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ABSTRACT 

This study aims to identify consumer characteristics of beef purchases and analyze the factors that influence the purchase 

of beef products during the pandemic in Yogyakarta, Indonesia. The research was conducted in Depok District, Sleman 

Yogyakarta Regency, with the consideration that the distribution of patients infected with the highest positive virus was 

in Yogyakarta. The study was conducted from May to June 2020. The respondents were 200 mothers who worked or 

took care of stairs using the snowball sampling technique. To identify the characteristics of the purchase of beef 

products, it was carried out descriptively quantitatively. Multiple Linear Regression Analysis was used to analyze the 

factors that influence the amount of beef expenditure. The regression equation was estimated using Ordinary Least 

Square methods. The results showed that during the pandemic consumers prefer fresh beef because consumers were 

more satisfied if they can choose meat directly in the market. Meatballs and sausages that were in demand were 

processed beef because they were practical and affordable. The independent variables of mother’s education and income 

show a positive and significant effect on the purchase of beef. On the other hand, it is necessary to improve health 

protocols to be firmer in the market because of the high interest in purchasing products directly to the market. 
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1. INTRODUCTION 

The need for beef consumption by the Indonesian 

population tends to continue to increase in line with the 

increasing population of Indonesia and public awareness 

of the importance of animal protein, so that the rate of 

demand for beef [1] . The Covid-19 pandemic that 

occurred throughout Indonesia in March 2020 has caused 

the national demand for beef to decline as a result of the 

implementation of large-scale social distancing, physical 

distancing and social restrictions. Since Indonesia was 

infected with the Covid-19 virus, there have been various 

efforts to reduce the rate of transmission of this virus. 

One of the efforts made by the government is the 

implementation of large-scale social restrictions (PSBB) 

policies [2]. The decrease in beef consumption was due 

to, among others, a decrease in people's purchasing 

power and the prohibition of social activities that involve 

large numbers of people and have an impact on the 

number of purchases, references, and ways of purchasing 

products.  

Education, income, number of family members are 

factors that influence product purchasing decisions. This 

study aims to identify consumer characteristics and 

analyze the factors that influence the purchase of beef 

products during the pandemic in Yogyakarta, Indonesia 

as one of the red zone areas in Indonesia. Yogyakarta is 

one of the cities that has a fairly high number of positive 

Covid-19 cases and is included in the red zone area [3]. 

2. MATERIAL AND METHOD 

2.1. Material 

The research was conducted in Sleman Regency. This 

was based on the consideration that Sleman Regency was 

the district with the most positive cases of corona 

compared to other areas in Yogyakarta. The sample was 

aimed at maternal consumers or women who were 

married. Based on the considerations of housewives, both 

those who work and take care of the household, were the 

determinants of purchasing animal protein products. 

Advances in Biological Sciences Research, volume 18

9th International Seminar on Tropical Animal Production (ISTAP 2021)

Copyright © 2022 The Authors. Published by Atlantis Press International B.V.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 308

mailto:trianggraeni@ugm.ac.id


  

 

2.2. Method 

Determination of the sample using the snowball 

sampling method. This technique was used because there 

was no valid data on the population that consumes meat. 

The sample was aimed at consumers or women who were 

married. Based on the considerations of housewives, both 

those who work and take care of the household, were the 

determinants of purchasing animal protein products. 

Determination of the sample using the snowball sampling 

method. The primary data collection method was carried 

out on a sample of respondents using the interview 

method with the help of a closed questionnaire. The 

questionnaire contains questions covering the 

characteristics of product purchases and factors that 

influence the purchase of beef products. Secondary data 

were collected from agencies related to research, namely 

the Central Bureau of Statistics, the Ministry of Industry 

and Trade, and the Livestock Service Office of Sleman 

Regency. 

To identify the characteristics of beef purchases 

(kg/month), it was carried out descriptively. The results 

of the analysis are written in tabular form. To analyze the 

factors that affect the amount of beef expenditure, 

Multiple Linear Regression Analysis is used with the 

following equation: 

Y = α + β1 X1 + β2 X2 + β3 X3 + β4 X4 + β5 X5 + β6 X6 + 

β7 D1 + β8 D2 + β9 D3 + β10 D4 +e 

Y = expenditure of beef products (IDR/ month) 

α = intercept 

β1 .β10 =  regression coefficient 

X1 = mother's education (years) 

X2 = household income (IDR / month) 

X3 = number of family members (years) 

X4 = egg expenditure (IDR/ month) 

X5 = frequency purchasing 

X6 = mother’s age (years) 

D1 = dummy job type 

1 = housewife 

0 = other 

D2 = dummy of purchase location 

1 = wet market 

0 = other 

D3 = way/access to purchases 

1 = direct buying  

0 = other 

D4 = dummy mother status 

1 = married 

0 = not married  

µ = stochastic disturbance term 

The regression equation was estimated using OLS 

(Ordinary Least Square) methods. To test the hypothesis 

using the coefficient of determination (R2), F test and t 

test [4]. 

 

3. RESULT AND DISCUSSION 

3.1. Beef Purchasing Characteristics 

Consumers prefer fresh meat (51%) because 

consumers are more satisfied if they can choose meat 

directly at the market and this is a habit for housewives 

(Figure 1). Consumers prefer to buy fresh meat by 

coming directly to the seller because consumers can 

choose and see the quality of fresh meat directly [5]. 

Consumers can see the physical characteristics of fresh 

meat directly before buying [6]. Consumers prefer to 

shop directly at the market because of the opportunity to 

bargain, and they can carry out the meat selection process 

independently [7]. 

 
Figure 1. Types of products 

 

The most popular processed beef products are 

meatballs and sausages because they are practical and 

affordable compared to other beef preparations (Figure 

2). Consumption of frozen food products increases along 

with the increase in Covid-19 cases. Frozen food 

products during the Covid-19 pandemic can provide 

convenience for consumers. The types of frozen food 

processed beef products that are generally most 

consumed are nuggets, meatballs, and sausages [8]. 

 
Figure 2. Amount of consumption 

 

Consumers prefer to buy directly on the wet market 

(85%). On the other hand, the market is a location that is 

vulnerable to the Covid-19 cluster because many people 

gather. Wet markets are one of the clusters for the spread 

of Covid-19 in a number of areas. Traditional markets are 

one of the places that are susceptible to infection because 
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the market is a public facility for buying and selling daily 

needs and many people have activities in these locations 

who come from various places. Market conditions are 

also often full where social and physical distancing is 

difficult to apply [9]. 

3.2. Factors that Influence the Purchase of 

Beef 

Analysis of the factors that influence the purchase of beef 

using the Ordinary Least Square method with the help of 

software Eviews version 5.1. The classic assumption test, 

namely normality, shows that the data is normally 

distributed, which is indicated by the Jarque Bera prob 

value (0.30)> 0.05 so that it is said that the residue is 

normally distributed. Linearity test with the Ramsey reset 

test is F stat (0.12)> 0.05. The multicollinear test results 

showed a correlation between the independent variables 

with the value of r <0.8 so that the data were free from 

multicollinear disease. The results of the 

heteroscedasticity test with the white heteroscedasticity 

model showed that the value of Obs * R square (15.47)> 

0.05 indicated that the data did not contain 

heteroscedasticity. Likewise, from the results of the 

deviation analysis serial correlation with the Breusch-

Godfrey Serial Correlation LM Test model, the value of 

Obs * R square (0.965)> 0.05 indicates that the data does 

not contain serial correlation. 

The results of the regression analysis of the factors 

that influence the purchase of beef can be seen in the 

following equation: 

Y =  - 10.414 + 0.671526 X1 + 0.999954 X2 + 

-0.435289 X3-0.005778 X4-0.010339X5-

0.020839X6-0.133621D1 +0.094421D2 

+0.147174D3 +0.149115 D4 + e 

The adjusted R squared value is 0.584, which means that 

the effect of the independent variables on the purchase of 

beef products is 58.38% and the rest is explained by other 

independent variables that are not included in the model. 

Independent variables that have a positive and very 

real effect, namely mother’s education (P <0.01) and 

income have a significant effect (P <0.05) on the 

purchase of beef. Mother’education and household 

income are influential and interrelated because if the 

income increases and the mother's education is high, then 

it will try to allocate funds for the purchase of beef which 

is useful as a source of animal protein. Income owned by 

consumers is a resource that can be used to meet food 

needs including beef [10]. Income is closely related to a 

person's purchasing power for a product that is 

consumed. The higher the income of beef consumers, the 

greater the opportunity for consumers to buy quality beef. 

People with high incomes will tend to consume more [11-

12]. However, it is different from the research results 

from [13] which states that the greater the level of 

income, the demand for beef will decrease. It is assumed 

that with higher income levels, consumers will tend to 

choose foods that are more varied and nutritious, so that 

the food consumed tends to be chosen not necessarily by 

consuming beef. Even though the mother's education is 

high, namely high school, but due to the relatively low 

income (IDR 2.860.750 ±2.258.450/month). Locations in 

rural and sub-urban areas where the husband's occupation 

Table 1. Multiple regression analysis of factors that influence the purchase of beef 

Variable Coefficient Std. Error t-Statistic Prob. 

C 10.41400 0.613454 16.97600 0.0000 

Mother's education (X1) 0.671526 0.272100 2.467938 0.0227 

Household income (X2) 0.999954 0.219109 4.563728 0.0002 

Number of family members (X3) -0.435289 0.410222 -1.061106 0.3013 

Egg expenditure (X4) -0.005778 0.017236 -0.335236 0.7409 

Frequency purchasing (X5) -0.010339 0.016810 -0.615024 0.5455 

Mother’s age (X6) -0.020839 0.044055 -0.473009 0.6413 

Dummy of job type (D1) -0.133621 0.243264 -0.549285 0.5889 

Dummy of purchase location (D2) 0.094421 0.222295 0.424755 0.6756 

Dummy of way/access to purchase (D3) 0.147174 0.274683 0.535795 0.5980 

Dummy of mother status (D4) 0.149115 0.538483 0.276916 0.7847 

R-squared 0.722563    

Adjusted R-squared 0.583844    

F-statistic 5.208837    

Prob (F-statistic) 0.000851    
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varies, among others, as farmers, laborers, and traders 

and a small part as civil servants and private banks. The 

survey results show that many of the businesses 

undertaken by mothers cannot run businesses due to the 

impact of health protocol rules and at work they still have 

to accompany their children to school online which 

require parental supervision and assistance. The 

expenditure for purchasing beef is still low (IDR 

100.000-200.000/month). Consumers are mostly not 

consuming beef. Frequency of purchase only one 

week/month. Based on the results of a survey of 

consumers consuming beef on the day of Qurbani, the 

rest they choose to buy other protein sources 

4. CONCLUSION 

During the pandemic, consumers choose to buy fresh 

beef directly at the market and some choose processed 

meat, namely meatballs and sausages. Mother's income 

and education affect the purchase of beef. On the other 

hand, it is necessary to improve health protocols to be 

firmer in the market because of the high interest in 

purchasing products directly to the market. 
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