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ABSTRACT
The production and consumption of organic rice in Indonesia continue to increase along with the growing

public awareness of the importance of healthy eating habits and environmental conservation efforts. Consumers in
Central Java and Yogyakarta increasingly favor organic rice, prioritizing health and product quality. This has led to
increased demand and can alsomotivate farmers to increase organic rice production tomeet the ever‑growingmar‑
ket needs. This study analyzes the market dynamics and consumer preferences for organic rice in Central Java and
Yogyakarta. The research employed a quantitative descriptive approach, utilizing the 4P marketing mix (product,
price, place, promotion) and a Likert scale tomeasure consumer preferences. Samplingwas conducted through pro‑
portional stratiϐied randomsampling from ϐive regencies, with 310 respondents. The results show that promotion is
the most signiϐicant factor inϐluencing consumer purchasing decisions, with a relative importance of 30.289%. The
primary factors driving consumer preferences for organic rice are health beneϐits and product quality. Although
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organic rice is priced higher than conventional rice, consumers tend to choose it due to its health and sustainability
beneϐits. However, uneven distribution of organic rice and price ϐluctuations caused by high production costs and
climate factors posemajor challenges. The study suggestsmore intensive promotional strategies, improvedmarket
accessibility, and subsidy policies to support farmers’ production costs. By understanding market dynamics and
consumer preferences, this research provides critical insights for stakeholders to designmore effective policies and
marketing strategies while supporting sustainable agriculture in Indonesia.
Keywords: Organic Rice; Consumer Preferences; Market Dynamics; Price Fluctuation; Price Setting

1. Introduction
The growing awareness of the importance of health

and environmental sustainability has made organic rice
one of the increasingly popular commodities in the
global market [1, 2]. One of the objectives of organic rice
cultivation is to reduce synthetic chemicals and enhance
biodiversity and soil quality [3, 4]. Rice, or organic rice,
has become a key focus in the development of organic
agriculture, as 90 percent of Indonesia’s population con‑
sumes rice as a staple food, making it necessary to ex‑
pand production to meet public demand [5]. Based on
data from the Indonesian Organic Alliance (2017), or‑
ganic rice production in Indonesia increased from 7,996
tons in 2012 to 12,276 tons in 2015. The increasing
trend of organic rice consumption is evidenced by mar‑
ket research conducted by the Indonesian Organic Al‑
liance (2017) in several cities on the island of Java. This
research shows that public awareness of consuming or‑
ganic rice has increased annually, driven by health rea‑
sons, environmental concerns, and trends.

Organic rice is oneof the foodproducts increasingly
favored by consumers in Indonesia, including Central
Java and Yogyakarta. This rice is produced using organic
farming methods that avoid synthetic chemicals such
as pesticides or chemical fertilizers [6]. Organic farm‑
ing also adheres to sustainability principles that main‑
tain ecosystem balance and soil fertility [7, 8]. These con‑
ditions make organic rice a preferred choice for con‑
sumers who care about health, food safety, and the en‑
vironment [9]. In some cases of consumer preference for
organic rice, consumers tend to pay attention to several
aspects, such as a more natural taste, softer texture, and
distinctive aroma [10, 11]. In addition to quality prefer‑
ences, consumers may also consider price preferences,

such as looking for lower‑priced yet high‑quality prod‑
ucts [12, 13]. In market dynamics, price plays an impor‑
tant role in the marketing of organic rice, as price ϐluc‑
tuations can affect the maximum selling price of organic
rice [14]. Moreover, higher production costs, especially in
land management and organic crop maintenance, signif‑
icantly inϐluence the pricing of organic rice [15, 16].

Amid the increasing demand for organic rice prod‑
ucts in Indonesia, the level of consumer adoption in
Central Java and Yogyakarta is still facing several chal‑
lenges. The growing awareness of healthbeneϐits anden‑
vironmental sustainability has encouraged consumers
to switch to organic rice products. However, several
factors hinder consumers from choosing organic rice as
their primary option, such as a lack of promotional reach,
low product quality, and the perception that prices are
higher and not aligned with conventional rice, which re‑
duces consumer interest in switching to organic rice. Ad‑
ditionally, the distribution network for organic rice is
not evenly spread across the region, limiting its acces‑
sibility to certain areas. This can create an access gap
between consumers living in urban and rural areas. The
low level of promotion and education regarding the ad‑
vantages of organic ricemeans thatmany consumers are
not fully aware of its beneϐits. Furthermore, the con‑
sumption of organic rice is still hampered by signiϐicant
price ϐluctuations, which are inϐluenced by factors such
as climate change affecting production in the region.

The marketing of organic rice in Central Java and
Yogyakarta faces signiϐicant challenges that impact con‑
sumers, farmers, and policymakers. Farmers deal with
high production costs and price ϐluctuations, which can
diminish their proϐits. On the other hand, consumers of‑
ten feel burdenedby the prices of organic rice that donot
match the quality and are higher than conventional rice.
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Policymakers also need to support the production and
distribution of organic rice tomake this productmore ac‑
cessible. Strong consumer preferences for organic prod‑
ucts can open up more market opportunities and sup‑
port sustainable agriculture. Therefore, this research
provides insights into consumer preferences and helps
stakeholders develop better plans to meet the demand
for organic rice.

The marketing mix combines controllable market‑
ing variables a companyuses to achieve the desired sales
levels in the targetmarket [17]. These variables consist of
product, price, promotion, and place, commonly called
the 4Ps [18, 19]. Based on this background, this study
aims to explore consumer preferences in more depth,
analyze the pricing mechanism, and identify the factors
that affect price ϐluctuations in Java, speciϐically in Cen‑
tral Java and Yogyakarta.

2. Research Methods
This studyuses descriptive quantitative research to

describe market dynamics and measure consumer pref‑
erences using a marketing mix approach with the four
variables: product, promotion, price, and place. The
research locations were selected purposefully based on
considerations such as the high level of organic rice pro‑
duction and local consumption patterns related to or‑

ganic rice. The chosen locations include three regencies
in Central Java: Magelang Regency, Sragen Regency, and
Karanganyar Regency. In Yogyakarta, the research cov‑
ers the Bantul Regency and Sleman Regency (Table 1).

This study used interview methods by sampling
from a population using a questionnaire. The sampling
method used proportional stratiϐied random sampling,
dividing the area into ϐive regencies where the sample
size for each location proportional to its population. The
research involved farmers, traders, and consumers, with
a total of 150 farmer respondents, 10 traders, and 150
consumers, resulting in 310 respondents across the var‑
ious groups (Table 2).

The analysis techniques used in this research in‑
clude two approaches, descriptive analysis and con‑
joint analysis, to explain the market dynamics and con‑
sumer preferences for organic rice in Central Java and
Yogyakarta.

• Descriptive Analysis

Descriptive analysis describes or provides an
overview of the objects being studied. It tells the sell‑
ing prices and costs farmers and traders incur for pro‑
ducing organic rice. Additionally, it describes consumer
characteristics regarding the purchase of organic rice
(Table 3).

Table 1. Research locations.

Research Location
Number of Respondents

Total
Farmers Traders Consumers

Bantul, Yogyakarta 30 2 30 62
Sleman, Yogyakarta 30 2 30 62
Sragen, Central Java 30 1 30 61
Karanganyar, Central Java 30 3 30 63
Magelang, Central Java 30 2 30 62
Total 150 10 150 310

Table 2. Sampling procedure and data collection.

Actor Type of Data Data Collection Technique

Farmers Production costs and sales prices of organic rice Interviews with a questionnaire
Traders Production cost, distribution cost, and sales prices of organic rice. Interviews with a questionnaire
Consumers Consumers’ characteristics and preferences regarding the product,

price, promotion, and place of purchase for organic rice.
Interviews with a questionnaire
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Table 3. Descriptive analysis techniques.
Actor Analysis Technique

Farmers Descriptive analysis (describing the selling prices of organic rice and the production costs incurred as
capital for producing organic rice, supply chain analysis)

Traders Descriptive analysis (describing the selling prices of organic rice, production costs, transportation costs
used as capital for producing and distributing organic rice, supply chain analysis)

Consumers Descriptive analysis (describing consumer characteristics, supply chain analysis, SPSS results to measure
reliability test, validity test, and conjoint analysis)

• Validity and Reliability Test

SPSS software is used to process the data to analyze
preferences, and the results are presented in table for‑
mat. Validity and reliability tests are conducted to deter‑
mine whether the questionnaire is suitable. The valid‑
ity test uses Pearson Product Moment correlation, with
the criterion that if the calculated r > table r with a sig‑
niϐicance value < 0.05, it can be considered valid. The
reliability test is conducted using the Cronbach’s Alpha
method; if the Cronbach’s Alpha value > 0.6, it is stated
to be reliable.

• Conjoint Analysis

Conjoint analysis is a statistical technique that
analyzes consumer preferences for a product or ser‑
vice [20]. Conjoint analysis is employed to measure con‑
sumer preferences regarding the attributes of organic
rice through the 4P marketing mix approach (product,
promotion, price, place). The attributes studied include
product, price, place of purchase, and promotion. Each
attribute has several levels, and combinations of these at‑
tributes are then arranged into stimuli that respondents
evaluate. Respondents rate the combinations of factors
and levels using a Likert scale ranging from strongly dis‑
agree [1] to strongly agree [5].

Although the analysis using the 4P marketing mix
approach is less up‑to‑date, the 4P model encompasses
the core elements needed in this marketing analysis. In
the latest marketing mix, the 9P model, additional com‑
ponents such as People, Process, Physical Evidence, Pay‑
ment, and Packaging can be grouped into the 4P ele‑
ments. For instance, the components “people” and “pro‑
cess” are included under “place” and “promotion”, re‑
spectively, based on their inϐluence on consumer prefer‑
ences. At the same time, “physical evidence” and “pack‑
aging” fall under “product” as they relate to product qual‑

ity and appearance. Furthermore, the “payment” compo‑
nent is directly related to “price”, which is already consid‑
eredaccessibility for consumers. Therefore, using the4P
marketing mix model is sufϐicient to describe consumer
preferences in this research.

The steps to be taken are:

1. Designing stimuli

• Determining the attributes or factors to be further
studied

• Organizing the levels and combinations of factors
for each level (stimuli)

• Constructing a mathematical model for the stimuli
In general, the basic model of conjoint analysis for
respondent choice (ri) or each factor and level can
be formulated as follows:

ri = β0 +
∑p

j=1
ujkji (1)

Description:
ri = total utility or usefulness
β0 = intercept of the respondent model
ujkji = utility of factor j at level kij

2. Data collection is conducted by distributing question‑
naires to respondents.
3. Determining the utility values of total combinations
of factors and levels.
4. Determining the relative importance values of each
factor and comparing them with the total importance of
all factors for each respondent.

According to Malhotra (1993), the formula for the
relative importance value is:

W i =
Ii

m∑
Ii

i = 1

(2)
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W i= relative importance weight for each attribute
Ii= range of importance values for each attribute
According to Hair (1995), the range of relative im‑
portance values for each attribute canbe calculated
using the formula:
Ii= max (aij) – min (aij)

5. Determining the predictive accuracy value.

3. Result and Discussion

3.1. Market Dynamics Analysis

Based on the study by (Hazra et al., 2018) titled “Or‑
ganic Rice: Potential Production Strategies, Challenges,
and Prospects”, the study discusses production strate‑
gies, challenges, and prospects for organic rice, focusing
onhighproduction costs and challenges suchaspest con‑
trol and labor needs, which affect product pricing and
market availability [15]. The relevance of this research
lies in its ϐindings, which help understand the factors
causing price ϐluctuations and supply chain challenges
for organic rice in Central Java and Yogyakarta. Distribu‑
tion limitations and price ϐluctuations in organic rice are
typically due to production conditions that are vulnera‑
ble to climate change and high input costs.
3.1.1. Supply Chain Analysis

The marketing pattern of organic rice in the dis‑
tricts of Bantul, Sleman, Sragen, Karanganyar, and Mage‑
lang, based on the research, can be described as follows.
The length of themarketing channel affects themargin of
a product; that is, the longer the channel, the larger the
margin generated, and vice versa. This condition is com‑
mon in agricultural products, where marketing institu‑
tions have a signiϐicant inϐluence in determining the sell‑
ing price. Based on the (Figure 1) supply chain analysis
describe by the following points:

1. Marketing Channel I (Farmer–Consumer)
Consumers purchase directly from farmers by visit‑
ing the farmers’ location.

2. Marketing Channel II (Farmer–Trader–Consumer)
This channel involves two marketing actors, namely
farmers and traders, before reaching the consumers.
Farmers sell rice to traders, who then sell it directly
to consumers.

Figure 1. Supply chain analysis.

3.1.2. Price Fluctuations
The rise and fall of the availability of strategic food

commodities signiϐicantly impact price ϐluctuations in
the economy [21]. Food needs must be met through‑
out the year [22], while strategic food commodities usu‑
ally follow seasonal production patterns [23, 24]. This is
further complicated by the vulnerability of agricultural
products to damage [25]. Therefore, storage and pro‑
cessing are essential to maintain a sustainable food sup‑
ply [26]. Based on the analysis, the average selling price
at the farmer level is Rp 9,764 kg–1, while the maximum
price reachesRp9,939kg–1. The price at the farmer level
has only increased by Rp 125 kg–1, which is due to sev‑
eral hindering factors such as a lack of available labor,
difϐiculty in pest control, crop failures, and prolonged
dry seasons, which affect the decrease in the supply of
paddy and rice sold to traders. This can lead to price
ϐluctuations at the trader level, where the average price
increased fromRp 15,889 kg–1 to Rp 17,000 kg–1, reϐlect‑
ing an increase of Rp 1,111 kg–1 (Table 4). This price in‑
crease can affect consumer purchase prices; the higher
the price at the farmer level, the higher the selling price
to consumers. However, the price increase for organic
rice tends to be more stable than conventional rice.

Table 4. Average price development at the farmer and trader levels.

Respondents Average Selling Price (Rp kg ) Maximum Selling Price (Rp kg–1)

Farmers 9,764 9,939
Traders 15,889 17,000
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3.1.3. Price Mechanism
The pricing of organic rice in Central Java and Yo‑

gyakarta is inϐluenced by several main factors, includ‑
ing the capital expended by farmers and traders. Based
on the data obtained, the average capital expended
by all farmers amounts to Rp 823,847, which includes
seed costs of Rp 102,001, organic fertilizer costs of Rp
273,553, organic pesticide costs of Rp 31,102, and la‑
bor costs of Rp 417,291. The average seeds commonly
used by farmers are mentik wangi, mentik susu, 64, and
ciherang. Meanwhile, the total capital for all traders per
season reachesRp32,133,697, which includes rawmate‑
rial costs of Rp 29,858,333, labor costs of Rp 1,740,000,
packaging costs of Rp 535,364, and transportation costs
of Rp 0.

The cultivation of organic rice requires more com‑
plex care techniques. It takes longer than conventional
rice cultivation [27], as farmers must avoid using syn‑
thetic chemicals and rely on organic fertilizers and pes‑
ticides [28]. Most farmer groups in this region have re‑
ceived government subsidies for organic fertilizers and
pesticides, which can help reduce production costs. Cap‑
ital factors and product delivery locations signiϐicantly
inϐluence the selling price of organic rice for farmers and
traders. The average rice price at the farmer level is Rp
9,764 kg–1, while themaximumprice can reach Rp 9,939
kg–1. At the trader level, the average selling price is Rp
15,889 kg–1, with the highest price reaching Rp 17,000
kg–1. This price difference is due to additional costs
traders incur for transporting and packaging of rice.

The quality of organic rice products is one of the
main determinants of the selling price. Rice with a good
aroma, attractive packaging, a delicious taste, and long
storage durability will attract more consumer attention.
Consumers who switch from conventional rice to or‑
ganic rice are concerned about health and food quality,
even though its price is much higher than that of conven‑
tional rice.

Based on the obtained data (Figure 2), the analy‑
sis results indicate that the increase in production costs
at the farmer level, such as seed prices, fertilizer, labor
costs, and pesticides, will lead to an increase in produc‑
tion costs for farmers. This increase will subsequently
impact the selling prices of farmers’ products. The same

condition occurs at the trader level, where increases in
rawmaterial costs, labor costs, transportation costs, and
packaging costs will raise overall distribution costs. In
market mechanisms, not everything is linear. Produc‑
tion prices at the farmer level tend to reach a maximum
pointwhen inϐluenced by several hindering factors, such
as a lack of available labor, difϐiculties in pest control,
crop failures, and prolonged dry seasons. However, this
price is expected to decrease again once conditions sta‑
bilize, such as an increase in harvested supply or a de‑
crease in operational costs. Therefore, prices will reach
a maximum point and then gradually decline to an av‑
erage price as the factors causing the increases to sub‑
side. A similar situation occurs at the trader level, when
distribution costs reach a maximum due to factors such
as a lack of raw material supply and rising packaging
costs, they will decrease again once conditions stabilize.
This decrease can occur due to greater availability or in‑
creased efϐiciency in production and distribution. Both
production prices at the farmer level and distribution
prices at the trader level are volatile and tend to peak be‑
fore dropping to an average price, signiϐicantly affecting
the ϐinal price determination in the market. Increases in
either of these factors (production or distribution) will
inϐluence the ϐinal price paid by consumers, where the
selling pricewill rise in linewith increases in production
and distribution costs.

Figure 2. Market dynamics analysis (drawn with Vensim soft‑
ware).

3.2. Preferences Consumers

3.2.1. Validity and Reliability Testing
The validity and reliability tests on 16 question‑

naire itemswere conducted by distributing the question‑
naire to 150 respondents, using a conϐidence level of
95% and a signiϐicance level of 5%, with the assistance
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of SPSS software version 25 (Table 5).

Table 5. Statistical validity.
Question R Calculated R Table Status

1 0.876 0.159 Valid
2 0.892 0.159 Valid
3 0.878 0.159 Valid
4 0.880 0.159 Valid
5 0.890 0.159 Valid
6 0.869 0.159 Valid
7 0.820 0.159 Valid
8 0.893 0.159 Valid
9 0.865 0.159 Valid
10 0.866 0.159 Valid
11 0.862 0.159 Valid
12 0.848 0.159 Valid
13 0.879 0.159 Valid
14 0.855 0.159 Valid
15 0.877 0.159 Valid
16 0.818 0.159 Valid

It is known that all 16 items are considered valid be‑
cause each item has an R calculated value greater than R
table. The R table is adjusted according to the number of
respondents, which is N = 150 (Table 5).

The reliability test was also performed using the
Cronbach’s Alpha technique, resulting in a reliability co‑
efϐicient (α) of 0.981. t is known that all 16 items are
considered reliable because the Cronbach’s Alpha value
is greater than 0.6, speciϐically 0.981 > 0.6 (Table 6).

Table 6. Statistical reliability.
Cronbach’s Alpha N of Items

0.981 16

3.2.2. Consumer Characteristics
Based on (Table 7), the analysis of consumer char‑

acteristics explains the fundamental factors inϐluencing
organic rice consumption, highlighting the majority of
contributors to organic rice purchases.

1. Gender

Gender is a term used to describe the differences
between males and females in terms of personality, be‑
havior, roles, functions, status, responsibilities, and daily
habits [29]. Each gender has unique perceptions and pref‑
erences when facing various choices, including consum‑
ing products such as organic rice. It is known that most
organic rice consumers in Central Java and Yogyakarta

are males, totaling 96 individuals, which is 64% of the
total respondents. This indicates that males tend to be
more involved in the purchasing of organic products.
Meanwhile, females comprise only 54 individuals, repre‑
senting 36%, reϐlecting their role in daily consumption
patterns with a more selective preference.

2. Age

Age refers to the time since an individual was born
until their current age. As a person ages, their level of
maturity, mindset, and decision‑making ability gener‑
ally develop [30]. The inϐluence of age on the selection
of organic rice can be seen in perceptions of health, en‑
vironmental awareness, and evolving social values over
time. Most organic rice consumers in Central Java and
Yogyakarta are aged 16 to 32 years, comprising 57.7%.
This indicates that younger consumers prefer organic
rice, inϐluenced by healthy lifestyles and environmental
factors. Furthermore, 37.3% fall within the age range of
33 to 49 years, while the lowest percentage, 6%, consists
of consumers aged 50 to 67 years.

3. Occupation

Occupation refers to the relationship between two
parties, namely the company and the worker, where
the worker performs certain tasks and receives compen‑
sation in the form of wages or salaries [31]. The inϐlu‑
ence of occupation on the selection of organic rice can
be observed in the purchasing power and awareness of
the importance of consuming healthier and sustainable
products [32]. It is noted that organic rice consumers
in Central Java and Yogyakarta are predominantly self‑
employed (32%), indicating that they have better pur‑
chasing power and a higher awareness of organic rice
consumption. Other occupations account for 29.3%, stu‑
dents for 20%, housewives for 12%, and the lowest per‑
centage of civil servants is 6.7%.

4. Reason for Consuming Organic Rice

Reasons for consumption are the motivations or
factors that drive an individual to engage in consump‑
tion activities, whether in food, beverages, or other prod‑
ucts [33]. Themost dominant reason that encourages con‑
sumers in Central Java and Yogyakarta to choose organic
rice is its health beneϐits, at 34%. Most consumers who
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opt for organic rice are aware of the health advantages
of consuming organic rice. The lowest percentage, 2%,
is attributed to the ease of cooking.

5. Frequency of Consuming Organic Rice

Consumption frequency refers to the number
of meals consumed daily, including main meals and
snacks [34]. This frequency can include breakfast, lunch,
dinner, and snacks between main meals [35]. Consumers
inCentral Java andYogyakartawhoconsumeorganic rice
are predominantly in the category of less than ϐive times
permonth, at 36.7%, indicating that public interest in or‑
ganic rice consumption is still relatively low. The lowest
percentage is for those who consume organic rice 16 to
20 times, at 7.3%.

6. Duration of Consuming Organic Rice

The duration of consumption refers to the time an
individual spends consuming food or beverages, either
in total or over a certain period [24]. The inϐluence of con‑
sumption duration on the selection of organic rice can
be seen in how long someone has adopted a healthier
and more sustainable diet. The majority of consumers
in Central Java and Yogyakarta have consumed organic
rice for a duration of 0 to 12 years, comprising 82.7%.
This indicates that the adoption of organic rice products
is relatively new, and most consumers have only begun
incorporating these products into their diets in recent
years. Following this, consumerswith a consumptiondu‑
ration of 13 to 24 years represent 13%, while the lowest
percentage is for consumers with a duration of 25 to 36
years at 4%.

7. Income

Income refers to the total earnings received by an
individual, whether in the form of money or goods de‑
rived from other parties or from one’s own business,
playing a signiϐicant role in supporting an individual’s
livelihood [36]. Income inϐluences respondents’ involve‑
ment in the selection of organic rice because income
level determines an individual’s purchasing power [37].
It is noted that most consumers with an income of
less than Rp 2,000,000 in Central Java and Yogyakarta
make up 44%. This indicates that organic rice remains
popular among low‑income consumers, even though its

price is higher than conventional rice. The lowest per‑
centage is 6.7% for consumers with an income of Rp
4,100,000 to 5,000,000.

8. Factors Inϐluencing Organic Rice Consumption

Factors that inϐluence consumption are the aspects
that play a role in determining or inϐluencing an individ‑
ual’s decision to consumeaproduct [38]. Most consumers
in Central Java andYogyakarta choose organic rice due to
health beneϐits, which account for 43.3%, indicating that
health factors remain the primary driver of organic rice
consumption. The lowest percentage corresponds to the
prestige factor, which is 0%.

9. Place of Purchase

The place of purchase refers to where individuals
can buy goods or services [39]. It is known that most
consumers in Central Java and Yogyakarta prefer to pur‑
chase organic rice ofϐline, with a percentage of 51.3%,
indicating that consumers aremore interested in buying
products directly to assess the quality of the rice prop‑
erly. The lowest percentage corresponds to consumers
who choose more than one place, at 12.7%; these con‑
sumers often combine purchasing locations ofϐline, on‑
line, and directly from farmers.

10. Consumers Suggestions for Organic Rice

Based on the questionnaires distributed to con‑
sumers, they provided suggestions for increasing the
popularity of organic rice among the public. The main
focus is reducing prices so that the product becomes
more affordable for all segments of society. Additionally,
consumers desire improved promotion and outreach re‑
garding organic rice’s health and environmental bene‑
ϐits, which can be conducted through social media, com‑
munity engagement, and public awareness activities. Ac‑
cessibility is also a concern for them, hoping that organic
rice will be easier to ϐind in the market, including su‑
permarkets. Attractive packaging and stable prices are
also recommended to enhance consumer interest. Fur‑
thermore, consumers hope that organic rice production
can continue to improve and that there will be more in‑
tensive health education to help the public better under‑
stand the long‑term health beneϐits of organic rice.
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Table 7. Characteristics of organic rice consumers.
Freq. Percentage Freq. Percentage

Gender
Male 96 64
Female 54 36

150 100
Age Duration of Consumption (Years)
16–32 85 57.7 0–11 124 82.7
33–49 56 37.3 12–23 20 13.3
50–67 9 6 24–36 6 4

150 100 150 100
Occupation Income
Self‑employed 48 32 <2,000,000 66 44
Civil servant 10 6.7 2,100,000–3,000,000 43 28.7
Student 30 20 3,100,000–4,000,000 17 11.3
Housewife 18 12 4,100,000–5,000,000 10 6.7
Others 44 29.3 >5,000,000 14 9.3

150 100 150 100
Reason for Consumption Factors Inϐluencing Consumption
Healthier 51 34 Health beneϐits 65 43.3
Tastier 22 14.7 Good taste 9 6
Longer lasting 3 2 Storage durability 2 1.3
Trendy 7 4.7 Price 14 9.3
Easy to cook 3 2 Fomo (trendy) 7 4.7
Others 13 8.7 Prestige 0 0
Choosing more than 1 reason 51 34 Choosing more than 1 factor 53 35.3

150 100 150 100
Frequency of Consumption
(Per Month) Place of Purchase

<5 55 36.7 Ofϐline 77 51.3
6–10 34 22.7 Online 28 18.7
11–15 21 14 Direct from farmers 26 17.3
16–20 11 7.3 Choosing more than 1 place 19 12.7
>20 29 19.3 150 100

150 100

3.2.3. Conjoint Analysis
Based on the study by Nandi et al. [40] titled “Con‑

sumer Motives and Purchase Preferences for Organic
Food Products: Empirical Evidence from a Consumer
Survey in Bangalore, South India”, it is concluded that
consumer preferences for organic food are inϐluenced by
various factors, including awareness of health beneϐits,
product quality, and price [40]. The relevance of this pre‑
vious research to my study is that it shows promotion
as the most signiϐicant factor inϐluencing purchasing de‑
cisions, consistent with the ϐinding that information and
education about organic products are crucial for enhanc‑
ing consumer preferences.

1. Designing Stimuli

• Determining the attributes of factors and levels of
each factor

The factors to be used are the rice product, rice
price, place of purchase, and rice promotion. These fac‑
tors are then analyzed to determine the levels that inϐlu‑
ence consumer preferences (Table 8).

Table 8. Factor and levels for organic rice purchase.
Factor Level

Rice product
Good quality
Attractive packaging
Delicious taste
Long shelf life

Rice price
Affordable price
Price according to quality
Competitive price

Place of purchase
Strategic location
Neat and clean location
Easily accessible location
Friendly service

Rice promotion
Attractive promotion
Product match
Discounts
Use of digital media
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• Determining combinations of factors andeach level

The factors and levels are then combined to create
16 combinations (Table 9).

2. Data Collection Using Questionnaires

The questionnaire was ϐilled out using a Likert
scale (ranking of factor importance). The ranking of fac‑

tor importance indicates the degree of priority of the
combination of factors and levels that inϐluence respon‑
dents in purchasing the product. Ranking 1 is for com‑
binations of factors that strongly disagree, ranking 2 for
combinations of factors that disagree, ranking 3 for com‑
binations of neutral factors, ranking 4 for combinations
of factors that agree, and ranking 5 for combinations of
factors that strongly agree.

Table 9. Combination of factors and level.

Rice Product Rice Price Place of Purchase Rice Promotion

Good quality Affordable price Strategic location Attractive promotion
Delicious taste Competitive price Strategic location Discounts
Long shelf life Affordable price Strategic location Use of digital media
Attractive packaging Price according to quality Strategic location Product match
Attractive packaging Affordable price Easily accessible location Attractive promotion
Long shelf life Competitive price Neat and clean location Attractive promotion
Delicious taste Price according to quality Friendly service Attractive promotion
Good quality Affordable price Friendly service Discounts
Long shelf life Affordable price Friendly service Product match
Good quality Competitive price Easily accessible location Product match
Attractive packaging Competitive price Friendly service Use of digital media
Attractive packaging Affordable price Neat and clean location Discounts
Delicious taste Affordable price Easily accessible location Use of digital media
Delicious taste Affordable price Neat and clean location Product match
Long shelf life Price according to quality Easily accessible location Discounts
Good quality Price according to quality Neat and clean location Use of digital media

3. Determining the Utility Values of Total Combinations
of Factors and Levels

Utility value is the contribution value of each level
respondents give for decision‑making in purchasing or‑
ganic rice. The utility value is calculated using the rank‑
ing results provided by respondents for the factor com‑
binations [41]. The deviation value is obtained from the
average ranking of all levels, while the utility value is de‑
rived from the square root of themultiplication between
the squared deviation and the standard value [42]. The
standard value is obtained from the number of existing
levels divided by the total deviation value of all levels. In
(Table 10), the results of the average total utility values
of factors and levels are presented.

The utility value of the attribute combinations for
each factor can be analyzed for the product factor. Con‑
sumers prefer good‑quality rice, whichhas a utility value
of 0.083. For the price factor, the highest preference is
for products with prices that match the quality, with a
utility value of 0.102, indicating that consumers prefer

products that balance price and quality. For the place
factor, consumers prefer locations with friendly and sat‑
isfactory service, with a utility of 0.080, highlighting the
importance of a positive shopping experience. Mean‑
while, for the promotion factor, the most favored promo‑
tion by consumers is one that matches the product or is
advertised as it is, with a utility value of 0.072, indicating
that consistency between promotion and product reality
is a key consideration for consumers when choosing or‑
ganic rice (Table 10).

4. Determining the Relative Importance Values of Each
Factor

It is known that the factor with the greatest in‑
ϐluence on consumer preferences in choosing organic
rice is promotion, with an average importance value of
30.289%. This promotion factor becomes the primary
consideration for consumers when making purchasing
decisions. The second rank is the product factor, with
an average importance value of 24.905%, indicating that
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sumers. Following this, the place factor ranks third with
an importance value of 24.269%, indicating that location
and convenience in purchasing products also play impor‑
tant roles in consumer decisions. Meanwhile, the price
factor has the least inϐluence, with an average percent‑

age of 20.537%. Although still relevant, price is not the
primary consideration compared to promotion, product
quality, and place of purchase. This result indicates that
strongpromotional strategies, quality products, and con‑
venient locations will bemore effective in attracting con‑
sumer interest (Table 11).

Table 10. Average total utility values of factors and levels.
Factor Level Utility Estimate Std. Error

Product
Good quality 0.083 0.016
Attractive packaging −0.045 0.016
Delicious taste 0.023 0.016
Long shelf life −0.059 0.016

Price
Affordable price −0.094 0.012
Price according to quality 0.102 0.014
Competitive prices −0.009 0.014

Place
Strategic location −0.050 0.016
Neat and clean location 0.018 0.016
Easily accessible location −0.048 0.016
Friendly service 0.080 0.016

Promotion
Attractive promotion −0.099 0.016
Product match 0.072 0.016
Discounts −0.039 0.016
Use of digital media 0.066 0.016

(Constant) 3.966 0.009

Table 11. The average relative importance of each factor.

Factor The Average Value (%)

Product 24.905
Price 20.537
Place 24.269
Promotion 30.289

5. Determining Predictive Accuracy Values

Table correlations present Pearson’s R and
Kendall’s tau correlation values. These correlation val‑
ues represent the correlation between actual assess‑
ments and those based on estimation results. The cor‑
relation values can be used to measure predictive accu‑
racy (predictive ability). It is known that the signiϐicance
value of Pearson’s R is 0.000 < 0.05 and the signiϐicance
value of Kendall’s tau is 0.000 > 0.05, which indicates
that the accuracy between actual assessments and esti‑
mations is signiϐicant (Table 12).

Table 12. Predictive accuracy values results.
Value Sig.

Pearson’s R 0.991 0.000
Kendall’s tau 0.845 0.000

4. Discussion

4.1. Market Dynamics

Based on the study byHazra et al. (2018) titled “Or‑
ganic Rice: Potential Production Strategies, Challenges,
andProspects”, the researchdiscusses production strate‑
gies, challenges, and prospects of organic rice. The high
production costs in organic farming are often related to
theneed for non‑synthetic inputs andmore intensive cul‑
tivation processes compared to conventional rice. The
use of organic fertilizers and pesticides also requires
special management and sometimes additional labor, in‑
creasing production costs and ultimately resulting in
higher consumer prices [15].

This journal is relevant to our research in under‑
standing the factors that cause price ϐluctuations and
challenges in the organic rice supply chain in Central
Java and Yogyakarta. Price ϐluctuations and distribution
limitations in organic rice are often caused by produc‑
tion conditions that are vulnerable to climate change and
high input costs. Additionally, uneven distribution poses
further challenges, limiting consumer access to organic
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rice and causing prices to ϐluctuate.

4.2. Consumer Preferences

Based on the study by Nandi et al. (2016) titled
“Consumer Motives and Purchase Preferences for Or‑
ganic Food Products: Empirical Evidence from a Con‑
sumer Survey in Bangalore, South India”, it was found
that consumer preferences for organic food are inϐlu‑
enced by various factors, including awareness of health
beneϐits, product quality, and price. The analysis re‑
sults show that consumers tend to choose organic prod‑
ucts that they perceive as healthier and of higher qual‑
ity, even though they are more expensive. This research
emphasizes the importance of effectivemarketing strate‑
gies to raise consumer awareness and address existing
barriers to the adoption of organic products [39].

The relevance of our research lies in understand‑
ing how awareness of health beneϐits and product qual‑
ity inϐluences consumer purchase decisions for organic
products. Our ϐindings indicate that promotion is the
most signiϐicant factor inϐluencing purchase decisions,
consistent with the ϐinding that information and educa‑
tion about organic products are crucial for enhancing
consumer preferences. Challenges such as the percep‑
tion of higher prices and uneven distribution are similar
issues faced in both studies, underscoring the need for
strategic marketing approaches to improve accessibility
and consumer understanding of organic rice products.

5. Conclusions

This study concludes that themarket dynamics and
consumer preferences for organic rice in Central Java
and Yogyakarta are signiϐicantly inϐluenced by factors
such as appropriate promotions, good product quality,
friendly service at the point of purchase, and prices
that match the quality. Additionally, several factors con‑
tribute to the average importance level of consumer pref‑
erences, with promotion inϐluencing 30.289%, followed
by product at 24.905%, place of purchase at 24.269%,
and the lowest factor being price at 20.537%. Con‑
sumers tend to choose organic rice for health reasons,
even though its price is higher than conventional rice.
The price of organic rice remains relatively stable, with

an average price at the farmer level of Rp 9,764 kg–1 and
the trader level of Rp 15,889 kg–1. The pricing set by
farmers and traders is based on the calculation of the
capital they expend. This price stability is inϐluenced
by harvest seasons, labor availability, production costs,
distribution costs, and packaging. These factors signiϐi‑
cantly contribute to the pricing mechanism. Regarding
the supply chain, the study shows that shorter market‑
ing channels, such as direct sales from farmers to con‑
sumers, can lower costs and enhance proϐitability. This
study has important implications for marketing organic
rice to Central Java and Yogyakarta consumers. The high
consumer preference for promotion and product quality
indicates the need for stronger promotional strategies,
such as educating consumers on health beneϐits and en‑
vironmental sustainability through digital media. Policy
subsidies for production costs for organic rice farmers
are also needed to make it more competitive.

6. Recommendations
From the results of this study, it is hoped that

the government can provide further contributions
by strengthening educational programs regarding the
health beneϐits and sustainability of consuming organic
rice. Furthermore, policy support is needed to encour‑
age a reduction in production costs, such as provid‑
ing subsidies for organic fertilizers and assistance to
organic rice farmers. Ongoing promotion is also nec‑
essary to raise public awareness of the importance of
healthy consumption patterns and to expand access to
organic ricemarkets,making itmore accessible to all seg‑
ments of society.

7. Suggestions
• Increased promotion of organic rice through more

aggressive marketing campaigns, especially on social
media, can help raise consumer awareness about this
product’s health and environmental beneϐits.

• Farmers and traders should evaluate their pricing
structure to make it more competitive so that con‑
sumers’ purchasing power can be accommodated
without sacriϐicing their proϐit margins.

• Periodic education for consumers on the beneϐits of
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organic rice to increase understanding and interest in
this product.
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