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Abstract

This study has a gap that organic products, especially vegelables, ure less altractive Lo housewives,
Fven though organie foed is needed by the body <o that 1L is always healthy, bul as prices are more
gxpensive than non-organic vegelables, consumers end w0 consume non-organically. The purpose
ol this study is o lest il organic vepelables are ollered through advertising, sules promotion,
personal selling and direct marketing 14 possible for consumers o intend 1o buy %o thal orgamic
consumers expand and the number increases. With the addition of orgamic consumers, the Tarmers
will imcrease their prolits and by helping larmers change non-orgamc lurming into organic
veaglables. In accordance with the theory 1l 4 marketing stralesy s developed into a holishic
possibility, consumers who do not know shout organic information will consider consuming
organic products. TUis hoped that farmers will increase innovation with appropriale lechnology and
promote truining in both nee and organic vegelables. This sludy uses a survey method. wilh
respondent housewives or [athers who are concerned with Family health. The research sample 15
consumers who have never consumed organic and are shopping at a retail store in West Jakarta. The
research sumple amounted to 113 consisting of 51 men and 62 women. The resulls of the study
show Lthat advertising and direct selling alTect consumer purchase inlentions. while sules promotin
and personal selling do not affect consumer purchase intentions.
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