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Abstract
Intention To Hoard Food Is A Desire When Consumers Try To Engage In Food Hoarding Behavior. Intention To Hoard Food Is A Stage Of Consumer Desire In Determining Their Behavior Before Making An Actual Purchase In A Retail Store. Intention To Hoard Food Can Occur Due To Several Things, Including Attitude And Subjective Norms, Which Are Influenced By Risk Perception. The Purpose Of This Study Was To Determine The Effect Of Risk Perception, Attitude, And Subjective Norm On Intention To Hoard Food Among Retail Consumers In Surabaya. The Population Used In This Study Is Retail Consumers In Surabaya. The Sampling Technique Used Quota Sampling With The Conditions That They Were 17 Years Old And Over And Domiciled In Surabaya. The Number Of Samples Studied Was 130 Consumers. The Exogenous Variable In This Study Is Risk Perception. The Endogenous Variables In This Study Were Attitude, Subjective Norm And Intention To Hoard Food. Furthermore, The Authors Processed The Research Data Using Smartpls 3 To Obtain Significant Conclusions Based On The Research Results. Based On The Calculated Hypothesis Testing, The Results Of This Study, Namely Risk Perception, Can Affect Attitude, Subjective Norm And Intention To Hoard Food. Risk Perception Can Also Influence Intention To Hoard Food Through Attitude And Subjective Norms As Mediators.
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INTRODUCTION
The global pandemic outbreak of Severe Acute Respiratory Syndrome Coronavirus 2, also known as COVID-19, began on December 31, 2019, in Wuhan, the capital of Hubei Province, in the People's Republic of China. This virus has the ability to transmit viral infections that are highly contagious and mutate rapidly. The structure of COVID-19 is similar to SARS and MERS. The WHO declared a global pandemic emergency on March 11, 2020, after the virus was detected in various countries worldwide, with 4,200 deaths. Various countries also have different attitudes towards actions in responding to the COVID-19 pandemic (WHO, 2020). Currently, every country is developing a national strategy to protect its citizens from contracting the COVID-19 virus. Many countries have been quite successful in suppressing COVID-19 transmission with strict health protocols. At the same time, many business sectors are under pressure due to restrictions, or even shutdowns, of business operations. Without economic activity, the public recognizes a conflict of interest between the economy and health. The longer economic restrictions are in place, the more businesses will be unable to operate. Companies that are not profitable must postpone expansion plans, risking bankruptcy. Economic restrictions have a domino effect on workers' housing, which ultimately reduces consumption, making the brink of recession a real threat for many countries (Long and Khoi, 2020). Indonesia is also a country that has not been spared from COVID-19. Initially, Indonesia was somewhat "late" in its response to COVID-19, while many neighboring countries in the region were already affected by the pandemic. Seven months after the Presidential Palace's announcement, the number of cases in Indonesia has continued to rise. As of October 2, 2020, the number reached 295,499, with 10,972 deaths (John Hopkins University, 2020). As vaccines and cures are still being developed, the government and health authorities are prioritizing short-term policies to monitor the situation. In this situation, the food sector is a crucial area of ​​focus. Consumption is a fundamental requirement for human survival. The suspension of international trade has also disrupted the supply-demand chain. At the same time, people, fearful of the risks of the outbreak, are engaging in massive panic buying. People are hoarding food at various food retailers. Some fearful individuals want to hoard food, but are unable to do so due to inflation or stockouts. This situation only adds to the social pressures that exist (Khan, 2020). Consumer behavior is beginning to shift to embrace a new normal. As people learn to live in new conditions, their ways of thinking and acting will adapt. After several months, various countries have begun to reopen parts of their economies. While the impact of the COVID-19 pandemic has varied, there are five general themes of change within the global consumer market. Consumers are focusing on the essential value of essential goods. Many consumers worldwide are experiencing a decline in income. This situation is forcing consumers to be more mindful of their spending by seeking to consume less expensive products. As consumers face a prolonged period of financial uncertainty, they intend to continue shifting their spending largely to essentials, such as groceries and household supplies, and reducing most discretionary (non-essential) categories.
Next is the shift to omnichannel digitalization of retail. Online sales had been growing since before the pandemic and have continued to grow during this crisis.Most categories have seen over 10 percent growth in their online customer base during the pandemic, and many consumers say they plan to continue shopping online even when brick-and-mortar stores reopen. Beyond e-commerce, digital support services and contactless services have seen significantly higher adoption rates. While some of these habits are seen as a temporary solution to the crisis, they are likely to be adopted long-term. Furthermore, there is a shock to loyalty. Some products and brands are experiencing supply chain disruptions. When consumers can't find their preferred products at their preferred retailers, they change their shopping behavior.
Next comes health and well-being in the economy. In the current climate, many people are choosing shopping locations with visible safety protocols, such as enhanced cleaning and physical barriers. People also prefer products with packaging that appears healthy and hygienic. Some consumers even pay attention to how food producers treat their employees.During these challenging times, consumers are hyperaware of how businesses interact with stakeholders, local communities, and society at large. This is followed by home-based economic activity. Many people are not yet comfortable resuming "normal" activities outside the home. Consumers are adapting their behavior due to the health crisis; easing government restrictions will not be enough. Instead, they will await guidance from medical authorities, assurance that safety measures are in place, and the development of a vaccine and/or treatment for COVID-19 (McKinsey & Company, 2020). This consumer hoarding behavior occurred in various countries simultaneously during the first wave of the COVID-19 outbreak. Some governments implemented nationalist policies, banning food exports. Some countries also implemented food import policies, albeit at high prices amid commodity market speculation. The domino effect of this chaos discouraged individuals in society from taking the risk of supply fluctuations and market prices for their basic necessities. Consumers develop habits over time regarding behavior, including what foods they choose to consume. Consumption behavior is both habitual and contextual.
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Figure 1.1. Indonesians are becoming more mindful of their spending, leading to the adoption of new habits.
Source: McKinsey & Company (2020)
Based on Figure 1.1, it is clear that Indonesians are becoming more mindful of how they spend their money, leading them to adopt new habits. Regarding the actions taken, it is clear that Indonesians are becoming more mindful of where they spend their money (67 percent), followed by finding new ways to save money when shopping (59 percent), switching to cheaper products to save money (56 percent), taking the time to make a shopping list when shopping (45 percent), and researching brands and products before purchasing (37 percent). This shows that society has changed with the presence of the COVID-19 pandemic as a disruption compared to the previous normal economic order (McKinsey & Company, 2020).
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Figure 1.2. Indonesian Society is Increasingly Focused on Packaging and Sustainability
Source: McKinsey & Company (2020)

Based on Figure 1.2, it appears that Indonesians have begun to focus more on packaging and sustainability in their purchasing decisions. Regarding the actions taken, Indonesians base their purchases on health and hygienic packaging (42 percent), followed by sustainable and environmentally friendly products (30 percent), how companies manage employee safety (20 percent), retail promotions of sustainable solutions (27 percent), and company purpose values ​​(20 percent). This indicates that in addition to considering the health and hygiene of products for themselves, consumers are also paying attention to broader long-term impacts (McKinsey & Company, 2020). There are four main contexts that govern changes in consumer behavior. First, changes in the social context through life events such as marriage, having children, and moving from one city to another. Social contexts include the workplace, community, neighbors, and friends. The second context is technology. When technological breakthroughs emerge, old habits are dramatically disrupted. Online searching and ordering have dramatically impacted the way we shop and the products and services we consume. The third context that influences consumption habits is rules and regulations, especially those related to the general public and shared spaces. Public regulations can reduce the social consumption of unhealthy products. Of course, public policy can also influence the consumption of good products and services, such as vaccines for children. The fourth, and less predictable, context is sudden natural disasters such as earthquakes, hurricanes, and global pandemics, including the current Covid-19 pandemic. Similarly, armed conflict, the Great Depression of the late 1920s, and the Great Recession of 2008–2009, all significantly disrupted consumption, production, and supply chains (Sheth, 2020).
In times of crisis, research is needed that analyzes general societal behavior in response to the problems faced. Currently, the crisis requiring research is the impact of the COVID-19 pandemic. Previous research has shown that analyzing individual behavior in uncertain social situations is economically and sociologically important. Van Bavel et al. (2020) suggest that studying social and behavioral sciences can help support the public response to the COVID-19 pandemic. Based on the background of the problem above and previous research conducted by Nguyen and Buy (2020), it can be seen that consumer food purchasing behavior is influenced by factors that shape individual behavior in the face of prevailing social conditions. In a crisis, the government and policymakers can reassure the public appropriately by reassuring individuals in society. Authorities can consider the variables of risk perception (RP), attitude (AT), and subjective norm (SN). The purpose of this research is to determine the impact of the ongoing COVID-19 pandemic on retail consumer behavior in Indonesia. Several changes may occur in consumer behavior as a result of social restrictions, such as lockdowns and social distancing. This study aims to test the impact of risk perception modeling on factors affecting consumer decision-making regarding food purchases using Icek Ajzen's (1967) theory of reasoned action (TRA). This research can provide a theoretical basis for government authorities in identifying risks caused by consumer behavior and the domino effect on the economy, thus providing countries with tools for preparing in designing economic policy options during times of crisis.
There are several differences in the current research withprevious research conducted. The current study is a modification of the research model developed by Nguyen and Buy (2020) which addressed the phenomenon of intention to hoard food at the start of the COVID-19 pandemic, which has been running for half a year now, with different locations, objects, number of respondents, and models. The current study also adjusted the variables used, namely risk perception (RP) to the variables of attitude (AT), subjective norm (SN), and intention to hoard food (IH), referring to the theory of reasoned action (TRA) modeling.
Based on the background of the problem above, the formulation of the problem in this research is as follows:
1. Does risk perception influence the attitudes of retail consumers in Surabaya?
2. Does risk perception influence the subjective norms of retail consumers in Surabaya?
3. Does risk perception influence the intention to hoard food of retail consumers in Surabaya?
4. Does attitude influence the intention to hoard food of retail consumers in Surabaya?
5. Does subjective norm influence the intention to hoard food of retail consumers in Surabaya?
The following is the writing systematics for the research that will be carried out:
Chapter 1 Introduction
Contains an introduction which includes background, problem formulation, problem objectives, research objectives, research benefits, and writing systematics.
Chapter 2: Theoretical basis
Explains risk perception (RP), attitude (AT), subjective norm (SN), intention to hoard food (IH), previous research, the relationship between risk perception (RP) and attitude (AT), the relationship between risk perception (RP) and subjective norm (SN), the relationship between risk perception (RP) and intention to hoard food (IH), the relationship between attitude (AT) and intention to hoard food (IH), the relationship between subjective norm (SN) and intention to hoard food (IH), and the research model.
Chapter 3: Research methods
Explaining the facts about respondents as research objects, data descriptions, and analysis results and discussions.
Chapter 4: Data analysis and discussion
Explaining the facts about respondents as research objects, data descriptions, and analysis results and discussions.
Chapter 5: Conclusions and suggestions
Contains conclusions, academic suggestions, practical suggestions, and research limitations.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Theory of Reasoned Action
The theory of reasoned action was proposed in 1967 by Ajzen to explain the relationship between attitudes and behaviors in human action. Individual decisions about behavior are based on considerations of expectations and available information. The primary goal of the theory of reasoned action is to understand an individual's motivational intentions in performing a behavior. These intentions are determined by two basic variables: attitudes toward behavior and subjective norms. According to Bagozzi, Baungartner, and Yi (1992), the theory of reasoned action is the dominant approach in consumer behavior research. Generally, behavior is operationalized as the observation of individual choices in a free situation. The TRA model posits that attitudes are derived from beliefs about behavior, while subjective norms are derived from normative beliefs. This theory was further developed by Fishbein and Ajzen (1980), explaining that behavior is a function of behavioral intentions and other intervening factors. In other words, behavior is the result of intention and influencing situational factors. Every consumer has a different attitude. This is stated by Peter and Olson (2008:136), who state that each consumer has a different attitude towards a concept. One consumer's attitude can be inconsistent with another consumer's attitude. This statement explains that differences in consumer attitudes can arise from concepts and are inconsistent with each other. However, the intention component is an alternative approach to predicting consumer behavior that is relatively accurate.

Intention to Hoard Food
Ajzen (2005) explains intention as an indication of an individual's readiness to perform a behavior. Intention is a precursor to a behavior that can be measured concretely. Swastha (2008) also adds that intention acts as an intermediary between motivational factors that impact behavior. Behavioral intention can be measured using attitude toward the behavior and subjective norms. Individuals have limited time to translate their intentions into behavior. In measuring intention, there are four main elements: the target goal of the behavior, the action, the situation in which the behavior is performed, and the time the behavior is performed (Ajzen, 2005). Hoarding is defined as an attempt to “accumulate large stocks of personal goods when people perceive a threat to supply” by Sterman and Dogan (2015), making the market possible to create shadow demand. A surge in orders can burden producers and supply chains, and businesses must increase production in the short term under conditions of passive and limited production resources. When the COVID-19 pandemic broke out, health products and commodities became very scarce due to the sudden increase in demand while raw materials and labor were hampered due to the stagnation of the supply chain system to prevent the spread of the disease. According to Nguyen and Buy (2020), the intention to hoard food can be measured using several indicators, namely, the intention to hoard food in the next few days, has planned to hoard food in the next few days, wants to hoard food in the next few days, will hoard food in the next few days.

Attitude
Attitude is a way of thinking or attitude about something, especially as reflected in a person's behavior. Fishbein and Ajzen (1975) suggest that attitude emerges as a variable that influences behavior through a reasoned decision-making process, with a limited impact on three things. First, general attitude does not determine behavior much, but rather behavior by specific attitudes toward a behavior. Second, attitude and subjective norm both have an influence in influencing behavior. Third, attitude and subjective norm together shape the intention to perform a particular behavior. Several researchers have defined attitude. Among them, attitude is defined as an assessment of an individual's beliefs about a behavior. When assessing, a person can make either a positive or negative judgment. Hamdah, Rahmadya, and Nurlaela (2020) suggest that an attitude refers to an individual's attitude toward engaging in a particular behavior. According to the theory, attitude is a function of an individual's underlying beliefs about the outcomes that can be achieved by engaging in a behavior and the value they place on those outcomes. Ajzen (2005) explains that behavioral beliefs are beliefs that underlie attitudes toward a behavior. Behavioral beliefs are a collection of beliefs an individual holds about the positive and negative consequences of engaging in a behavior. 
A person can have many beliefs about the consequences of behavior, but only a small portion of these beliefs are used. The theory of reasoned action specifically defines attitude toward behavior as the degree to which a behavioral action is evaluated positively or negatively. Attitude toward behavior is determined by a combination of an individual's beliefs about the positive and/or negative consequences of engaging in a behavior (behavioral beliefs) and the individual's subjective value of each behavioral consequence. It can be concluded that the more positive the consequences of a behavior, the more likely an individual is to adopt a favorable attitude. Conversely, if a behavior is perceived to have a negative impact, an individual will tend to adopt an unfavorable attitude. Ajzen (2005) stated that attitude can be measured using several indicators, namely liking the idea of ​​food hoarding now, food hoarding is a good idea, agreeing with food hoarding now, and being satisfied with the intention to hoard food.

Subjective Norm
Subjective norms are beliefs that are meaningful to an individual or group, allowing individuals to receive support or rejection for certain behaviors. Behavior can be appreciated or punished as a form of approval or disapproval from a particular individual or group. Subjective norms explain how the thoughts of other individuals are needed to demonstrate a behavior. Ajzen (2005) explains that subjective norms are functions based on beliefs called normative beliefs, namely beliefs about the approval or disapproval of a person or group towards a behavior. Ajzen (2005) adds that social references originating from close people such as parents, marriage partners, friends, coworkers, and other references have an impact that is considered important in relation to a behavior. Cialdini and Goldstein (2004); Van Bavel et al. (2020) suggest that people's decisions are influenced by social norms as subjective norms, namely what they perceive others to do or approve or disapprove of.
The theory of reasoned action specifically defines subjective norms as an individual's perception of social pressure regarding whether a behavior is permissible or not. Subjective norms are determined by a combination of individual and group beliefs in defining acceptable and unacceptable behavior. Individuals are motivated to comply with these norms. According to Ajzen (1975), subjective norms in performing a behavior are influenced by the pressure of social forces as motivation to follow. What is meant by other forces are social groups that will respond to the behavior carried out by an individual positively or negatively. Social groups can reward or punish actions taken by an individual. The more an individual's social references support a behavior, the more pressured the individual will tend to participate in the desired behavior. Conversely, the more an individual's social references do not support a behavior, the more pressured the individual will tend to not perform the behavior (Ajzen, 2005). According to Nguyen and Buy (2020), subjective norms can be measured using several indicators, namely, family encouragement for food hoarding, encouragement of close people for food hoarding, encouragement of those who are significant to food hoarding, and family encouragement for food hoarding.

Risk Perception
Humans use their emotions to assess risk, motivate actions, and focus their thinking. This emotional influence is generally helpful, but it can also be harmful (Van Bavel et al., 2020). Initial perceptual reactions to risky situations often diverge from cognitive evaluations and ultimately drive risk perceptions (Loewenstein, Weber, Hsee, and Welch, 2001); Slovic, Finucane, Peters, and MacGregor, 2013); Van Bavel et al., 2020). People rely on their feelings as a substitute for other information, such as the actual numerical risk. In this case, someone who experiences more negative perceptions during a pandemic will perceive greater risk than if they experience less negative emotions (Johnson and Tversky, 1983). Emotions experienced in response to risky situations also influence judgments in two stages (Peters, Lipkus, and Diefenbach, 2006). First, the quality of the emotion (e.g., positive or negative) focuses the decision-maker on relevant information. That information, rather than the feeling itself, is then used to guide judgment. For example, smokers exposed to more emotionally charged health warnings experience more negative emotions toward the warnings and smoking, spend more time examining the warnings, and recall more risks, with subsequent effects on risk perception and quit intentions (Van Bavel et al., 2020).
In the COVID-19 pandemic situation, negative emotions increase. People may seek out and/or consider negative information about COVID-19 more than others. Emotions also act as powerful motivators of behavior (Frijda, 1986), such as social isolation and handwashing, but also hoarding supplies and supporting harsh policies. The function of emotions as direct motivators also means that, with strong perceptual reactions, people often ignore important numerical information such as probability (Rottenstreich and Hsee, 2001), problem scope (Hsee and Rottenstreich, 2004), and time effects (Peters, Kunreuther, Sagara, Slovic, and Schley, 2012); Van Bavel et al. (2020). Risk perception is understood as the extent to which mental recognition perceives factors related to potentially dangerous activities or technologies that determine people's risk assessments (Oltedal, Moen, Klempe, and Rundmo, 2004). The importance of risk perception to the economy has been studied since its inception, dating back hundreds of years to Knight's (2012) study. To date, numerous studies have recognized the impact of risk perception on behavior throughout life, including consumer behavior. Risk level measurement varies with each condition and individual decision-making process is determined by the level of costs, benefits, level of damage, and the level of risk appetite Dowling and Staelin (1994). Risk perception arises when food consumers pay attention to whether consumption is safe or not for physical health before making a decision to purchase a particular product Kozup (2017). According to Dowling and Staelin (1994) stated that risk perception can be measured using several indicators, namely, purchase category risk, perceived benefits, perceived costs.

Hypothesis Development
H1:Risk perception has a positive effect on consumer attitudes.
H2:Risk perception has a positive effect on consumer subjective norms.
H3:Risk perception has a positive effect on consumers' intention to hoard food.
H4:Attitude has a positive influence on consumers' intention to hoard food.
H5:Subjective norms have a positive influence on consumers' intention to hoard food.
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RESEARCH METHODS
In this research, the research method used is a quantitative research method withusing a causal research design. A causal relationship is a cause-and-effect relationship, and includes independent and dependent variables (Sugiyono, 2012:56). This study will analyze the influence of risk perception (RP), attitude (AT), subjective norm (SN), and intention to hoard food (IH) on food retail consumers in Surabaya.

Population and research sample
The population of this study was consumers who had hoarded food after purchasing products and utilizing services provided by retailers in Surabaya. The sample selection method used quota sampling.

Research Variables
The exogenous variable in this study is risk perception. The dependent variables in this study are attitude, subjective norm, and intention to hoard food.

Sampling Techniques
The chosen technique was purposive sampling, which is a technique for selecting samples based on specific considerations. For example, in research on food quality, the data sources would be food experts (Sugiyono 2016: 85). The sample criteria for this study were:
1. Aged 17 years and above.
2. Domiciled in the city of Surabaya.
3. Have you ever done food hoarding?

Data Analysis Techniques
The data analysis technique used by the researcher is PLS (Partial Least Square) which is processed using the SmartPLS 3.0 program. PLS is a powerful analysis method, this PLS method is often referred to as soft modeling because it eliminates OLS (Ordinary Least Square) regression, as the data must be multivariately normally distributed and there is no multicollinearity between exogenous variables (Wold, 1985; in Ghozali, 2015: 5). PLS-SEM consists of 2 sub-models, namely the measurement model which is often referred to as the outer model and the structural model which is often referred to as the inner model. The measurement model shows the manifest variables representing the latent variables to be measured, while the structural model shows the strength of the estimation between the latent variables and the construct variables. (Ghozali, 2015: 7).




results and Discussion

Table 1: Descriptive Test Results
	Hypothesis
	Influence
	Original Sample (O)
	t-statistic
	P-value

	H 1
	Risk Perception -> Attitude
	0.672
	16,323
	0,000

	H 2
	Risk Perception -> Subjective Norm
	0.737
	14,844
	0,000

	H 3
	Risk Perception -> Intention to Hoard Food
	0.110
	1,391
	0.165

	H 4
	Attitude -> Intention to Hoard Food
	0.730
	8,240
	0,000

	H 5
	Subjective Norm -> Intention to Hoard Food
	0.123
	1,356
	0.176




Finding 1
Based on Table 1, it can be seen that the influence of risk perception on attitude obtained a t-statistic value of 16.323 and a p-value of 0.000. This means that risk perception has a significant influence on attitude. In addition, a coefficient of 0.848 (positive) was obtained, this means that risk perception has a positive influence on attitude. Thus, it can be decided that hypothesis 1 is accepted.

Finding 2
Based on Table 1, it can be seen that the influence of risk perception on subjective norm obtained a t-statistic value of 14.844 and a p-value of 0.000. This means that risk perception has a significant influence on subjective norm. In addition, a coefficient of 0.737 (positive) was obtained, this means that risk perception has a positive influence on subjective norm. Thus, it can be decided that hypothesis 2 is accepted.

Finding 3
Based on Table 1, it can be seen that the influence of risk perception on intention to hoard food obtained a t-statistic value of 1.391 and a p-value of 0.165. This means that risk perception does not have a significant influence on intention to hoard food. In addition, a coefficient of 0.760 (positive) was obtained, this means that risk perception has a positive but insignificant influence on intention to hoard food. Thus, it can be decided that hypothesis 3 is rejected. Conversely, if P > 0.05 then there is a probability that the null hypothesis is true, namely that risk perception has no influence on intention to hoard food.

Finding 4
Based on Table 1, it can be seen that the influence of attitude on the intention to hoard food obtained a t-statistic value of 8.240 and a p-value of 0.000. This means that attitude has a significant influence on the intention to hoard food. In addition, a coefficient of 0.720 (positive) was obtained, this means that risk perception has a positive influence on attitude. Thus, it can be decided that hypothesis 4 is accepted.

Finding 5
Based on Table 1, it can be seen that the influence of subjective norms on the intention to hoard food obtained a t-statistic value of 1.536 and a p-value of 0.176. This means that subjective norms do not have a significant influence on the intention to hoard food. In addition, a coefficient of 0.730 (positive) was obtained, this means that risk perception has a positive but insignificant influence on attitude. Thus, it can be decided that hypothesis 5 is rejected. Conversely, if P > 0.05 then there is a probability that the null hypothesis is true, namely subjective norms have no influence on the intention to hoard food.

CONCLUSION
The results obtained from this study can be used as a basis for subsequent research related to the relationship betweenThis study examines consumer risk perception (RP), attitude (AT), subjective norm (SN), and intention to hoard food (IH) during crisis situations. Future research could focus more on examining specific food items and exploring the market conditions. Academics could also continue this research by adding psychological variables that significantly influence individual behavior. Future research should also consider national stability variables, which can influence purchasing intentions from positive to negative, and vice versa. The lack of propaganda in national policies to control crisis situations also deserves further attention. A limitation of this study is the subjectivity of the indicators used to measure food hoarding. Buying more than usual constitutes hoarding. However, the extent of hoarding can vary depending on the type of food being hoarded.
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