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ABSTRACT

Objective — This study aims to analyze the millennials intention in Bali towards purchasing reusable shopping bags,
the study extends the Theory of Planned Behavior (TPB).

Methodology — The data were collected by using online questionnaire in Bali. The total sample of this study is 227
respondents.

Findings — The finding of this study shows that Environmental Knowledge, Personal Belief, and Social Influence
significantly affect the attitude of customers to purchase reusable shopping bags. Personal Belief becomes the
dominant variable affecting consumer’s attitude. Meanwhile, Government Regulation and Media Exposure have no
significant influence on the attitude towards purchasing reusable shopping bags. Attitude significantly influences
Intention to Purchase reusable shopping bags, while Intention to Purchase reusable shopping bags gives a significant
effect on Pro-Environmental Behavior.

Novelty — In this study, the researchers extend the existing Theory of Planned Behavior and add environmental
knowledge to show the fact that everyone is aware of the environment degradation issue and admit that the issue is
everyone’s responsibility.
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I. INTRODUCTION

The increase in global environmental degradation has become the most significant issue globally
(Kishore & Anand, 2013). This environmental degradation has become a challenge to living life due to the
negative impact on humans and the surrounding environment. Many evidence shows that this issue’s
primary cause is human-induced (Choudhary & Chauhan, 2015). People are using plastic bags in their daily
life mainly for shopping purposes which environmentally-wise are dangerous products. The phenomenon
related to this issue is that people have realized that their purchasing behavior directly impacts
environmental degradation, e.g., global warming, climate changes, and problem-related ecology.

Nevertheless, people continue their behavior to consume harmful products to the environment, such as
plastic bags. However, the current industry has introduced eco-friendly products that could minimize the
number of plastic wastes. This kind of eco-friendly product comes with the reusable movement
(Pangaribuan et al., 2020). Furthermore, eco-friendly products show that everyone is aware of the
environmental degradation issue and admit that the ecological problem is everyone’s responsibility. Hence,
it will come up with the new consumption decision to buy eco-friendly products.
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The movement of reducing plastic waste has gained a serious response from the Governor of Bali
Province. On December 24, 2018, Wayan Koster, the governor of Bali Province, announced a ban on
plastics such as single-use of shopping bags (Louise, 2019). It has been stipulated in Gubernatorial
Regulation (Pergub) No. 97/2018, expressing hope that the policy would lead to a 70 percent decline in
Bali’s marine plastics within a year. This policy was made to suppress the use of single-use plastics for all
people, such as producers, distributors, suppliers, and business actors, including individuals (The Jakarta
Post, 2018). Balinese have a considerable interest in preserving the environment by using reusable shopping
bags.

Furthermore, up until now, reusable shopping bags have become a new trend in Bali (Gapura Bali, 2019).
Many stores, supermarkets, and traditional markets have implemented reusable shopping bags for society.
Today, Balinese bring their shopping bags while purchasing their daily needs (The Jakarta Post, 2018).

The decreased numbers of plastic bags accept the products and the ban of plastics used that has been
implemented by many stores, traditional markets, supermarkets, and another shopping center in Bali (The
Jakarta Post, 2018). The researcher chose to emphasize the millennial generation for this research because
this generation has the highest percentage of willingness to purchase eco-friendly products (Joshi &
Rahman, 2015). Moreover, the millennials have more power to spread the influence of using new trends of
products. Furthermore, the present research is to understand the factors affecting the millennials in Bali to
purchase eco-friendly products such as reusable shopping bags.

Il. LITERATURE REVIEW

TPB (Theory of Planned Behavior)

To analyze the factor influencing the reusable shopping bag purchasing behavior, the writers utilize the
Theory of Planned Behavior (TPB) model. TPB is the theory used to describe the relationship between
various variables and the purchase intention toward green products. TPB theory is often used in many
studies on customer behavior. Moreover, this theory is used as the variable that explains a person’s intention,
describing the person’s behavior. TBP theory is the expansion of TRA (Theory of Reasoned Action), which
is the model that was developed by Fishbein and Ajzen (1975), which defines the links between attitude,
beliefs, intention, norms, and behavior of individuals. According to the previous study, TRA and TPB
models are often used to explain the relations between attitude, belief, purchase intention, social influence,
and consumer behavior toward a particular object in marketing (Setyawan et al., 2018). In TPB, the model
is determined by behavior intention by attitude toward behavior, subjective norm, and perceived behavior
control. These three-variable lead to the formation of behavior intention then turn into influencing the
behavior (Zhang et al., 2018).

Millennials

The Millennials, born between the years 1980 and 2000, are closer to the new millennium and raised in
a more digital age (Nichols & Smith, 2015). According to a study by Johnson (2015), the Millennials were
born between 1980 and 1995. They also refer to them as the children of the Baby Boomers generation. This
study also stated that the Millennials are heavily influenced by the trends that affected them and their
Boomer parents. The characteristics of the Millennials are regarded as being more supportive of equal rights
for minorities and more open-minded.

Reusable Shopping Bags

The function of reusable shopping bags in line with waste management includes reducing, reuse, and
recycling. In other words, reusable shopping bags is one of the adoption products from the 3R (reduce,
reuse, and recycle) movement. Moreover, Arifani and Haryanto (2018) stated that reusable shopping bags
match the reduced concept since the material used in reusable shopping bags is eco-friendly. This research
also argues that the behavior of using reusable shipping bags predicted by the TPB that all of the consumers’
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decision according to some reasons can be predicted by perceived behavioral control, attitude, and
subjective norm.

Pro-Environmental Behavior

Pro-environmental behavior is described as the behavior that generally considers as the protective way
of environmental behavior or a tribute to the healthy environment. The ecological behavior related to
environmental science or ecology is evaluated according to its impact on the environment and labeled as
environmentally friendly or unfriendly (Krajhanzl, 2010). According to the study by Ones et al. (2015),
pro-environmental behavior describes as the individual behaviors contributing to environmental
sustainability (such as limiting energy consumption, avoiding waste, recycling, and environmental
activism).

Environmental Knowledge

Environmental knowledge refers to people’s knowledge about their surroundings as an ecologically
interconnected system, and people try to get involved in environmental sustainability development
(Setyawan et al., 2018). According to the study from (Lee, 2017), environmental knowledge is personal
knowledge about the environmental issue and general knowledge of the ecosystem’s concept, fact, and
relationship. Polonsky et al. (2012) further discuss that environmental knowledge can be divided into
specific knowledge or general knowledge. Meanwhile, the previous study has considered that
environmental knowledge is the particular knowledge; other studies used general knowledge to determine
the relationship between pro-environmental behavior and environmental knowledge (Lee, 2017). Li et al.
(2019) argue that environmental knowledge refers to the people’s understanding and knowledge related to
the environmental issue and environmental changes.

Government Regulation

Government regulation is the government’s law to protect the environment and solve the environmental
degradation issue. The environmental regulations can encourage the customers to obtain more green
products and create a positive relationship between government regulation and green purchase intention
(Ayodele et al., 2017). A study from Kishore et al. (2013) finds that the Malaysian government has
implemented numerous strategies, including government regulation, to promote the reusable products to be
consumed among the netizens. The government has been used its role to create social interest through
regulation and law. The government developing sustainable consumption and preserve the environmental
by applied the regulation and policies.

Media Exposure

The existence of media has been used to transform many specific problems into major public issues,
especially environmental issues and conflicts. The study from Qader and Zainuddin (2011) argues that
advertiser activity using various media to communicate product benefit to the target audience. For instance,
print advertisements are often used to communicate detailed information and establish a brand image,
commercial television is often used for public promotion, and interest product packaging to attract
consumers’ attention. Based on Schultz and Lauterborul’s (1993) study, the media exposure gives the
listener, reader, and viewer an opportunity to hear and see an advertising message in a particular media that
directly influences the customers’ perception. Another research from Bharucha (2018) mentioned that
young people purchase the existence of media influences decision, they more interested in gathering
information from a variety of media.

Personal Belief
Personal belief becomes one of the indicators that impact the customers to purchase an eco-friendly
product. Personal belief is defined as the individual’s belief that behaving and acting in a particular way is
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wrong or right (Al-shaaban & Nguyen, 2014). This study finds that personal belief positively impacts
Chinese consumer attitude and customers’ intention toward purchasing organic food. According to Whaley
and Costen’s (2019) study, personal belief determines the personal rules of behavior that individuals learn
socially among individuals within the same society and direct action in certain situations. Based on Doran
and Larsen’s (2016) study, personal belief is related to the self-concept that is experienced as the moral
obligation for an individual to perform a certain behavior. In the environmental context, personal belief as
the moral obligation influences the individual to protect the environment adequately.

Social Influence

Social influence plays an important role in purchase decisions and customer behavior. Mainly,
consumer purchase decisions depend on other people’s preference and information from other sources in
their environment. Kian et al. (2017) stated that social influence affects an individual based on the behavior
of others such as family, friends, and group of individuals. In terms of shopping activities, social influence
means that individuals can influence others whether people will buy the products. This previous study found
that social influence has a significant and positive impact on the purchase intention toward social media
websites (Kian et al., 2017). Social influence becomes one of the factors that greatly affect attitude (Anam,
2014). This study indicates that social influence as the independent variable influences the purchase
intention of Android smartphones as the dependent variable.

Attitude

Attitude is one of the particular designs in the TPB framework. Zhang et al., (2019) define attitude as a
psychological way people can consistently favor or disfavor a specific object. This previous research has
studied the relationship between purchase intention and attitude for eco- friendly products This resulted in
a fundamental variable when predicting consumers’ purchase intention. Moreover, Arifani and Haryanto
(2018) define attitude as an action that indicates what customers like and dislike. It can be said that attitude
is an evaluation created by consumers related to their likes and dislikes on some external stimulus.

Purchase Intention

Ajzen (1991) stated that attitude positively impacts purchase intention, one of the variables attached in
TPB. The intention is the individual willingness to perform particular behavior and is essentially determined
by three factors. One of the common factors is the individual’s attitude toward involvement in the behavior
that is recognized as purchasing attitude (Al-shaaban & Nguyen, 2014). According to Jaafar (2018),
purchasing intention is related to attitude, perception, and behavior. Furthermore, purchase intention is the
efficient tool used to predict the purchasing process; the individual will be driven by their intention to
purchase the products in certain stores. A different study from Tuan and Vinh (2016) defined purchase
intention as to what the customers plan to buy. Consumers with high intentions to purchase a product will
pay at a higher rate than those who have no intention to purchase the products.

1. METHODOLOGY

In this study, the population was taken from the millennials in Bali, including the 9 districts of Bali
(Badung, Denpasar, Singaraja, Gianyar, Klungkung, Karangasem, Jembrana, Bangli, and Tabanan). The
guestionnaire was directly given to the respondents that are qualified for the study, categorized as
millennials. In this study, the researcher used a non-probability technique to select a group of respondents
from the large population, knowing that some of the population does not have a chance to be surveyed.
Non-probability sampling is often associated with the qualitative and research design, which tends to focus
on a small population and intended to examine a real-life phenomenon. The participants do not need to be
representative, but a clear rationale is necessary to include some cases or individuals rather than others
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(Taherdoost, 2018). In this study, non-probability sampling was chosen to get time efficiently since the
duration is limited. The researcher managed to obtain 227 respondents in total for the sample size.

IV. RESULTS AND DISCUSSION

To check the validity and reliability test, the researchers examine the questionnaire using KMO (Kaiser-
Meyer-Olkin) concept and anti-image analysis. Based on this concept, the validity standard used to analyze
should be greater than 0.5. When the result is less than 0.5, it means that the questionnaire is not valid.
Moreover, the reliability test, it will be tested using Cronbach Alpha from each variable. By using this, the
value should be greater than 0.7; if the value is less than 0.7, the variables item considered as not reliable.
The researcher assessed the validity and reliability test through a pre-test done by acquiring an answer from
30 respondents. In detail, the questionnaire included eight variables by having three different questions of
each item. In total, there are 24 items on the overall questionnaire. Based on the result, all of the variables
item is valid and reliable.

Table 1. Multicollinearity Test Result

Model Variables Collinearity Statistics
Tolerance VIF

Environmental Knowledge (X1) 0.455 2.198
Government Regulation (X2) 0.436 2.296

1 Media Exposure (X3) 0.490 2.040
Personal Belief (X4) 0.733 1.364

Social Influence (X5) 0.433 2311

2 Attitude 1.000 1.000

3 Purchase Intention 1.000 1.000

Table 1 shows the multicollinearity test from each model. The multicollinearity test in this study aims
to determine whether the independent variables have a high correlation or not with the dependent variable.
The rule of this multicollinearity test is when the tolerance value is above 0.1 and VIF is below 10, the
variables can be categorized as free of multicollinearity. As a result, the correlation of this independent and
dependent variable cannot be disturbed. After conducting a Multicollinearity test using SPSS for the model,
below is the result.

Table 2 shows the multiple and linear regression result of each model, the results show that the R-value
for model 1 is 0.814 indicating a strong correlation in an overall linear relationship. Based on R coefficient
rules, it stated that the value of the coefficient determination is higher than 0.1. Therefore, when the result
is greater than 0.1, it means that the linear regression is strong. Furthermore, the researcher also analyzes
the value of the R-square. The result of the R square will help to describe how much the influence of all
independent variables toward the dependent variable in the model. As the result show, the value of R
square is 0.663 which indicate that 66.3 % of attitude to purchase reusable shopping bags influence by
Environmental Knowledge, Government Regulation, Media Exposure, Personal Belief, and Social
Influence. The rest of 33.7 % is influenced by other factors or variables which not included in this model.

Table 2. Multiple Regression & Simple Linear Regression Test Result

Model R R2 Adjusted R? Error
1* 0.814 0.663 0.655 1.090
2%* 0.776 0.602 0.600 1.040

Jx** 0.826 0.682 0.680 0.960

* Predictors: Social Influence, Personal Belief, Media Exposure, Environmental Knowledge, Government Regulation
** Predictors: Attitude
*** Predictors: Purchase Intention
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Moreover, for model 2 the result of R-value is 0.776, which means a strong correlation in an overall
linear relationship. Based on R coefficient rules, it stated that the value of the coefficient determination is
higher than 0.1. Therefore, when the result is greater than 0.1, meaning that the linear regression is strong.

Table 3. Coefficients (Models 1, 2, and 3)

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
1 (Constant) 1.504 0.855 1.760 0.080
Environmental Knowledge 0.136 0.042 0.190 3.277 0.001
Government Regulation 0.031 0.034 0.053 0.895 0.372
Media Exposure -0.065 0.042 -0.086 -1.540 0.125
Personal Belief 0.676 0.055 0.557 12.216 0.000
Social Influence 0.139 0.034 0.243 4.096 0.000
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
2 (Constant) 5.753 0.610 9.433 0.000
Attitude 0.669 0.036 0.776 18.436 0.000
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
3 (Constant) 2.183 0.677 3.223 0.001
Purchase Intention 0.874 0.040 0.826 21.947 0.000

From Table 2, the result of R? will help to describe how much the influence the independent variables
toward the dependent variable in the model. As the result show, the value of R2 is 0.602 which indicate
that 60.2% of purchase intention of reusable shopping bags influenced by attitude. The rest of 39.8% is
influenced by other factors or variables which not included in this model. Furthermore, for model 3, the
result of the R-value is 0.826 which means that there is a strong correlation in an overall linear relationship.
Based on R coefficient rules it stated that the value of the coefficient determination is higher than 0.1.
Therefore, when the result is greater than 0.1, meaning that the linear regression is strong. Furthermore,
the researchers also analyze the value of the R2. From the table above the result of R2 will help to describe
how much the influence the independent variables toward the dependent variable in the model. As the
result show, the value of R2is 0.682 which indicates that 68.2% of pro-environmental behavior influenced
by attitude. The rest of 31.8% is influenced by other factors or variables which not included in this model.

From the t-test of Environmental Knowledge, it is found that the value is 3.277 > t-table of 1.651,
meaning that the variable is significant and null hypothesis (HO) is rejected while hypothesis 1 is accepted.
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It can be concluded that environmental knowledge has a significant influence on attitude to purchase
reusable shopping bags. For Government Regulation, it shows that the value of the t-test is 0.372 < t-table
of 1.651, meaning that the variable is not significant. Therefore, hypothesis 2 is rejected. It can be concluded
that the factor government regulation does not have a significant influence on attitude to purchase reusable
shopping bags. The Media Exposure variable’s (X3) t-test value is -1.540 < t-table of 1.651, meaning that
the variable is not significant. Thus, hypothesis 3 is rejected. We can conclude that the factor media
exposure does not have a significant influence on attitude to purchase reusable shopping bags. The test
result of Personal Belief shows that the value of the t-test is 12.216 > t-table of 1.651, meaning that the
variable is significant. Therefore, hypothesis 4 is accepted. It can be concluded that the personal belief has
a significant influence on attitude to purchase reusable shopping bags. The Social Influence’s t-test value
is 4.096 > t-table of 1.651, meaning that the variable is significant. Thus, hypothesis 5 is accepted. We can
conclude that the factor social influence has a significant influence on attitude to purchase reusable
shopping bags. The t-test value of Attitude is 9.433 > t-table of 1.651, meaning that the variable is
significant. Thus, hypothesis 6 is accepted. We can conclude that the attitude factor has a significant
influence on attitude to purchase reusable shopping bags. The Purchase Intention’s t-test value is 21.947 >
t-table of 1.651, meaning that the variable is significant. Thus, hypothesis 7 is accepted. We can conclude
that intention to purchase reusable shopping bags has a significant influence on pro-environmental behavior.
The research model can be seen in Figure 2.

Environmenta! Knowledge NH1:0.136 * [ Personal Belief ]
Ha: 0.676 ¥
( \ )
; : H6: 0.669 ‘ h7:0847 % Pro-Environmental
Goverment Regulation |12 0o » Attitude = : Purchase Intention = Rubsvisic
\ A 4
HS: 0139 *
\ P
Media Exposure | /'H3:-0.651 Social Influence

. J J

Figure 2. Research Framework
V. CONCLUSION

The objective of this study was to analyze the millennials’ intention in Bali towards purchasing reusable
shopping bags while extending the Theory of Planned Behavior (TPB). Environmental Knowledge,
Personal Belief, and Social Influence significantly affect the attitude of customers to purchase reusable
shopping bags. Personal Belief becomes the dominant variable affecting the consumer attitude. Meanwhile,
Government Regulation and Media Exposure have no significant influence on the consumer attitude to
purchase reusable shopping bags. Attitude significantly influences Intention to Purchase reusable shopping
bags. Furthermore, Intention to Purchase reusable shopping bags has a significant effect on Pro-
Environmental Behavior.

Theoretical Implications

In model 1, the study discussed the relationship between the attribute of the Theory of Planned Behavior
and characteristics of extending variables, e.g., environmental knowledge, government regulation, media
exposure, personal belief, and social influence. According to the results, environmental knowledge,
personal belief and social influence positively affect attitude to purchasing reusable shopping bags. This
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finding of the study aligns with some previous research. The positive relations between environmental
knowledge on attitude to purchasing reusable shopping bags, unlike results from other studies (e.g., Indriani
etal., 2019). The finding of this study stated that Environmental Knowledge has no significant direct effect
on green purchase intention. Moreover, this study finds out that attitude more important to have a full
mediation effect on the relationship of Environmental Knowledge and green purchase intention.

Furthermore, in this 1 model, personal belief and social influence show a positive and significant relation
to purchasing reusable shopping bags. This finding of the study was consistent with Indriani et al. (2019),
which revealed that personal belief was the most critical contributor to the attitude towards green products.
Moreover, Chen et al.’s (2018) study found that social influence positively correlates with attitude to
purchase green products. The finding of this study stated that social influence has a significant effect on
attitude towards green products.

Model 2 discussed the relationship between attitude and intention to purchase reusable shopping bags.
Hence, the regression model shows that attitude positively influences intention to purchase reusable
shopping bags. This finding is in line with the study from Chen et al. (2018) that stated that green products’
attitude significantly and positively influences purchase intention of green products. Model 3 discussed the
relationship between purchase intention with pro-environmental behavior. The regression model shows that
purchase intention positively influences pro-environmental behavior. This result also showing consistent
results with the Theory of Planned Behavior that explains intention positively influences people’s behavior.

Managerial Implications

Consumers who are knowledgeable about green products and environmentally concerned believe that
purchasing green products will benefit the environment’s sustainability. Thus, environmental knowledge
affecting consumers’ evaluations of ecological benefits and their preference for green products will
positively affect purchase intention. Therefore, the business should provide environmental information on
their mobile software or websites, enhancing a better understanding of green products and preferred
evaluations of products that generate environmental benefits and increase intention to purchase the
products. In addition, the business can increase intention towards purchasing green products, such as
reusable shopping bags, by educating the consumers about environmental protection, which can increase
the customer knowledge regarding the environmental concern. Busineses can educate the consumers by
conducting activities that are associated with environmental protection and sponsoring environmental-
related media ads. Hence, this activity would enable consumers to understand the specification of green
appliances.

Personal belief also significantly affects consumers attitude to purchasing reusable shopping bags. Thus,
this study’s result could be considered advice for marketers by enhancing personal belief of the consumers.
Therefore, the marketers can create informational campaigns regarding reusable shopping bags or eco-
friendly products to protect the environment in social media or advertisements, emphasizing the function
of the eco-friendly product to save the environment. Moreover, the information about the products should
be widespread in public through various ways of social media to increase the customers’ personal belief.
Furthermore, the massage must be detail-oriented and clear, for example, how positively it affects the
consumer’s health and environmental sustainability. Therefore, the company manager also needs to pay
more intention to the organic information to attract potential customers which can increase the purchase
intention and enhance the loyalty of existing customers. Besides that, the marketer of environmental-
friendly products also suggested enhancing the value of environmental sustainability in every advertisement
or packaging of the product. Businesses are suggested to conduct more programs related to environmental
protection, such as green campaign competitions. Through this competition, the potential customer will
increase their belief that protecting the environment is very important for environmental sustainability.

Social influence also significantly affects consumer attitude to purchase reusable shopping bags as eco-
friendly products. Family, friends, and relatives play a key role in affecting the intention to purchase green
products. Therefore, the business must emphasize the function and quality of green products. When
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consumers purchase green products, they are aware of the benefit to environment and energy saving,
influencing other people to buy the products. Furthermore, the marketing team may want to create a
persuasive message to affect social groups or individuals. For instance, the marketing team can point or
claim the environmental benefit of eco-friendly products. To increase the intention, persuasive messages
can be shared through social media influencers. Hence, the effects of social influence will also provide a
business idea to market their products through word-of-mouth communication.

The research only limits the respondents to one area (Bali). The study employs short observation periods
and is limited to environmental knowledge, government regulation, media exposure, personal belief, social
influence, attitude, and purchase intention. Therefore, the finding of this study only limited to these
variables. For future research, comparing other existing green products is advised.
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