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Abstract: This research aimed to find out (1) the attitude of South Sulawesi community, (2) subjective norm, (3) to what extent the
influence of attitude on interest, (4) relationship between attitudes and interest to buy aeroponics vegetable. The sample was selected by
using purposive sampling method consisting 120 people. The methods of obtaining the data were observation, interview, and
questionnaire. The data were analyzed based on the theory of Reasoned Action Model proposed by Fishbein and Azjen and correlation
analysis.The results of the research reveal that South Sulawesi community has a positive attitude towards interest to buy aeroponics
vegetable, South Sulawesi community have a positive subjective norm on interest to buy aeroponics vegetable. South Sulawesi
community has a positive interest to buy aeroponic vegetable. The result of correlation analysis between attitude variable (Y) and
interest variables (X) is positive. This indicates that there is a strong correlation between the two variables with coefficient correlation
0.380.
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1. Introduction
Facing the free competition of the world in the next millennium, Indonesia needs to look for business opportunities in various
fields, in order to be able to compete with other countries to be active in the international market. The growth of the
community affects the amount of consumption in the same direction as the increasing of basic human need fulfillment is
physiological requirement, while education level and people's income have relationship with the choice of consumption
pattern, meaning that the higher level of education and income is assumed that more variety of consumption choices can be
taken and the quality Products selected.
The increase of public consumption of vegetable products causes the agribusiness actors to make various efforts to develop a
technology in meeting the needs and demands of the community began to increase. The more the need for consumption, the
more foodstuffs required, this has an impact on the extent of land needed to cultivate crops, but the constraints faced today are
the limited land area and the increasing environmental pollution resulting from the use of chemical inputs. One of the planting
technologies that has started to be done by many agribusiness entrepreneurs is by an aeroponic technique which is technology
growing vegetable growing at this time. Aeroponics is derived from the word aero which means air and phonics which means
the way of cultivation. So aeroponics is a way of planting in the air or farming with a clustering system, where the roots of
plants hang in the air without media, and the nutritional needs are filled by spraying to the roots.
Opportunities for the need for high-quality vegetables are open with increasing numbers of people shopping for supermarkets,
this is followed by the growing public awareness of the vegan / vegetarian movement in addressing global warming, so that
consumer demand for fresh vegetables comes from a friendly process The environment will be the main demand in their
consumption list.
The existence of the needs and desires of a variety of people, showing that people want a product that can satisfy his wishes.
Changes in social behavior shown by society today are influenced by many factors that move dynamically, one of the changes
that occur is a change in lifestyle (lifestyle). This change shows how people behave daily so that there is a change of attitude
and interest in their consumption patterns. The public interest is influenced by lifestyle changes, where people who have
knowledge of the product affect their interest in buying the product.
The magnitude of consumer interest in purchasing aeroponic vegetables provides an overview of purchasing behavior
undertaken by consumers, who may influence buying interest. This will be very useful in designing and deciding effective
marketing strategies that will be used. However, to see how much consumer interest in aeroponic vegetables, this study was
conducted with reference to "Theory of Reasoned Action" proposed by Ajzen and Fishbein (1980) which shows the interaction
between attitude (Ab) and subjective norm (SN) in shaping interest Behave (BI) which in this study interest in behavior is the
interest of consuming aeroponic vegetables.
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2. Material and Methods
This type of research is to use descriptive qualitative and quantitative survey approach. Qualitative descriptive outlines of an
event and give an overview of the characteristics that are used for data collection. This study was conducted in July 2011 to
October 2011, with locations in existing shopping centers in the South Sulawesi, PT Carrefour, Mall branch Panakukang Tbk,
PT Hero Supermarket, Tbk Ratu Indah Mall branch and Gelael.Population in this research is that consumers who shop at the
supermarket, lived and settled in South Sulawesi and learn about aeroponics vegetables.
This study is based on the Theory of Reasoned Action of Fishbein and Azjen (1980), with the identification of variables
consists of beliefs (bi), evaluation (ie), attitude (Ab), normative beliefs (NBj), motivation (MCj), subjective norms (SN ) and
interest behave (BI). Each variable was measured using a Likert scale with a level scale of 1 (not confident) to 5 (very
confident). Data analysis is also based on the Theory of Reasoned Action. The formula used in the measurement of attitudes
are:
𝒏

𝑨𝒃 =

(𝒃𝒊. 𝒆𝒊) … … … … … … … … … … … … … … … … (𝟏)
𝒊=𝟎

where:
Ab: Consumer Attitudes toward aeroponics vegetables
Bi: Confidence someone on certain attributes (attributes to-i)
Ei: The evaluation of attribute i
N: Number of convictions
Subjective norm used to measure the following formula
𝒎

𝐒𝐍 =

(𝑵𝑩𝒋. 𝑴𝑪𝒋) … … … … … … … … … … … … … … … … (𝟐)
𝒋 =𝟏

where:
SN: Subjective Norms consumer's opinion of referents
NBj: Consumer Confidence subjective norm of the opinion referents
MCJ: Motivation to accept the opinion of the referents
M: The number of relevant referent group
As for the gauging interest behaves formula used is:
B ~ BI = w1Ab + w2 SN …………………………………..(3)
where:
B: Indicates specific behavior
BI: Consumer interest in behaving
Ab: Consumer Attitudes toward aeroponics vegetables
SN: Subjective Norms consumer's opinion of referents
w1w2: regression weights determined empirically
a ~: Indicates that the two variables, B, and BI can correspond
Furthermore, to interpret the results of the interval scale was used with the following formula:
Interval Scale = {a(m-n)}/b
where:
A: The number of attributes
m: Highest Score Possible
n: Lowest Score Possible
b: The number of the rating scale to be formed

3. Results and Discussion
3.1. Characteristics of the respondents
According to a questionnaire given to 120 respondents, so obtained data is shown below:
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4. Result
1.

Belief to aeroponic vegetable purchase (bi)

According to result on appendix 2, an average of belief variables to the benefit of vegetable purchase that is obtained from 120
respondents showed on the table below:
Table 4: Average and Categorization on Respondents Belief in Aeroponic vegetable purchase
Explanation
Belief
Category

bi1
4
strong

bi2
4.08
strong

bi3
4
strong

bi4
4
strong

bi5
4.04
strong

bi6
4.12
strong

bi7
3.94
enough

Average bi
4
strong

Source: Processed Primary Data, 2011
According to Henerson scale shows that respondents have a strong belief to the purchase of aeroponics vegetables with
average 4. It means the respondents believe the attributes in the product of aeroponics vegetable.
2.

Evaluation to the purchase of aeroponic vegetable (ei)
Table 5: Average and Categorization in the respondent evaluation in purchasing aeroponic vegetables
Explanation
Evaluation
Category

ei1
4
Strong

ei2
4
Strong

ei3
4.04
Strong

ei4
3.99
Enough

ei5
4.08
Strong

ei6
4.1
Strong

ei7
3.95
Enough

Average ei
4.01
Strong
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Source: Processed Primary Data, 2011
According to Table 5 shows that generally, respondents give a good response with an average of evaluation 4, 01 with strong
categorization.
3.

Normative Belief to the Referent Income (NBj)
Table 6: Average and Categorization about respondents normative belief in purchasing aeroponics vegetables.
Explanation
Normative Belief
Category

NBj1
4.12
Strong

NBj2
4.04
Strong

NBj3
3.87
Enough

NBj4
4
Strong

Average of NBj
4
Strong

Source: Processed Primary Data, 2011
According to the result on table 6 shows that respondents have the normative belief to referent income with strong
categorization with average 4. It means that respondents believe opinion from the four referents groups in purchasing the
aeroponics vegetable.
4.

Motivation to follow the referents Income (MCj)
Table 7: Average and Categorization about Respondent Motivation to Follow referents income in purchasing aeroponic
vegetable
Explanation
Motivation
Category

MCj1
4.08
Strong

MCj2
4
Strong

MCj3
3.95
Enough

MCj4
4.04
Strong

MCj Average
4.0
Strong

Source: Processed Primary Data, 2011
According to the result on Table7 shows that generally, respondent has the motivation to follow referents opinion to behave in
purchasing aeroponics vegetable with strong categorization and average 4, 0.
B. Analysis of Result and Research Discussion
1. Measure attitude variable to behave (Ab)

Attitude variable is counted by multiplying belief score (bi) and evaluation (ei) on each respondent. Then, the multiply result
has counted the average from 120 respondents, so the average of respondent attitude index is obtained. In the research, belief
variable (bi) consists of 7 sub-variables and evaluation variable consists of 7 sub-variables. Thus, operational mathematics is:
Ab=(bi1)(ei1)+(bi2)(ei2)+(bi3)(ei3)+(bi4)(ei4)+(bi5)(ei5)+(bi6)(ei6)+(bi)(ei7)
=(4)(4)+(4, 08)(4)+(4)(4, 04)+(4)(3, 99)+(4, 04)(4, 08)+(4, 12)(4, 1)+(3, 94)(3, 95)
= 16 + 16.32 + 16.16 + 15.96 + 16.4 + 16.9 + 15.5
= 113, 24
The formation of attitude to positive direction is caused by Makassar community believes and gives well assessment and
satisfying to the attribute of aeroponics vegetable. In the Theory of Reasoned Action, each belief variable (bi) and evaluation
(ei) have a similar relationship with attitude variable (Ab). If the belief (bi) is stronger with evaluation (ie) same, so it will
improve attitude value to the increased behavioral interest.
2. Measure Subjective Norm Variable (SN)
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Subjective norm variable is counted by multiplying normative belief variable (NBj) and motivation variable score (MCj) on
each respondent. Then, the multiplying result is averagely counted from 120 respondents, so it obtained an average of
respondent subjective norm index (NBj). In the research, normative belief variable (NBj) and motivation variable (MCj)
consists of 4 sub-variables, so mathematically described as follow:
SN = (Nbj1)(MCj1) + (NBj2)(MCj2) + (NBj3)(MCj3) + (NBj4)(MCj4)
= (4, 12)(4, 08) + (4, 04)(4) + (3, 87)(3, 95) + (4)(4, 04)
= 16, 8 + 16, 16 + 15, 2 + 16, 16
= 64, 32
The result of a subjective norm to positive direction is caused by people who believe another’s opinion (referent) such as
family, friend, neighbor, and media that want the respondent to buy aeroponics vegetable product so they are motivated to
follow the suggestion or action which is suggested by the referent.
According to Theory of Reasoned Action about subjective norm (SN) shows that normative belief variable (NBj) and
motivation (MCj) to obey another people are directly proportional to form consumer subjective norm. The higher subjective
norm value, the consumer agrees to follow referent in behaving and the lower subjective norm value so the consumer does not
agree to follow another’s suggestion.
3. Measure the interest of attitude (BI)
Interest is a desire to do an action which is formed by attitude (Ab) and normative belief (SN). Consumer interest to behave is
measured according to consumer interest statement that is a function from attitude value and normative belief that is showing
the equation of interest by Ajzen and Fishbein (1980), as follow:

In the previous calculation, it is known that attitude value (Ab) is 113, 24 and subjective norm value (SN) is 64, 32. To
measure BI, first, the regression equation must be found to determine the weight that reflects relative contribution from
attitude (Ab) as w1 and subjective norm as w2. Value is taken based on a calculation of regression equation with SPSS 17.
Next, to measure consumer behavioral interest value (BI) based on a model equation from Ajzen and Fishbein (1980), as
follows:
BI = W1 Ab + W2 SN
= 0, 222 (113, 2) + 0, 417 (64, 32)
= 25.1 + 26, 8
= 51, 9
From the result above, it can be known that respondent interest variable value is 51, 9. According to the calculation interval
scale value obtained so respondent interest value is on scale 5 with positive interpretation which means that people are
interested in purchasing aeroponics vegetable.
Based on third hypotheses said that respondent has a very positive interest (BI) in purchasing aeroponics vegetable. Behavioral
interest is willing to do an action which is possibly influenced by attitude (Ab) and Subjective norm (SN).
By looking the analysis result on attitude variable (Ab) and subjective norm (SN) and regression weight, it obtained that
interest value of Makassar community in aeroponics vegetable purchase is 5, 19. The result shows that Makassar community
has a positive direction in aeroponics vegetable purchase which approves the hypotheses. The formation of positive interest is
caused by people’s good response to the existed attribute on aeroponics vegetable and another's existence about the suggestion
of aeroponics vegetable purchase. Thus, high interest can be reached by the positive attitude and the strong effect of people
(referent).

5. Analysis Result of Fourth Hypotheses
Fourth hypotheses said that there is a direct relationship between attitude and interest in aeroponics purchase. Based on Theory
of Reasoned Action, behavioral interest is desire to do an action which is possibly influenced by attitude(Ab) and subjective
norm (SN).
Table 8: Result Analysis of Correlation relationship between Attitude Variable (Y) to Interest Variable (X)
Attitude

Pearson Correlation

Attitude
1

Interest
.380
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Sig. (2 – tailed)
N
Interest
Pearson Correlation
Sig. (2 – tailed)
N

120
.380
.000
120

.000
120
1
120

** Correlation is significant at the 0.01 level ( 2 – tailed)
Source: Processed Primary Data, 2011
From the analysis of table correlation above showed that correlation coefficient between attitude variable (Y) with Interest
variable (X) is positive which show that there is a relationship between both variables with correlation coefficient 0, 380. The
value is the result of Pearson method, it can be seen the significant value on its correlation less than the mean of value 0, 000
(0, 01) that show the significance of the strong relationship between both variables. It can conclude that attitude variable
correlates positively with interest variable which means that both variables have a unidirectional relation.
The positive attitude and interest showed by respondent mean that the formation of someone interest is determined by the
interaction between attitude to behave with a subjective norm. Thus, high interest can be reached when the attitude becomes
more positive and the stronger effect of another people.
Respondent attitude will develop through the experience. The follow up of the attitude can form respondent interest to
purchase. Respondent decision to purchase is a relationship that influences each other between attitude and interest showed by
respondent.
Based on the result, respondent gives positive attitude to the existence aeroponics vegetable. It effects positively to the interest
which is an internal factor to act in the future. The variety of respondent characteristic mark that respondent has different
attitude and behavior. It can be used by the marketer to learn consumer characteristic so the marketer can sell the product
properly. In developing marketing strategy can be done by market segmentation in order to satisfy consumer and to recognize
consumption pattern. According to Saladin (2003), market segmentation is a process of groupings markets into groups of
potential buyers with similar needs or characteristics that favored the purchase and show the same relationship as well.
The variety of respondent characteristic and its relation to attitude and interest can be drawn that respondent decides to buy the
aeroponics vegetable by considering; respondent purchasing power, motivation, lifestyle, and demography. It is same as
Nugroho (2008) who said that there are 5 important ways that influence consumer attitude; consumer resource (time, money
and attention), motivation, involvement, consumer knowledge (information and personality), lifestyle and consumer
demographic (age, income, and education).
By looking respondent condition, there an increasing number of married women, working and having children who want more
comfortable life. Middle-class buyer recognized and is sensitive to the brand and trend. Respondent lifestyle changes, they
tend to buy in market and supermarket instead of the traditional market. It is because the supermarket and market have
interesting and better structuring and storage system and easy access to fresh vegetables.
From the general information on the questionnaire, it can conclude that most respondents get information about aeroponics
vegetable on TV program and brochure which is published by the supermarket. Respondent usually shops in supermarket 3 – 4
times, in which respondent often shop because of needs factor – vegetable purchase and daily needs.
The amount of respondent interest with percentage 60% or 72 people from 120 respondents proves that aeroponics vegetable
has a position to the respondent. It can be said that consumer at the three places receive attributes of aeroponics vegetable if it
is compared with the competitor. It is also for subjective norm variable formed to the positive direction, it shows that people
agree to follow reference suggestion to buy aeroponics vegetable.
Big scale aeroponics business is still new, the consumer is people with high education. Aeroponics consumption is related to
consumer’s knowledge and consumer appreciates the high quality by paying a high price. Consumptive style and desire to
consume something different are potential for aeroponics marketing. Businessmen and supermarket can get extra value and
opportunity to develop aeroponics vegetable for the future market due to the amount of people interest to aeroponics.

6. Conclusion
Based on research analysis result and discussion, it can conclude that South Sulawesi community has positive attitude in
aeroponics purchase according to assessment on examined attributes; safe, crispy, full of nutrient, fresh, quality, suitable price
and lifestyle, South Sulawesi community has positive subjective norm in aeroponics vegetable product namely follow
referent’s suggestion (family, friend, neighbor and media), South Sulawesi people has positive interest in aeroponics purchase
and there is relationship between attitude and interest in aeroponics purchase.
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According to the conclusion, the marketing strategy should be done by a supermarket; (1) supermarket do the quality control
to the vegetable, brand, and pack, (2) price determining system is adjusted with a market option or consumer segment, (3)
promote to the consumer about aeroponics vegetable.
For a consumer with the different segment can be given information that the product can be a consideration to purchase fresh
vegetable with high quality. Meanwhile, the research is only for female-consumer so it is necessary for next research that takes
male consumer in order to know entirely about consumer's attitude and interest to aeroponics vegetable.
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