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Currently, the Government of Indonesia has started to execute several 

policies in order to give more protection the environment. One of them 

is by regulating the policy of paid plastic bags which started since 

February 21, 2016, the same day where the National Trash Care Day 

was established. Along with the paid plastic bag policy, it will 

encourage customers to switch to shopping bags that can be repeatedly 

used and environmentally friendly. One of the efforts that can be done 

by the Indonesian retail industry is by offering environmentally friendly 

shopping bags at their sores. The study will develop the concept of 

green marketing in government policy that seeks to change the 

consumption patterns of Indonesian people to use plastic bags that are 

harmful to the environment. 

This research will use the quantitative approach by using multiple 

regressions through SPSS 16 software. The sample of this research is 

300 respondents residing in Surabaya with non-probability sampling 

technique. Sampling method used in this research is purposive 

sampling. After collecting the data and data processing, all hypothesis 

are accepted. 
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Introduction:- 
In the last two decades, human consciousness has experienced a dramatic shift across the globe (Barber, 2010). This 

is marked by the increasing number of people who realize that environmental problems are complex and becoming 

important issues to be resolved. This awareness emerges as a result of the concerning climate change in the world 

that is felt by humans around the world. The problem that often happens is among many people who are aware and 

care about the environment, but there are still many people who are aware and concern but do not put any action. 

This incident was also supported by the opinion of Picket and Ozaki (2008) who stated that people who are 

environmentally conscious do not always behave pro-environmental. Therefore, the application of green marketing, 

as a form of change as the “new” society concerns has not been implemented properly. 

 

In Indonesia, one of the ways to motivate the community to protect the environment together was the designation of 

the National Trash Care Day on February 21, 2016 (Tribunnews.com, March 17, 2016). On that occasion, 

Indonesia's retail industry charges Rp. 200 for each plastic bags for the customer. This provision concerning the paid 

plastic bag is described in the letter of Directorate General of Waste Management, Waste, and Hazardous Toxic 

Substances from the Ministry of Environment and Forestry Number: S.1230 / PSLB3-PS / 2016 on price and 
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mechanism of application of paid plastic bags. One of the causes of this policy needs to be applied into effect as it is 

based on Jambeck et al (2015), Indonesia is second in the world as the most plastic user country. 

 

Along with a paid plastic bag policy, it will encourage customers to switch to shopping bags that can be repeatedly 

used and environmentally friendly. One of the businesses that can be done by the Indonesian retail industry is by 

offering environmentally friendly shopping bags at their sales outlets. This offer is expected to further support 

customers to make purchases and switch from the use of plastic bags to more eco-friendly shopping bags. Eco-

friendly shopping bags that are still relatively new, require education from the company so that the green products 

can be accepted by the society. Companies can educate customers through marketing communications mix 

consisting of advertising, direct marketing, and personal selling with respect to the "green" benefits offered (Kotler 

and Keller, 2012). 

 

This research will use customers of Indomaret and Alfamart convenient store as the research object. Alfamart and 

Indomaret are the leading business actors in retail industry in Indonesia. These two retailers generally sell a variety 

of food products, beverages, and a number of other customer's daily necessities. Currently, Alfamart shares with 

Alfa trademark and it is owned by PT. Sumber Alfaria Trijaya. Meanwhile, Indomaret is one of the subsidiaries of 

Salim Group managed by PT. Indomarco Prismatama. 

 

Literature Review:- 

Product Awareness sheth and Sisodia (2012) explain that awareness is the level of conscious of potential customers 

about the information provided by the seller regarding the products offered. Before customers can buy a product, 

they must know and understand the product first. Instinctively, customers should have a connection with the 

company’s offering, and only realizing the existence of the product would not be enough. This awareness can occur 

related to the understanding and knowledge possessed by the customer through the education provided by the 

company. Corporate education can be done through marketing communications mix consisting of advertising, direct 

marketing, and personal selling. Ultimately, the customers’ awareness would enable them to make them feel familiar 

with the products, brands, and the reasons why they are offereded the eco-friendly shopping bags. In this case, Sheth 

and Sisodia (2012) state that awareness is the extent to which customers can obtain information about the 

characteristics of the product or offer. 

H1: Product Awareness has a negative effect on Perceived Risk of environmentally friendly bag consumer. 

 

Perceived Quality:- 

Customers expecting better quality than before, so quality is a strong competitive weapon (Parasuraman et al., 

1985). Perceived quality has attracted interest from practitioners and researchers because of the belief that the effect 

of perceived quality favorable to marketing performance (Sweeney et al, 1999). Since customer ratings are usually 

based on incomplete or asymmetric information, customers can trust products based on the perceived quality of a 

product or brand. (Kardes et al., 2004). Perceived quality is a set of attributes related to the perception of brand or 

product quality, perceived quality can build a positive word of mouth effect, reduce customer management costs, 

increase purchases, and increase premium prices (Qualls and Rosa 1995, Sweeney et al, 1999). When companies 

launch their new products in a misleading “green” claims, confusing and exaggerating the environmental issues of 

their products, customers are becoming reluctant to trust their products (Kalafatis and Pollard, 1999). As a result, 

perceived quality plays a more important role in the current environmental era. 

H2: Perceived Quality has a positive effect on Perceived Quality of environmentally friendly bag consumer 

 

Perceived Risk:- 
Peter and Ryan (1976), Stone and Grønhaug (1993), and Aaker (1996) stated that perceived risk is a concern of 

potential customers based on discrepancy between the actual product and what the seller promised. Therefore, 

perceived risk has three important aspects, which indicate who is at risk, for what kind of risk, and when it occurs. 

Raymond A Baeur (1960) was the first person to spark the idea of perceived risk in customer behavior research 

(Stone and Grønhaug, 1993). Raymond's idea has generated several speculations and inspired the research area. 

Stone and Winter (1985) suggest that perceived risk is a subjective expectation of loss. 

H3: Perceived Risk has a negative effect on Trust of environmentally friendly bag consumer 

 

Trust:- 

Trust is defined as the potential consumers' trust for the reliability and integrity of the product and the seller 

(Moorman et al., 1993). When a potential consumer has a belief in a company’s product offering, it means that the 
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potential consumer believes that a product or service provider can be counted on to behave in such a way that the 

long-term interests of the customer will be served (Crosby et al., 1990). This trust will make the potential consumers 

willing to depend on a person, or something, in a particular situation with no doubt or concern (McKnight and 

Chervany, 2001). 

H4: Trust has a positive effect on purchase intention of environmentally friendly bag consumer 

 

Purchase Intention:- 

Purchase intention can be defined as the probable level of potential customers to buy a particular brand designated 

for themselves after a specific evaluation (Khan et al., 2012). Halim and Hameed (2005) describe customers’ 

purchase intention as possible prospects who have plans to purchase products in the future, make repeat purchases, 

and searching for more information regarding the related products. Jin and Kang (2011) describe purchase intention 

linked to four customer behaviors including unquestionable plans to buy products, think decisively to buy products, 

contemplate to buy products in the future, and to buy specific products 

 

Research Issue and Methodology:- 

In this study the target of population were customers who never bought and used any environmentally friendly bag 

from Indomaret and Alfamart. They were also not aware of any information about environmentally friendly bag 

from Indomaret and Alfamart (through catalog, visit the stores, and through other medias). The characteristics of the 

respondent are as follow: men and women, residing in Surabaya, adults with the ability to make decisions. This 

research uses primary data and it is obtained from the distribution of questionnaires to the respondents in accordance 

with the characteristics of populations. Questionnaire distribution was conducted in Indomaret and Alfamart at 

Surabaya. From 310 questionnaires distributed, 300 questionnaires were returned and valid to be used for data 

formulation. 

 

From the questionnaire completed by respondents, the indicators to measure were derived from previous researches. 

For product awareness, perceived quality, perceived risk, trust, and purchase intention from research by Wang and 

Tsai (2014); Chen and Chang (2013); and Chen and Chang (2012. There were 15 indicators for 5 variables tested, 

and these can be seen from the following research model: 

 

 
Figure 1:-Research Model. 

Source: Analysis, 2017 

 

Areas that were used within this research were interval level measurement. Type of scale used was Likert scale, a 

statement that has a range from 1 = disagree to 5 = agree, the scale represents the respondents opinion for the 

questions regarding the objects being studied. In which the highest the score or number selected indicated the higher 

of ratings, and vice versa. 

 

Findings and Discussion:- 
Findings:- 

This study is using multiple regressions to examine the effect between the independent variables towards the 

dependent variable. Statistical analysis tool used to answer the problem formulation of this research is SPSS 16 

software. When all primary data has been collected, then the statistical testing can be done.  

The respondent was made up of 28.7% men and 71.3% women. Almost 61% of the group is under the age of 40.  
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Validity Test:- 

Table 1:-Validity Test. 

Indicator Factor Loading Note 

Product Awareness:   

PA1 .353 Valid 

PA2 .366 Valid 

PA3 .224 Valid 

Perceived Quality:   

PQ1 .230 Valid 

PQ2 .251 Valid 

PQ3 .176 Valid 

Perceived Risk:   

PR1 .305 Valid 

PR2 .296 Valid 

PR3 .319 Valid 

Trust:   

TR1 .211 Valid 

TR2 .290 Valid 

TR3 .352 Valid 

Purchase Intention:   

PI1 .383 Valid 

PI2 .411 Valid 

PI3 .372 Valid 

Source: SPPS 16 result, 2017 

 

The criteria of validity test is if the value of the Corrected Item-Total Correlation for n=300 is higher than 0.138 (r 

table), however, if the value of the factor loading is less than the 0.138, then the statement is considered invalid or 

failed. Based on the test of the data validity, it is proven that all indicators used to estimate each variable is valid, 

since the value of the factor loading for every items are more than 0.197. 

 

Reliability Test:- 

Reliability test is done by comparing cronbach’s alpha value, if the value is higher than 0.6, then the statement is 

considered reliable. 

 

Table 2:-Reliability Test. 

Variable Cronbach’s Alpha Based on Standardized Items Note 

Product Awareness 0.795 Reliable 

Perceived Quality 0.775 Reliable 

Perceived Risk 0.688 Reliable 

Trust 0.757 Reliable 

Purchase Intention 0.679  

Source: SPPS 16 result, 2017 

 

From the table 2, it is proven that the variables of overall brand image, perceived risk, perceived quality, and 

purchase intention all resulting the value of Cronbach alpha higher than 0.60. So, it can be concluded that the 

statements developed the variables can be said to be reliable and can be used for further analysis. 

 

Normality Test:- 

The result from SPSS output is used to see the normality of the Active Cooperation data with macroeconomic 

variables using a graph as seen in Figure 2. 
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Figure 2:- Normality Test (P-Plot). 

Source: SPPS 16 result, 2017 

 

From the normality test result, data that used in the study are normally distributed. The explanation is because the 

spread of the data were not far from the diagonal line so it can be considered to pass the normality test. Therefore, 

this research can be continued. 

 

Results of Coefficient Determination:- 

Table 3:-The results of coefficient determination are as follows: 

Model R R Square Adjusted R Square 

1 .482
a
 .232 .229 

a. Predictors: (Constant), TR 

b. Dependent Variable: PI 

Source: SPPS 16 result, 2017 

 

From table 3, coefficient determination/R-square (R
2
) value generated is as much as 0.23 which means that the 

variations of variables together can explain the variation of variable overall PI by 23%, while the rest explained for 

other variables beyond the model which is not yet observed. 

 

Result of Multiple Regressions:- 

The results of multiple regressions are as follows: 

 

Table 4:-Multiple Regressions. 

Model Standardized Coefficients 

Beta 

1 (Constant)  

TR .482 

Source: SPPS 16 result, 2017 

 

From table 4, the regression equation can be written as follows:- 

PI = b1TR 

PI = 0.482TR 

 

Based on table 4, all independents variables have positively influence towards PI. Furthermore, Trust has the 

greatest regression coefficient compare to other variables, which is 0.482.  
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F-test:- 

The results of F-test are as follows: 

 

Table 5:-F-test. 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 22.688 1 22.688 89.953 .000
b
 

Residual 75.163 298 .252   

Total 97.852 299    

a. Dependent Variable: PI    

b. Predictors: (Constant), TR     

Source: SPPS 16 result, 2017 

 

Based on the calculation of SPSS from table 5, the significance of F test value in the model is 0.000, this mean H0 is 

rejected, so it can be concluded that independent variables together influencing PI significantly.  

 

4.1.7 t-test 

The results of t-test are as follows: 

 

Table 8:-t-test For Multiple Regression. 

Model t Sig. 

1 (Constant) 1.912 .241 

TR .538 .057 

   

Source: SPSS 16.00 result, 2016 

 

From table 8, it can be explained that the variables Trust have significant effect towards Purchase Intention because 

it has a significance value below 0.05.  

 

Discussion:- 
From the research that has been done, the result is from four hypotheses proposed, all hypothesis are supported. The 

first hypothesis, which state “Product Awareness has a negative effect on Perceived Risk of environmentally 

friendly bag consumer” is accepted. The reason is because the regression coefficient is 0.113 with t-test value of 

0.047, which is below 0.05. This shows a consistent result with the previous study conducted by Chen and Chang 

(2012). 

 

The second hypothesis, which states, “Perceived Quality has a positive effect on Perceived Quality of 

environmentally friendly bag consumer” is supported. The reason is because the regression coefficient is 0.427 with 

t-test value of 0.000, which is below 0.05. This shows an consistent result with the previous study conducted by 

Chen and Chang (2012). 

 

The third hypothesis, which states, “Perceived Risk has a negative effect on Trust of environmentally friendly bag 

consumer” is supported. The reason is because the regression coefficient is 0.502 with t-test value of 0.000, which is 

below 0.05. This shows a consistent result with the previous study conducted by Chen and Chang (2013). 

 

The fourth hypothesis, which states, “Trust has a positive effect on purchase intention of environmentally friendly 

bag consumer” is supported. The reason is because the regression coefficient is 0.482 with t-test value of 0.000, 

which is below 0.05. This shows a consistent result with the previous study conducted by Chen and Chang (2012). 

 

Conclusion, Limitation and Research Extension:- 

Conclusion:- 
From the research that has been done, the result is from four hypotheses proposed, all hypothesis are supported. 

Trust is a variable that affects the Purchase Intention the most, because the higher level of the consumer's trust about 
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product the higher the consumer wants to buy and try the product. The reason is because a potential customer's trust 

is a determinant of long-term customer behavior (Lee et al., 2011). Therefore, the intention to buy a potential 

customer will be influenced by the trust of prospective customers (Harris and Goode, 2010). The previous literatures 

also state that customer trust is the determinant of customer purchase intentions (Schlosser et al., 2006). More 

specifically, purchase intentions require customers’ trust (McCole and Plamer, 2001) because trust increases 

customer confidence that sellers are not tied in with an opportunistic behavior (Gefen, 2000). 

 

All these times, the Indonesian people trust regarding the environmentally friendly shopping bags offered by 

Indomaret and Alfamaret still less due to consumer awareness of the shopping bag is still minimal. This lack of 

awareness is due to the absence of any definite determination by the government in reducing the use of plastic-made 

shopping bags that can damage the environment. Uncertain determination is also accompanied by the lack of 

Indomaret and Alfamart’s agility in offering environmentally friendly shopping bags. This makes consumers do not 

feel the urgent need of environmentally friendly shopping bags. This low trust can also occur due to a lack of 

consumer understanding of the eco-friendly shopping bags’ quality. Consumers often think that eco-friendly 

shopping bags are low quality bags. The notion that eco-friendly shopping bags are of low quality is because 

consumers receive little information and reviews about eco-friendly shopping bags. Low understanding finally raises 

doubts from within the consumer to the products offered. 

 

With a high awareness and a good understanding of consumers of the quality offered by environmentally friendly 

shopping bags by Indomaret and Alfamart, then, consumers' doubt on eco-friendly shopping bags will be gone. This 

can happen because consumers are convinced that when the eco-friendly shopping bags offered have been purchased 

then consumers will not feel disappointed with the poor quality provided. Perceived risk is the only variable that 

enables consumer confidence to be higher. When consumers do not have doubts about the eco-friendly shopping 

bags, their confidence will be developed and finally, they will be able to make purchases of the eco-friendly 

shopping bags. 

 

Limitations and Research Extension:- 
There are several limitations within this research. This research is only using limited sample in Surabaya. It also can 

be concluded that researchers and strategists need to consider other issues relating to product awareness, perceived 

quality, perceived risk, and trust to increase purchase intention. In further research, it is expected to increase the 

sample used in order for the data to be more generalized. 
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