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APPENDIX

Appendix 1. Google Forms Questionnaire

Section 1 of 11

Perkenalkan nama saya Vidha Hiranya dari program studi /nternational Business
Management Program, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya
Yogyakarta.

Saat ini, saya sedang menempuh tugas akhir sebagai syarat untuk kelulusan dengan
melakukan penelitian mengenai " Finding the Red String: Analisis Faktor yang
Mempengaruhi Niat Beli Terhadap Tas Belanja Pakai Ulang Super Indo".

Dengan ini, saya memohon waktu dan kesediaan Anda untuk mengisi kuesioner
singkat ini. Waktu yang dibutuhkan untuk mengisi kuesioner ini diperkirakan akan
memakan waktu 5 - 10 menit.

Kiriteria pengisi kuesioner:
1. Merupakan Generasi Z (lahir antara tahun 1997 - 2012)

2. Pernah melakukan transaksi di Super Indo setidaknya 1 kali dalam 3 bulan
terakhir

Segala informasi yang diberikan akan dijaga kerahasiaannya dan hanya digunakan
untuk kebutuhan penelitian.

Apabila terdapat pertanyaan mengenai kuesioner ini, Anda dapat menghubungi
saya melalui alamat e-mail vihiranya@gmail.com

Terima kasih banyak atas bantuan dan dukungan Anda!

Link: https://forms.gle/fARQdneHNFVXaSWji9

118


mailto:vihiranya@gmail.com
https://forms.gle/fARQdneHNFVXaSWj9

Section 2 of 11
Pertanyaan Filter 1

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang
sesuai.

6.  Apakah Anda termasuk Generasi Z? (lahir antara tahun 1997 - 2012)
o Ya
o Tidak

Section 3 of 11

Pertanyaan Filter 2

Pertanyaan ini digunakan untuk mendapatkan responden dengan kriteria yang
sesuai.

1.  Saya pernah melakukan transaksi di Super Indo setidaknya 1 kali dalam 3
bulan terakhir.

o Ya
o Tidak
Section 4 of 11

Karakteristik Responden
Pertanyaan ini digunakan untuk mengetahui karakteristik responden.

1. Gender
o Laki - laki
o Perempuan
2. Pendapatan per bulan
o <Rp2.000.000
o Rp2.000.001 — Rp5.000.000
o >Rp5.000.000
3. Domisili berdasarkan provinsi
o Nanggroe Aceh Darussalam
Sumatera Utara
Sumatera Selatan
Sumatera Barat
Bengkulu

o O O O
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0O 0O 0O 0o o oo o OOO O OODOO OO O OB O O OO O O O O O O O o

o

Riau

Kepulauan Riau
Jambi

Lampung

Bangka Belitung
Kalimantan Barat
Kalimantan Timur
Kalimantan Selatan
Kalimantan Tengah
Kalimantan Utara
Banten

DKI Jakarta

Jawa Barat

Jawa Tengah

DI Yogyakarta
Jawa Timur

Bali

Nusa Tenggara Timur
Nusa Tenggara Barat
Gorontalo

Sulawesi Barat
Sulawesi Tengah
Sulawesi Utara
Sulawesi Tenggara
Sulawesi Selatan
Maluku Utara
Maluku

Papua Barat

Papua

Papua Tengah
Papua Pegunungan
Papua Selatan
Papua Barat Daya

4.  Pekerjaan Anda saat ini

o

o O O O O

Pelajar/Mahasiswa
Wiraswasta
Wirausahawan
Karyawan Swasta
Pegawai Negeri Sipil
Lainnya
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Section S of 11
Green Brand Positioning

Green Brand Positioning atau Positioning Merk Hijau adalah atribut hijau
sebuah produk yang ramah lingkungan serta memberikan nilai positif kepada
konsumen. Positioning Merk Hijau merupakan cara sebuah organisasi untuk
mendapatkan posisi di pikiran konsumen yang terkait dengan nilai lingkungan
dari sebuah produk melalui usaha organisasi tersebut dalam menyampaikan pesan
terkait praktik ramah lingkungan produk tersebut.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden
harap memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-
Point Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

1.  Saya dapat dengan mudah mengenali label “Go Green” melalui iklan/narasi

di tas belanja Super Indo.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
2. Saya merasa tas belanja Super Indo memenuhi keinginan dan kebutuhan
saya.
Sangat Tidak Setuju

o 1
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2
o 3
o 4
o 5

Sangat Setuju

Section 6 of 11

Attitude Toward Green Brand

Attitude Toward Green Brand atau Sikap Terhadap Merk Hijau adalah penilaian
secara logis oleh konsumen terhadap produk ramah lingkungan. Sikap terhadap

merk hijau dibentuk dari kesadaran konsumen akan permasalahan lingkungan.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden harap
memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-Point

Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

1.  Saya merasa tas belanja Super Indo memiliki reputasi yang dapat dipercaya

sebagai produk yang ramah lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
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Saya merasa kinerja tas belanja Super Indo dapat diandalkan sebagai produk

yang ramah lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju

Saya merasa tas belanja Super Indo merupakan produk ramah lingkungan

yang dapat diandalkan.
Sangat Tidak Setuju

o 1

o 2

o 3

o 4

o 5

Sangat Setuju
Saya merasa kepedulian Super Indo terhadap lingkungan melalui tas belanja

mereka memenuhi ekspektasi saya.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
Saya merasa Super Indo telah memenubhi janjinya untuk menjaga
lingkungan melaui tas belanja mereka.
Sangat Tidak Setuju

o 1
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2
o 3
o 4
o 5
Sangat Setuju
6.  Saya merasa Super Indo telah memenuhi tanggung jawab mereka untuk

menjaga lingkungan melalui tas belanja mereka.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju

Section 7 of 11

Green Brand Knowledge

Green Brand Knowledge atau Pengetahuan Merk Hijau adalah pemahaman
konsumen terhadap atribut hijau dari sebuah produk ramah lingkungan melalui cara
organisasi menyampaikab penjelasan produk, kualitas produk, serta

keramahlingkungannya.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden harap
memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-Point

Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju
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Saya merasa Super Indo yang menjual tas belanja telah memenuhi

ekspektasi saya.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
Saya berbelanja di Super Indo salah satunya karena tas belanja mereka yang

ramah lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
Saya suka berbelanja di Super Indo karena tas belanja mereka yang

memperhatikan lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
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Section 8 of 11

Green Perceived Quality

Green Perceived Quality atau Persepsi Kualitas Hijau adalah persepsi terhadap
kualitas dan superioritas produk ramah lingkungan. Persepsi dibentuk melalui

bagaimana organisasi berkontribusi kepada lingkungan secara positif.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden harap
memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-Point

Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

1. Saya merasa kualitas tas belanja Super Indo lebih tinggi dibandingkan

kantong belanja plastik.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju

2. Saya merasa tas belanja Super Indo lebih kuat dibandingkan kantong
belanja plastik.
Sangat Tidak Setuju
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o 4
o 5
Sangat Setuju

Section 9 of 11

Green Perceived Utility

Green Perceived Quality atau Persepsi Kualitas Hijau adalah persepsi terhadap
kualitas dan superioritas produk ramah lingkungan. Persepsi dibentuk melalui

bagaimana organisasi berkontribusi kepada lingkungan secara positif.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden harap
memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-Point

Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

1.  Saya merasa tas belanja Super Indo baik untuk lingkungan.
Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
2. Saya merasa tas belanja Super Indo dapat mengurangi polusi secara efektif.
Sangat Tidak Setuju

o 1

127



2

o 3

o 4
o 5

Sangat Setuju

3. Tas belanja Super Indo dapat mengurangi masalah terkait sampah plastik.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju

Section 10 of 11
Green Purchase Intention
Green Purchase Intention atau Niat Beli Hijau adalah niat konsumen untuk

melakukan pembelian terhadap produk ramah lingkungan.

Dalam mengisi jawaban untuk istilah pertanyaan atau pernyataan, responden harap
memilih salah satu angka dari 1 sampai 5. Sesuai dengan prinsip skala 5-Point

Likert, keterangan angka adalah sebagai berikut:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

1.  Saya berniat untuk berbelanja di Super Indo karena kepedulian mereka

terhadap lingkungan yang ditunjukkan dengan tas belanja ramah lingkungan.
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Sangat Tidak Setuju

o 1
o 2
o 3
o 4
o 5

Sangat Setuju
2. Saya akan berbelanja di Super Indo di masa depan karena manfaat yang

mereka berikan kepada lingkungan melalui tas belanja ramah lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju
3. Secara keseluruhan, saya suka berbelanja di Super Indo salah satunya karena

mereka menjual tas belanja ramah lingkungan.

Sangat Tidak Setuju
o 1
o 2
o 3
o 4
o 5

Sangat Setuju

Section 11 of 11
Terima Kasih!

Terima kasih atas waktu dan kesediaan Anda dalam mengisi kuesioner ini.
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Appendix 2. Distribution of Questionnaires
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Appendix 3. Respondent Answers

NO GBP2 GBP 3 ATGB 1 ATGB 2 ATGB 3 ATGB 4 ATGB 5 ATGB 6 GBK 3 GBK 4 GBKS5 | GPQ1 GPQ2 GPU 1 GPU2 GPU3 GPI 1 GPI 2 GPI 3
1 5 4 4 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
2 4 4 4 4 4 4 4 4 4 3 3 4 4 5 4 5 3 3 4
3 5 4 5 4 4 5 4 4 3 4 3 4 3 4 3 5 4 4 4
4 5 4 4 5 5 4 4 4 5 4 4 5 5 4 4 4 4 4 4
5 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 3 3 4 3
6 5 4 4 3 4 5 5 4 4 4 5 3 4 4 5 5 5 3 5
7 5 5 5 5 5 5 5 5 5 3 5 4 4 5 5 5 4 5 4
8 5 4 4 4 4 4 4 4 4 3 4 3 5 5 4 5 4 4 4
9 5 3 5 5 4 3 3 4 3 5 5 4 5 5 4 5 4 4 3
0| 3 3 4 4 3 4 4 4 5 4 4 4 5 5 5 5 5 5 5
1 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4
2| 4 5 4 4 5 5 3 4 4 4 4 5 5 5 5 5 5 5 5
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Appendix 4. Pilot Test for Research Object

Section 1 of §
Pilot Test: Dimana Biasanya Anda Berbelanja?

Halo!

Nama saya Vidha Hiranya, saat ini sedang BERUSAHA untuk menyelesaikan
studi S1 saya melalui penelitian terkait green marketing yang dimulai dengan
pengumpulan data Pilot Test. Dimana Biasanya Anda Berbelanja?

Apabila Anda bersedia untuk membantu saya, tolong isi mini questionnaire ini
dengan jujur ya!

Jawaban yang Anda pilih akan dijaga kerahasiaannya dan hanya akan digunakan
untuk keperluan penelitian ini.

Terima kasih banyak!

Section 2 of 5

Pertanyaan Umum

1.  Apakah Anda lahir di antara tahun 1997 — 2012? (Gen 2)
o Ya
o Tidak

Section 3 of 5

Pertanyaan Umum

1. Jenis Kelamin
o Laki —laki
o Perempuan

Section 4 of 5

Pertanyaan Umum

1.  Apakah Anda lahir di antara tahun 1997 —2012? (Gen Z)
o Indogrosir
o Super Indo
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Mirota Kampus
Pamella Supermarket
Toko Progo

O O O

o Lainnya
2. Apabila Anda mengunjungi supermarket, apakah Anda memilih untuk
membeli kantong belanja pakai ulang (reusable shopping bag) atau plastik
untuk membawa barang belanjaan Anda?
o Kantong belanja pakai ulang (reusable shopping bag)
o Plastik

Section 5 of 5

Thank You for Your Answers
Have a great day!

Link: https://forms.gle/3AbfVRHnAjvx6qgX6
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Appendix 5. Result of Pilot Test for Research Object

Apakah Anda lahir di antara tahun 1997 - 2012? (Gen Z)

11 responses

® Ya
@ Tidak
Jenis Kelamin
11 responses
@ Laki - laki
@ Perempuan

Di antara beberapa pilihan supermarket dibawah ini, mana yang paling sering Anda kunjungi untuk

berbelanja?
11 responses

@ Indogrosir

@ Super Indo

@ Mirota Kampus

@ Pamella Supermarket
@ Toko Progo

w ® Lainnya
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Apabila Anda mengunjungi supermarket, apakah Anda memilih untuk membeli kantong belanja

pakai ulang (reusable shopping bag) atau plastik untuk membawa barang belanjaan Anda?
11 responses

@ Kantong belanja pakai ulang (reusable
shopping bag)
@ Plastik
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Appendix 6. SmartPLS 4 Data Output

Pilot Test (N = 57) — Outer Loadings
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Data Analysis — Outer Loadings
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Data Analysis (outlier 2) — Outer Loadings
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Data Analysis — R-Square
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Appendix 7. Main Article Reference

Consumer attitude toward using eco-friendly plastic

bags: A green marketing approach
R Bursan'® I ListianaZ, R Ardeno! S Bangsawan' H Jimad' and A Mutolib?

'Faculty of Economic and Business, University of Lampung, Bandar Lampung,
Indonesia *Faculty of Agriculture, University of Lampung, Bandar Lampung,
Indonesia

3Study Program of Agribusiness, Postgraduate Program, University of Siliwangi,
Indonesia

E-mail: Indahlistianal @gmail.com

The purposes of this study are: 1) To assess the impact of green brand positioning,
consumers’ attitude toward green brands and green brand knowledge on green
product purchase intention, 2) To examine the variation of contribution from green
brand positioning, consumers’ attitude toward green brands, and green brand
knowledge toward green product purchase intention, 3) To identify the significant
influence of green brand positioning, consumers’ attitude toward green brands,
and green brand knowledge on green product purchase intention. A questionnaire
was utilized to gather the data. The purposive sampling technique was used,
involving respondents who practice a green lifestyle and have had green product
purchasing experience. The data were analyzed using the three-stage hypothesis
analysis model: Simultaneous variable testing (F-testing), coefficient of
determination (R2), and partially hypothesis testing (t-testing). Simultaneous
variable testing results stated that simultaneously green brand, attitude, and green
knowledge influencing green product purchase intention. The three independent
variables, namely green brand positioning, attitude, and green knowledge, explain
69.20% of the green product purchase intention variation while unknown variables
influence the rest. Green brand positioning and green brand knowledge variable
have a significant influence on green product purchase intention. In contrast,
consumers’ attitudes toward green brands did not significantly influence green
product purchase intention. Firms and businesses can use green brand positioning
to better market their products, improve consumers’ green brand knowledge and
attitude toward green brands, and increase green brand purchase intentions.

1. Introduction

Nowadays, the environment's movement has affected the living being's condition around
it, especially human being sustainability [1], [2], [3]. Many environmental issues or natural
disasters such as climate change, forest fire, floods, landslides [4], [5], [6], and epidemics
prove the lack of environmental value awareness [7], [8]. One of the significant issues
comes from plastic bags because the following problem from plastic waste brought not
only negative impact toward human sustainability but also other living being sustainability.
The presence of plastic waste hazards required restrictions in the use of plastic bags because
plastic bags are one of the significant plastic waste contributors that have big demand but
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hard to control after being used. The problems of using plastic bags are increasingly the
concern of the community. The high number of plastic bag hazards has reached a crucial
point that should be taken a proper response. However, from the company's perspective,
environmental problems become one of the strategic issues in achieving global
competitiveness [9]. Companies are rapidly exploring and researching new ways,
developing new ideas, and planning new strategies to position their green brands in
consumers' minds and stay competitive in the marketplace to achieve business
sustainability.

Some companies are also making genuine efforts to preserve the environmental issues.
One of the companies which concern about the environment is Green retail store. We define
green retail stores as retail stores that concern the environment and already utilize green
policy in their business practice. Green retail stores and non-green retail stores are not alike.
Green retail stores have expressed their support of green products to the public by adopting
green technologies that conserve raw minerals in their plastic bag, Oxium-added on their
plastic bags. While non-green retail stores still used plastic bags made of polythene for
their consumer. Plastic bags made of polyethylene and plastic bags added of oxium are not
alike. Plastic bags made of polythene can be decomposed around 500-1000 years old.
Plastic bags added to oxium can accelerate the plastic degradation process within two years
through oxidation, thermal, and photo degradation. The eco-friendly plastic bag is one of
Green retail store policy as the shape of their commitments toward environmental issues.
We see this as one of the solutions offered by green retail stores because their plastic bags
help minimize the negative impact on the environment and improve people's awareness of
the environment by promoting green value to their customers. Green retail stores in Bandar
Lampung that have committed environments are Indomaret, Alfamart, Robinson, Chandra,
Giant, and Transmart.

According to Levitt [10], "basically, every business's sole purpose is to create and
preserve consumer." If a company keeps attracting a new consumer to replace the moving
consumer, the company cannot grow and gain market share. Green retail stores have shown
their concern toward the environment by utilizing green policy in their business practice
and making their corporate identity. However, lack of research study about plastic bags
makes it hard for green retail stores to measure their success whether their customer
perceives the value of their green policy. Even though Green retail stores are concerned
about the environment, they also concern with profit. If their policy did not influence
customer buying interest, then it can be concluded that there is something wrong which
green retail stores need to solve. Thus, it is necessary to do some research on this issue if
we consider that the lack of research on the eco-friendly plastic bag, as a form of green
marketing, has not found sufficient evidence to influence their customer's purchasing
intention. Prior scholars that extensive studies had been conducted on green marketing in
western countries, while minimal research on green branding and green buying behavior
has been pursued in developing countries, including Indonesia [11], [12], [13], [14]. Joshi
and Rahman recommended that further research be conducted in these countries to
ascertain environmental knowledge on green product purchase intention [15]. Suki, in his
study, has empirically validated the influence of green brand positioning, consumer's
attitude toward the green brand, and green knowledge on green product purchase intention
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[16]. Another scholar, such as Yi Li, suggested further research to study the eco-impact of
shopping bags with survey results from the consumers who are the actual users [17].

The purposes of this study are: to assess the impact of green brand positioning,
consumers' attitude toward green brands, and green brand knowledge on green product
purchase intention; to examine the variation of contribution from green brand positioning,
consumers' attitude toward green brands, and green brand knowledge toward green product
purchase intention; and to identify the significant influence of green brand positioning,
consumers' attitude toward green brands, and green brand knowledge on green product
purchase intention.

2. Methodology
2.1 Sampling and population

Non-probability sampling was applied by distributing a structured self-administered
questionnaire to 385 respondents from the eco-friendly plastic bags of green retail store in
Bandar Lampung City, Indonesia. The sampling method used the purposive sampling
technique for three weeks in June 2020. The respondents practice a green lifestyle and have
a green product purchasing experience, such as all consumers in Bandar Lampung who got
eco-friendly plastic bags after purchase several products from Green retail store at least
twice a week. In this paper, we set 4 validity questions to identify the actual user and
improve the valid sample's success degree. After the responses were screened, a total of
385 were found usable and valid as samples for analysis, correlating with a valid response
rate of 86 percent [18].

2.2 Question

The first section of the three-section questionnaire for this study encompassed general
demographic questions such as gender, age, occupation, and monthly income. Second
section posed questions regarding the respondents’ level of understanding and experience
with green product purchases such as whether they know if that product is eco-friendly or
not, the frequency of green products purchased, and favorite green retail stores. The
concluding part of the questionnaire included questions on the respondents’ perception of
green product purchase intention with 18 measurement instruments.
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Table 1. List of questionnaire

Item List of questionnaire
X1 Green brand positioning
X1.1 I feel that product quality is an important part when using environmentally friendly
X1.2  products
X1.3 I can easily recognize the "Go Green" label through the advertisement/narration on its
X1.4  plastic bag
I feel that an environmentally friendly plastic bag meets my personal wants
X2 and needs I prefer to use environmentally friendly products
X2.1
X2.2  Attitude toward green brand
X2.3 I feel that the reputation of eco-friendly products is generally reliable
I feel that the performance of environmentally friendly products is generally reliable
x2.4 [ feel the green retail store claim that their plastic bags are environmentally friendly is
generally reliable
I felt the green retail store concern toward environment through their plastic bags fulfilled
X2.5 my expectations
I feel these green retail stores through their plastic bags have already kept their promise
X2.6 to protect the environment
I feel these green retail stores through their plastic bags have already fulfilled their
responsibility to protect the environment
;g 1 Green knowledge
’ I feel the lack of green retail stores that is applying environmentally friendly plastic bags
is one of big reasons why the popularity of environmentally friendly products is low
X3.2 [ feel environmentally friendly products can be a profitable investment in the long run
X3.3 I feel that green retail stores through the adoption of its environmentally friendly plastic
bags has already met my expectations
x3.4 I wentshopping in the green retail stores because their plastic bags are environmentally
friendly I like to go shopping in the green retail stores because their plastic bags are
X35 more concerned about the environment than others
Green product purchase intention
Y1 I intend to go shopping at the green retail stores due to their concern toward the
YL1  enyironment 1 hope in the future to go shopping at the green retail stores because of the
Y12 environmental benefits they offer
Overall, I love shopping at the green retail stores because their plastic bags are
Y13 environmentally friendly

Green brand positioning was measured using four items. The questionnaire items
depicting consumers’ attitude were included in six questions. Next, five items were
designed to elicit respondents’ green brand knowledge, whilst three items were designed
to measure their green product purchase intention. The measurement of these items was
adapted from the following sources: green brand positioning [19], attitude toward green
brands, green brand knowledge [20], and green product purchase intention. These items
were designed on a five-point Likert scale, with 1 indicating “strongly disagree” to 5
“strongly agree.
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Green Brand
Positioning

Green Product
Purchase Intention

Attitude toward
Green Brand

Green Brand
Knowledge

Figure 1. Proposed theoretical framework

2.3 Statistical technique

The data were analyzed using the three-stage hypothesis analysis model: Simultaneous
variable testing (F-testing), coefficient of determination (R2), and partially hypothesis
testing (t-testing). The IBM Statistics SPSS computer program version 22.0 was used to
assist in the data analysis.

3. Results and discussion
3.1 Demographic characteristics of respondents

Descriptive analysis was performed to obtain information regarding the respondents’
demographic profiles. From the gender perspective, out of 385 respondents, 34.8 percent
were male and 65.2 percent were female (see Table 1). There was a big difference in age
group whereby more than threequarters of the respondents (92.2 percent) were between 17
and 22 years old. The majority of the respondents were well educated, with more than
threequarters (84.7 percent) of the respondents holding occupation status as University
student, whereas 17.3 percent hold as a medical student/labor and others. In terms of
respondent income, 72.2 percent of the respondents earned less than 1.000.000 IDR per
month, and 9.6 percent earned between 1.000.000 IDR and 1.500.000 IDR, while 18.2
percent earned 1.600.000 IDR and above.

Experience with green products purchases Table 2 itemizes the respondents’ experience
with green product purchases. Out of the six types of green retail stores that provide eco-
friendly plastic bags are listed in the questionnaire. We allowed the respondent to choose
more than 1 favorite green retail store in the questionnaire section which asking
respondent’s favorite green retail stores, close to half of the respondents (48.05 percent)
chose Indomaret and Chandra as their favorite green retail stores, 43.63 percent of total
respondent chose Alfamart as their favorite green retail store, while 16.1 percent chose
Transmart; 12.99 percent chose Robinson; and 7.27 percent chose Giant as their favorite
retail store. Further assessment of the descriptive statistics shows that more than half of the
respondents (65.7 percent) went shopping in their favorite green retail stores at least twice
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a week while 34.3 percent of total respondent who went shopping more than 2 time a week
in their favorite green retail stores.

Table 2. Demographic characteristics of respondents

Variable Frequency Percentage
Gender

Male 134 34.862.2
Female 251

Age (years old) 92.2
17-122 B 7.80
23-28 38 0
Above 28 '

. 2.1
Occupation status 3 )
National worker 8 0.3
Private worker 4 '

84.7
Entrepreneur 1 10.9
Army/police 306 O. 3
University student 42 i
Medic student/labor 1 79
Online driver 926
Income 278 3.9
Lower than 1.000.000 IDR 37 6.5
1.100.000-1.500.000 IDR 15 21
1.600.000-2,000.000 IDR 25 57
2,100.000-2,500.000 IDR 8
2,600.000-3,000.000 IDR 22
Above 3,000.000 IDR

3.2 Three-stage hypothesis analysis model

3.2.1. Simultaneous variable testing (F-Testing). F testing is used to determine whether
there is influence between independent variables and dependent variable by using F test
(Fisher test) with value a = 5% using degree of freedom (df).

We Determining F-Table by using Microsoft Excel with the formula as follow:

=F.INV.RT (p,DF1.DF2)

Where:
p = used probability
DF1= Total independent variable

DF2= Total sample — total independent variable
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Then =F.INV.RT(0.05,3,382)
Based on F-Table, the value 1s 2.628

Table 3. Simultaneous variable testing (F-Testing)

ANOVA?

Model Sum of Squares Df Mean Square F Sig
Regression 1591.700 3 530.567 | 285.757 .000°
Residual 707.406 1.857
Total 229.106

a.  Dependent Variable: Y
b.  Predictors: (Constant), X3, X1. X2

Table 3 show the value of F count (285,757) > F Table (2,628) and the level of
significance is 0.000. It is stated that simultaneously green brand, attitude, and green
knowledge influence green product purchase intention

3.2.2. Coefficient of determination (R2). The coefficient of determination (R2) essentially
measures how far the ability of the model to explain variations in the dependent variable.
The coefficient if determination is between zero and one. Small R value means the ability
of the independent variables in explaining the variation of the dependent variable is very
limited [23]. Here are the test results of determination coefficient R2 as follows:

Table 4. Coefficient of determination (R2)

Model R R Square  Adjusted R Square Std. Error of the
Estimate

1 0.832? 0.692 0.690 1.36261

3.2.3. Predictors: (Constant), X3, X1. X2. Based on the results of the analysis are shown
in Table 5 can be seen the value of the correlation coefficient is 0.832. This shows the
influence of the independent variable is engagement green brand, attitude, and green
knowledge on the dependent variable as much as 83.2 percent.

Based on the Table 4 also Source the value of R2 at 0.692. It shows that 69,20% of the
green product purchase intention variable can be explained by the three independent
variables which are green brand, attitude, and green knowledge. The remaining 30.80% is
explained by other variable which not examined in this study. Partially hypothesis testing
(t-test) Partially hypothesis testing is conducted to discover significant effect of each
independent variable on dependent variable in a partial way using ttesting with Trust 95%
or with & = 5% and using DF (Degree of Freedom) n-k-1 and significance on a = 0.05.

DR2=n-k-1 =385-3-1 =381

We compute by using Microsoft Excel with formula as follow:
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= TINV(p,Df2)
= TINV(0.05,381)

Acquired t Table value = 1.966 Where the
criteria are: t count > t table then
the hypothesis is accepted t count
<t table then the hypothesis is

denied.
Table 5. Partially hypothesis testing (t-test)
Hypothesis t t-table Sig. Description
H1: Green Brand Positioning does have 5279  1.966 .000 Accepted

positive influence toward green product
purchase intention

H2: Attitude doesn't have a positive
influence toward green product
purchase intention H3: Green Brand
Knowledge does have a positive
influence toward green product 14.841 1.966 .000 Accepted
purchase intention

-0.523  1.966 .601 Denied

Table 5 has shown, t value on green brand is 5,279 with significance level of 0.000. So
that means t count is greater than t table (5,279 > 1.966) and the significance count is
smaller than A (0.000 < 0.005). It can be concluded that the hypothesis is accepted.
Meaning: the green brand value (X1) have partially significance influenced toward green
product purchase intention (Y). t value on attitude is 0.523 with significance level of 0.601.
So that means t count is lower than t table (-0.053 < 1.966) and the significance count is
bigger than A (0.601 > 0.005). It can be concluded that the hypothesis is denied. Meaning:
the green brand value (X2) didn’t have partially significance influence toward green
product purchase intention (Y).

t value on green knowledge is 14,841 with significance level of 0.000. So that means t
count is

greater than t table (14,841 > 1.966) and the significance count is smaller than A (0.000 <
0.005). It can be concluded that the hypothesis is accepted. Meaning: the green knowledge
value (X3) has partially significance influenced toward green product purchase intention

Y).

3.2.4. Hypothesis analysis result . The first hypothesis (H1) “Green brand positioning has
a significance effect towards green product purchase intention” is accepted. It is supported
by Table 5, which has shown t count of green brand variable has t value on green brand is
5,279 with significance level of 0.000. The result has showed that green brand variable
positively and significantly influences towards green product purchase intention. This
research result supports previous research conducted by Norazah [16]. Direction of
regression coefficients showed that the higher the green brand value, the more intention a
person generate to purchase will be. It is given that the consumer can quickly and
conveniently find out the position of eco-friendly plastic bags as the preferred product that
offer the benefit of green product. The green brand by consumer will affect the green
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product purchase intention on the user of eco-friendly plastic bags of green retail stores in
Bandar Lampung City which means green retail stores in term of green brand variable has
found sufficient evidence to be variable that give more competitive advantage rather than
non-green retail stores.

The second hypothesis (H2) “Attitude has a significance effect towards green product
purchase intention” is denied. It is supported by Table 5, which has shown t count of green
brand variable has t value on green brand is -0.523with significance level of 0.601. The
result has shown that green brand variable negatively and didn’t significantly influence
towards green product purchase intention [16]. Direction of regression coefficients showed
that the higher the attitude value, the more intention a person generate to purchase will be.
However, It didn’t occurred in this case where we can see that the respondents hesitated to
decide whether the object of this research already given the result as they expected or not.

The attitude by consumer will not affect the green product purchase intention on the
user of ecofriendly plastic bags of green retail stores in Bandar Lampung City which means
green retail stores in term of attitude variable has found insufficient evidence to be variable
that give more competitive advantage rather than non-green retail stores.

The third hypothesis (H3) “Green knowledge has a significance effect towards green
product purchase intention” is accepted. It is supported by Table 5, which has shown t count
of green brand variable has t value on green brand is 14.841 with significance level of
0.000. The result has shown that green knowledge variable positively and significantly
influences towards green product purchase intention [16]. Direction of regression
coefficients showed that the higher the green knowledge value, the more intention a person
generate to purchase will be. It is given that the consumer can quickly and conveniently
find out the position of eco-friendly plastic bags as the preferred product that offering the
information of green product. The green knowledge by consumer will affect the green
product purchase intention on the user of eco-friendly plastic bags of green retail stores in
Bandar Lampung City which means green retail stores in term of green knowledge variable
has found sufficient evidence to be variable that give more competitive advantage rather
than non-green retail stores.

Green brand positioning (X1) and green knowledge (X3) from this research already
prove that both of them have sufficient evidence to influence purchase intention toward the
customer who have environmental concern. That customer can we call as green customer,
this green customer has specific characteristic/description. Based on author’s point of view,
these variables can be one of competitive advantages for the company if they can adopt it
and optimize it.

Attitude (X2) variable from this research didn’t give sufficient evidence to prove the
impact of this variable toward purchase intention. We can see that even for the particular
customer who have concern toward environmental issue but the data shows that the
majority of them didn’t have significance influence/impact toward the purchase intention
of this research object. Even though from the qualitative analysis we can see that the early
statement majorly get the positive response, but when it came to the specific statement that
ask the research object which is their plastic bags then it fall down toward hesitate response.
Based on author’s point of view, the particular companies not yet optimally utilize this
variable because when the statement states with general object then the response is positive.
However when the statement states with specific object which is this research object the
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response tend to be hesitate. Thus, the author recommend the particular companies to make
a strategy that use emotional appeal on their green business practice.

3.3 Result of Demographic Characteristic

Table 1 shows the highest number of respondents based on occupation are from
Student/University Student. The respondents who meet the criteria as green consumers
(People who have more concern for the environment) are majorly from Student/University
students. From the author’s point of view, the author sees this as an important finding.
Suppose the particular companies can utilize and make this finding an essential
measurement. In that case, it will helpful for them as a way to improve their further decision
about green marketing in the future. This finding is supported by prior research, Sapna at
all [16], that brought the topic of green consumer behavior and green purchasing behavior.
One of the significant factors influencing green consumers is their education and
knowledge about green products and uses. Thus, the author suggests that other researchers
take the same topic to try focusing their sample toward Student or University Student. Also,
the author suggests particular companies make a strategy based on this finding to gain a
competitive advantage.

Table 1 shows the highest number of respondents based on age are from age between
17-22 years old. It means that the respondents who meet the criteria as green consumers
(People who have more concern for the environment) are majorly aged between 17-22
years old. Suppose the particular companies can utilize and make this finding an essential
measurement. In that case, it will helpful for them as a way to improve their further decision
about green marketing in the future. This finding is supported by prior research, which is
Fatah & Khan [25] that brought the topic of Exploring green purchasing behavior of young
urban has stated: “Young generation have an environmental concern.” Also, Fatah & Khan
[25] has found that the conventional approach of rational appeals is not adequate to
encourage young consumers to make green purchases but emotional appeals in marketing
messages. Thus, the author suggests that particular companies use emotional appeals in
their marketing research to gain a more competitive advantage.

4. Conclusion

Simultaneous variable testing results stated that simultaneously green brand, attitude, and
green knowledge influence green product purchase intention. The three independent
variables, namely green brand positioning, attitude, and green knowledge, explain 69.20%
of the green product purchase intention variation while other variables influence the rest.
Green brand positioning and green brand knowledge variable have a significant influence
on green product purchase intention. In contrast, consumers’ attitudes toward green brands
did not significantly influence green product purchase intention.
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