 
Lee et al. (2012) stated the need for alternative product marketers (substitutions) to provide 

broader information about the products offered, in order to motivate consumers to elaborate that 

information. To be able to grow the motivation to shift consumption or not, consumers will search for 

information regarding available products that are needed, including in determining the products that 
they want to consume. 

Swanson and Levis, 2003; Lea & Worsley, 2005; Ozcelik & Ucer, 2008) states that these 

conditions indicate entrepreneurs in this industry must be able to provide confidence and motivate 
consumers to elaborate information that obtaining organic plants does not require additional effort. 

Plants not only become fulfilling hunger, but also to meet the needs of nutritional balance, taste, and 

also maintain health (Sabha & Mesina, 2003; Thogersen, 2007; Tarlanen & Sundqvist, 2005; Chen, 
2009), even lifestyle (Chen, 2009). 

The synthesis proposed is that if consumer motivation elaborates high information, it will 

increase its efforts in understanding and evaluating product attributes to strengthen the product 

attribute relationship to product switching attitudes and motivation for consumption shifts. Vice versa, 
if the motivation of consumers to elaborate on that information is low, it will weaken the effect of 

product switching attitudes on the motivation to shift consumption. Information elaboration 

motivation is positioned as a quasi intervening (moderator variable), meaning that this variable does 
not directly affect endogenous variables, but can weaken or strengthen the influence of intervening 

variables and the influence of both exogenous variables. 

High motivation in elaborating information enables a better understanding of product 
characteristics so that it affects its evaluation of the product (Maoz & Tybout, 2002), which in turn 

will influence consumers' attitudes towards shifting consumption to alternative products offered. 

Previous studies related to the effect of product switching attitudes on the purchase motivation of 

organic plants showed a consistently positive relationship (Sabha & Mesina, 2003; Thogersen, 2007; 
Chen, 2009). 

In the context of goods, the motive for shifting consumption occurs due to the encouragement 

of several variables, including attitude switching, subjective norms, behavioral control (Wen, 2010; 
Chen & Chao, 2011; Thapa, 2012). Subjective norms include inconvenience to obtain the desired 

product. 

Theoretical explanations and the results of previous studies indicate that the relationship 

between product switching attitudes and motivation for shifting consumption to organic plants shows 
a positive relationship. The synthesis proposed to explain the relationship between product switching 

attitudes and motivation for consumption shifts is based on phenomena that tend to have positive 

relationship patterns. The higher the positive consumer attitudes for shifting consumption patterns, the 
higher the motive for shifting consumption to organic crops. The consumption shift in this dissertation 

can be likened to the context of goods; then, it can be analogous that the attitude of the possible 

attitude of product transition into a variable that mediates motivation for consumption shifts. 
Behavioral control, in this study, is part of the product switching attitude, so it is not a separate and 

independent variable. 

Hypothesis 4: Relationship between Product attribute, Inconvenience, Attitudes towards product 

transition with motivation for shifting consumers Moderated motivation to elaborate information. 

 

METHODS 

The study was conducted with an explanatory research approach and confirmatory research 
aimed at establishing relationships between one variable and another to analyze the relationships 

between one variable and another or how a variable affects other variables (Umar, 2002 ). This 

preliminary study carried out with a focused group discussion (FGD) technique element from the 
Situbondo Regency Government. The use of FGD techniques allows researchers to obtain broader and 

in-depth information from participant interactions with a particular topic to understand the 

participants' behavior or way of thinking (Krueger, 2002). The number of research samples as many 

as 250 people with sampling criteria based on the proportion of the population in each district in 
Situbondo, which amounted to 17 Districts from various layers of income, occupation, gender, 

ethnicity, and age. Data collection procedures using a questionnaire with the method of collection and 
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sampling using proportional random sampling (Arikunto, 2013). This research uses Structural 

Equation Modeling (SEM) (Wijanto, 2008) while developing and testing AMOS statistics hypotheses. 
Research analysis techniques using confirmatory factor analysis and regression weight approach, 

while the construct in this study uses exogenous, endogenous, intervening, and construct moderation.  

 

RESULTS AND DISCUSSION 

Research Result 

Structural Equation Modeling Analysis (SEM) 

SEM analysis in this study consisted of exogenous variables: product attribute (AT) and 
Inconvenience (KNKN), intervening variables: attitudes towards product transition (SKSK), 

endogenous variables: consumption shift motivation (NINI) and moderator variables Motivation to 

Elaborate Information (ML). 

 
Figure 1. SEM Test Results 

Source: AMOS Results Printout 

 

1) The goodness of Fit Test 

The goodness of fit (GOF) test results in the study revealed that from the eight criteria used to 
assess whether a model is feasible or not, most of it had been fulfilled. Thus, the model is acceptable, 

and there is a model fit with the data. 

 

2) Causality Test 

The next step is to test the causality of the hypothesis developed in the model. Testing the path 

coefficients is presented in Table 1. 

Table 1. Causality Test Results 

Variable Coefficient SESE
 CR Description 

AT  SK 1,346 0,581 2,316 Significant 

AT  NI 0,916 0,419 2,186 Significant 

KN  SK -0,840 0,413 -2,034 Significant 

KN  NINI -1,128 0,532 -2,120 Significant 

SK  NI 0,544 0,169 3,218 Significant 

ATml  SK 0,135 0,062 2,177 Significant 

KNml  SK -0,100 0,166 -0,601 Not Significant 

ATml  NI 0,146 0,070 2,086 Significant 

KNml  NINI -0,281 0,177 -1,583 Not Significant 

SKml  NI 0,196 0,080 2,455 Significant 

 

Discussion 

Effect of Product Attributes to Attitudes Towards Product Transition 

The effect of the Product attribute on the Attitudes towards the product transition is 
significantly positive. Product attributes of organic food plants, which by most respondents were 

declared better than non-organic food plants in terms of being more resistant to freshness, free of 

pesticides, and better nutrition content, will change attitudes towards the product transition for the 
better. Most respondents have attitudes towards product transition, which are also good; especially in 

terms of obtaining nutrients from organic food plants, the importance of consuming organic food 

plants for health and consuming organic food is a characteristic of modern society. Respondents' 
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perceptions of important indicators of these two variables have good suitability and lead to a pattern 

of significant positive influence relations. 
This finding supports the results of research by (Rimal & Fletcher 2010; Thapa 2012; 

Awogbem et al. 2012). Research by Cacioppo, Petty, & Crites, 2014 also shows that improvements to 

product attributes can be widely and sustainably informed to the public so that the public knows and 

can make comparisons with competitors' products. This will generate motivation more wisely in 
attitudes towards product transition. 

The theory of congruity illustrates the influence between two types of products, where the 

strengths of each other can affect each other's consumer perceptions. The Fishbein model, which is a 
combination of object beliefs, is related to the attributes and intensity of these beliefs, which is then 

modified by adding the allegation that attitudes toward subjective behavior and norms influence 

behavior. The attitude that is formed is usually obtained from knowledge in the form of personal 
experience (Blackwell, Iniard & Angel, 2010). 

The attitude change strategy can be used for products with high involvement and products with 

low involvement. Efforts to direct the audience to products with low participation are pursued by 

transforming the situation toward high consumer involvement. As stated by Rest & Zahorik (2013), 
the strategy of changing consumer attitudes towards product switching can be carried out using 

persuasive communication channels that follow a sufficient communication process flow. 

Producers/growers of organic food plants must be able to identify, analyze, and optimize the use of 
factors that can influence and can cause changes in attitudes of the recipient of the message or 

consumers. 

Information relating to tangible attributes of products (such as organic food plant features such 
as appearance, freshness, distinctive odor); and intangibles (such as durability, reliability, accuracy in 

fulfilling requests, and the ease of being processed into ready-to-consume food) must indeed be kept 

intensively informed to the public, so that consciously or unconsciously so that information is inherent 

in the subconscious, and this results in a positive attitude towards product switching (Kotler & 
Armstrong, 2009). 

Furthermore, product quality can be divided into three attributes, namely the attributes of 

search, experience, and credentials (Grunert, 2002). The credential attribute is a dimension that cannot 
be found before or shortly after consuming a product, including the health benefits of natural 

products, environmentally friendly, exclusive value, and the production process. 

In the context of the transition of non-organic plant products to organic plants, the concepts 

applied are more likely to be on the concept of experience and intangible attributes, especially on the 
concepts of experience and intelligence attributes. 

 

Effect of Inconvenience on Attitudes Towards Product Transition 
The effect of Inconvenience on Attitudes towards product transition is significantly negative. 

Most respondents felt inconvenience in obtaining organic food plants for consumption, especially the 

level of difficulty in obtaining, limited supply, uncompetitive prices, and limited alternative product 
choices. Organic food products have not been well distributed in traditional markets, except for a few 

modern supermarkets. These things cause attitudes towards product transition to be negative. 

Someone will consider that there is no need to switch products because the Inconvenience factors are 

quite high. 
This finding supports Keaveney's (2009) research, relating to the limited choices of products; 

product constraints are difficult to find, high prices (Zanoli & Naspetti, 2002, and Chinnici et al., 

2002). Low availability in the market (Kalafatis et al., 2009: Magnusson et al., 2012; Vindigni et al., 
2002; Tarlanen & Sundqvist, 2005; Chen, 2009), and few choices (Chinnici et al., 2002) and 

transition costs (Anton et al., 2007). Even though attitude is a consistent belief about an object, it does 

not mean that attitude cannot change. Changes in attitudes towards the product transition could be due 
to the lack of information about the superiority of organic food plants. 

The strategy to change consumers' attitudes towards product switching, as suggested by The 

strategy to change consumer attitudes towards product switching, as suggested by Cacioppo, Petty, & 

Crites (2014), can be done among others by: (1) changing the evaluation relative to product attributes, 
for example by offering organic food products through the superiority of the importance ; (2) 

changing brand confidence through labeling organic food crop products; (3) adding attributes of 
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organic food products, for example by favoring more attractive product sizes (product sizes often 

attract consumers, for example: fruits larger than normal are always considered fruits from Bangkok), 
and (4) changing beliefs about competing brands, where manufacturers bring out comparative 

advertising of their products, through comparison of products produced with competing products. 

 

Effect of Attitudes on Product Transition to Consumption Shift Motivation 
The influence of attitudes on product switching to motivation for consumption shifts is 

positive and significant. That is, if the attitude towards product switching can be pursued positively, 

then the motivation for shifting consumption can increase. Nowadays people are increasingly 
interested in foods labeled organic. In fact, not only food today, anything that is labeled organic is 

always selling well and looking for people in the market; for example: organic rice, organic fruit and 

vegetables, organic cosmetics, organic shampoo and even organic bags and clothing are hunted and a 
trend in society (Nursiyono; 2019). 

The motivation for shifting consumption in the community can be categorized as 'quite good', 

this is indicated by the desire, ability and conviction to shift consumption to organic food crops. 

Doubts about shifting consumption to organic food crops can be considered small. Attitudes towards 
product switching among the community can be categorized as 'very positive', indicated by the 

importance of the decision to obtain good nutritious food crops, good for health, and the assumption 

that consuming organic food plants is a characteristic of modern society. The motivation for shifting 
consumption and attitudes towards product switching have similar tendencies, so the relationship 

between the two is positive and significant. 

This finding supports the results of research and theory developed by Wandel & Bugge 
(2007), Sabha & Mesina (2003); Thogersen (2007); Tarlanen & Sundqvist (2005); Chen (2009), even 

lifestyle (Chen, 2009); but does not support the results of research Kalafatis et al (2009), and Vermeir 

& Verbeke (2006). In a more educated society, the view that as a modern society, consuming organic 

food plants is something that should be done. Health needs to be maintained by the consumption of 
healthy food products, free of chemical pesticides. A small number of people understand that with the 

increasingly narrow agricultural land for various reasons, the development of agriculture with organic 

cystic needs to be encouraged immediately. Thus, the community should prepare themselves to accept 
the idea of switching products for consumption to organic food crops. 

 

Effects of Moderation Motivation on Elaborating Information. 

Motivation to elaborate information reinforces the effect of product attributes on attitudes 
towards product transitions. This can be explained as follows: with high motivation to elaborate 

information, it has inadvertently increased positive attitudes towards product switching. This 

explanation is consistent with the explanation of Cacioppo, Petty, & Crites (2014). The information 
sought is not just about the product attributes of organic plants, but also about competitors' products, 

production processes, product quality, and market.
 

Motivation to elaborate information does not significantly influence its moderation to the 
influence of inconvenience. That is, inconvenience is a condition that the community feels is not easy 

to subside because of the motivation to elaborate information. Because the level of public education is 

also a strong enough obstacle in elaborating that information. Someone who knows the information, 

sometimes his rationality remains illogical given his level of education, level of confidence in old 
products, or even economic conditions. Things like this cause the effect of moderation of information 

elaboration on the attitude of the product transition that can not be explained. This finding has never 

been stated by the empirical studies that are referred to in this study. 
Adequate sample size (250 respondents) has produced a base structural model and interactive 

structural model with fairly good suitability, but it is certainly not perfect in explaining the pattern of 

causal-effect relationships between variables (given the model's suitability index, especially two is 
still categorized as marginal). This could be due to the selection of respondents with proportional 

random sampling, which can lead to bias caused by the level of education and economic conditions of 

the household. To further refine subsequent research, it is also necessary to be limited purposively, for 

example, at least elementary school graduates, household decision-makers, and household income 
strata. With purposive development, it is expected that the interaction model is not just one model, but 

several models based on the strata of respondents. 

Digital Repository Universitas Jember

http://repository.unej.ac.id/
http://repository.unej.ac.id/


International Journal of Advanced Science and Technology 

Vol. 29, No. 7, (2020), pp. 5372-5382 

 

5380 ISSN: 2005-4238 IJAST  

Copyright ⓒ 2020 SERSC 

 

To develop the organic food industry, there needs to be a high level of concern for all levels of 

society (both producers and consumers, as well as stakeholders and policymakers in the regions). The 
problem of shifting consumption is not merely a household problem. 

Producers must make effective strategies to disseminate information about the production 

process, product quality, and prices of organic food crops; so that more people have the right 

information. Local governments should make licensing and other supporting facilities easy for 
investors engaged in the organic food crop industry. A more detailed description of organic food 

crops can be inserted in health, agriculture, environment, and economics education at any school and 

college. The importance of emphasizing the emergence of insights and ideas in the community for a 
healthier life by consuming healthy organic food plants. 

 

CONCLUSION  
Based on data analysis and discussion of the influence of exogenous variables on endogenous 

variables intervening variables and moderation variables the effect of changes in economic behavior 

on organic food consumption in Situbondo Regency, several conclusions can be drawn as follows: 

1) Product attribute and inconvenience have a significant effect on the motivation to shift 
consumption directly and indirectly through attitudes towards product transition from non-organic 

food plants to organic food plants. Product attribute has a positive effect, while inconvenience has 

a negative effect. 
2) Motivation to elaborate information strengthens the effect of product attributes on attitudes 

towards product transition of non-organic food plants to organic food plants. In contrast, the effect 

of moderation cannot be explained by the influence of inconvenience, given the insignificance.
 
3) Motivation to elaborate information reinforces the influence of attitudes towards product 

transition to the motivation for shifting consumption of non-organic food plants to organic food 

plants. 

To local stakeholders, it is time for the organic food crop industry to be taken seriously, bearing 
in mind that the community is indicated to be willing and able to shift consumption to organic food 

crops. A product stratification policy must be made through appraisal institutions such as Sucofindo, 

or other institutions that have competence in this regard—involving banks to support capital for 
producers and farmers—conducting integrated and sustainable counseling related to organic 

cultivation techniques. Access marketing networks at the regional, regional, and national levels so that 

the market expands, empowering groups of organic food crop farmers.
 

To the community (farmers and consumers), increase efforts to find information relating to 
organic food crops, product attributes, cultivation techniques, and production processes. Encourage 

his family to shift their consumption to organic food crops. They are actively looking for networks 

and marketing areas. 
To other researchers, other researchers who will research similar topics can consider the 

limitations of research so that they can research with better methods and results. Other researchers can 

try to modify the SEM model, while still considering the results of this study and the latest theoretical 
basis.  
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