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Abstract. The widespread use of plastic waste results in various environmental
problems. Indonesia ranks second in the world for mismanaged plastic waste. APRINDO
has agreed that retailers or wholesalers will no longer provide plastic bags to consumers
for free but will instead charge a fee of Rp. 200. The government is implementing a
plastic bag restriction policy and encouraging consumers to use shopping bags, which
has the aim of reducing plastic waste. The primary objective of this study is to investigate
the impact of attitude, subjective norms, and perceived behavioral control on individuals'
engagement in green behavior. The present study was carried out on a sample of
individuals in Indonesia who engage in shopping activities at retail or supermarket
establishments. The inclusion criteria for participants were individuals aged 17 years and
above, as well as individuals who possess prior expertise in using environmentally-
friendly products, as shopping bags. The empirical findings of this study demonstrate that
attitude has a positive and statistically significant impact on green behavior. Similarly,
subjective norms are found to have a positive and statistically significant influence on
green behavior. Additionally, perceived behavioral control is observed to have a positive
and statistically significant effect on green behavior.
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1 Introduction

The Sustainable Development Goals (SDGs) represent a novel framework for fostering
sustainable development through the lens of human rights and equality, with the aim of
advancing social, economic, and environmental progress. The SDGs consist of 17 goals and
169 targets for the welfare of the global community. Point 12 of these Sustainable
Development Goals emphasizes the significance of responsible production and consumption
in promoting sustainable patterns of production and consumption. In order to attain economic
growth and sustainable development, it is imperative to acknowledge the significance of
diminishing the ecological footprint through the alteration of food and resource production
and consumption practices. Effective management of the shared use of natural resources and
how to deal with hazardous waste and pollutants are important objectives to achieve this goal
[1]. Environmental awareness has led many researchers to conduct studies related to
sustainability and green consumer behavior. Various sustainability issues pose a threat to the
world, such as global warming, water pollution, climate change, natural resource depletion,
and overpopulation. Environmental problems are at the center of attention around the world
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[2], such as with the use of plastic products that can lead to a variety of environmental
problems. The top five plastic waste contributing countries in the world are China, Indonesia,
Philippines, Vietnam, and Sri Lanka [3]. The Ministry of Environment and Forestry of
Indonesia created Regulation No. 18/2008, a regulation related to waste management, with
Articles 19 and 20 [4] containing specific focus on waste reduction and handling activities.
Waste that is managed comes from households, agriculture, buildings, trade, offices, and
industries. However, the waste problem cannot be resolved properly, resulting in a build-up of
waste that ends up in landfills.

The government’s plastic bag restriction policy originated from the emergence of plastic waste
that has disturbed environmental conditions; therefore, the government collaborated with the
Indonesian Retailers Association (APRINDO) to implement a plastic bag restriction policy
with the aim to reduce plastic waste. Several retailers and shopping malls, such as Carrefour,
Superindo, Transmart, Alfamart, and Indomaret, have adopted the practice of charging
customers for plastic bags. The government, in collaboration with the National Consumer
Protection Agency (BPKN), the Indonesian Consumer Foundation (YLKI), and the
APRINDO, have reached a consensus that retailers should cease the provision of plastic bags
at retail establishments for a nominal fee of Rp. 200,- (two hundred rupiahs). Shopping bags
themselves contribute to environmental change to reduce plastic waste and the use of
disposable shopping bags [5].

This research uses green behavior as a term to denote consumer behavior driven by
environmental concerns and their efforts to reduce environmental damage. Green behavior is
emerging as a new marketing discipline within the scope of consumer research [6]. Consumers
who have green behavior can reduce environmental impact through increased environmental
efficiency in their lifecycle and preparedness in anticipating the impact of global warming [7]
and [8]. The Theory of Planned Behavior (TPB) model provides a framework for
systematically studying factors that influence behavioral choices [9]. One study [10] suggests
the use of the TPB model as a conceptual framework and a consideration of other variables to
significantly explain green behavior. This study uses the TPB model to determine the
relationships among attitude, subjective norms, and perceived behavioral control on green
behavior. There is an inconsistent influence of attitude on green behavior. According to one
study [11], attitude plays a substantial role in shaping individuals' green behavior. The
assertion by [12] posits that attitude does not exert a substantial impact on pro-environmental
behavior. This research is a development of research by [11] and [13]. The former study [11]
investigates the impact of individuals' green attitude and subjective norms on their green
behavior, in line with previous research conducted in this area. The latter study [13]
investigates the influence of attitude and perceived behavioral control on individuals' green
behavior. This study expands upon the aforementioned studies by investigating the impact of
attitude, subjective norms, and perceived behavioral control on individuals' engagement in
environmentally friendly behaviors. With the existence of these inconsistent results, this study
fills the gap by identifying these variables in the context of consumers in Indonesia.



2 Literature Review

2.1 Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB) model puts in place a framework for systematically
studying factors that influence behavioral choices [9]. Theory of Planned Behavior (TPB) is a
theory that has a complete framework consisting of attitude, subjective norms, perceived
behavioral control, and behavior [14]. The theory allows researchers to examine factors that
can influence decisions in green behavior [15]; [16]; [17].

2.2 Attitude

As explained by [18], attitude consists of a number of feelings (affection) that lead a person to
the acceptance or rejection of an object and its consideration as being agreeable or
disagreeable, or good or bad. Attitude is an internal state that influences one’s actions on
certain objects, people, and events [19]. Attitude describes a feeling of judgement (liking or
disliking) by a person, specifically regarding green behavior [20]; [21]; and [22]. According to
[23], attitude refers to a person’s relatively consistent evaluations, feelings, and tendencies
towards an object. Attitude is a belief in behavior that arises from a person who represents the
perceived outcomes or attributes of behavior [24]. Attitude is one of the good predictors of
green behavior [25] and [26]. Research has shown that a person’s attitude towards green
behavior will indicate good or bad feelings about the act of using shopping bags. Attitude has
a significant influence on green behavior [27]; [28]; and [29].

H1: Attitude has a positive effect on green behavior.
2.3 Subjective Norms

Subjective norms are normative beliefs that can generate perceived social pressure [30]. In
other words, individual beliefs about the perceived desirability of various important matters
can then provide individual motivation to meet the expectations of others [31]. Subjective
norms are considered a key predictor of green purchasing [32]. The influence of subjective
norms on green behavior is positively perceived [33]. According to the findings of previous
studies [34] and [35], it has been established that subjective standards play a significant role in
shaping consumers' inclination towards engaging in the purchase of organic food products.
Subjective norms have a major impact on the purchasing behavior of environmentally-friendly
products [36]. Multiple studies have presented empirical data indicating that adolescent
consumers exhibit a higher propensity to take into account the viewpoints of their peers and
parents when engaging in environmentally conscious actions [37] and [38]. Subjective norms
exert a favorable impact on pro-environmental behavior [39].

H2: Subjective norms have a positive effect on green behavior.
2.4 Perceived Behavioral Control

Perceived behavioral control forms restraint in performing certain actions and measures
individual perceptions of the ability to behave rationally [16] and [40]. Perceived behavioral
control plays an important role in green purchasing behavior [12]. Perceived behavioral
control emerges as the most robust indicator of pro-environmental behavior, as individuals are



more likely to engage in the purchase of environmentally-friendly products when they hold the
belief that their actions yield favorable outcomes, as found in [41] and [42]. According to a
study [43], it was found that perceived behavioral control exerts a favorable impact on
individuals' engagement in green behavior. According to [44], individuals with a higher level
of perceived behavioral control about barriers or constraints are more likely to experience
greater ease in obtaining green items. According to the findings of [13], it has been observed
that perceived behavioral control plays a substantial role in shaping individuals' green
behavior. It has been observed that individuals have exhibited a high level of ease in engaging
in environmentally-friendly behaviors.

H3: The perception of behavioral control is positively associated with the engagement in
green behavior.

2.5 Research Framework

Subjective
Norms

Green behavior

Perceived
Behavioral
Control

Fig 1. Research Framework

3 Methodology

This research used an explanatory approach. The explanatory approach is used to determine
whether one or more variables explain the cause or effect of other variables [45]. This research
used a quantitative approach. The research objective of the quantitative approach is to test a
theory [45]. The sample for the study comprised individuals who engage in shopping activities
at retail or supermarket establishments within the Indonesian context. The utilized sampling
technique for this research was non-probability sampling with the sample selection method of
purposive sampling. There were two criteria for the selection of respondents in this study. The



first was individuals aged 17 years and older. Respondents of these ages are considered to be
individuals who have the ability to make their own decisions [46] and [47]. The second was
individuals who had prior knowledge and expertise in using ecologically sustainable products,
such as reusable shopping bags. The data collection process in this study involved the
distribution of online electronic questionnaires to respondents through Google Forms. The
questionnaire consisted of three sections. The first section contained screening questions. The
second section contained questions about the characteristics of the respondents. The third
section contained questions on items pertaining to the variables being used.

The research methodology employed in this study involves using a Structural Equation Model
(SEM) as the primary data analysis approach. The usage of Structural Equation Modelling
(SEM) enables the simultaneous examination of intricate study designs, analysis of latent
variables, and consideration of measurement errors [48]. Two distinct methods exist for
Structural Equation Modelling (SEM), which are Covariance-Based SEM (CB-SEM) and
Partial Least Squares (PLS-SEM). The present study employed Partial Least Squares
Structural Equation Modelling (PLS-SEM) using SmartPLS software version 3.3 to validate
both the measurement model and the structural model.

4 Results and Discussion

Table 1. Convergent Validity

Constructs Indicator Outer Loading AVE
Attitude ATl 0.818 0.663
AT2 0.836
AT3 0.829
AT4 0.774
Subjective Norms SN1 0.909 0.797
SN2 0.879
SN3 0.854
SN4 0.926
Perceived Behavioral Control PBCl1 0.906 0.785
PBC2 0.914
PBC3 0.838
PBC4 0.883
Green Behavior GB1 0.887 0.795
GB2 0.879
GB3 0.892
GB4 0.915
GB5 0.924
GB6 0.853

All values of outer loading met the standard > 0.70 and AVE values were > 0.50. This means that all the
indicators used in this study have good convergent validity, because the high outer loading values in a
construct suggest that the related indicators have much in common, and that in response, the structure
also has much in common.



Table 2. Fornell-Larcker Discriminant Validity

Construct Attitude Subjective Perceived Green
Norms Behavioral Behavior
Control
Attitude 0.814
Subjective Norms 0.726 0.893
Perceived Behavioral 0.703 0.853 0.886

Control

Green Behavior 0.757 0.859 0.892

According to the Fornell-Larcker correlation matrix, the diagonal elements in a given column
should have greater values within the same construct in comparison to other constructs. This
study demonstrates that all the examined constructs possess strong discriminant validity.

Table 3. Internal Consistency Reliability

Constructs Composite Reliability Cronbach’s Alpha Conclusion
Attitude 0.887 0.831 Reliable
Subjective Norms 0.940 0.915 Reliable
Perceived Behavioral 0.936 0.908 Reliable
Control

Green Behavior 0.959 0.948 Reliable

Because the Cronbach’s Alpha and Composite Reliability values are > 0.70, it can be said that
all constructs have good reliability.

Table 4. Path Analysis and Hypothesis Testing

Hypothesis

Original
Samples

Sample
Mean

Standard
Deviation

t-statistic

p-value

Conclusion

Attitude 2
Green
Behavior

0.214

0.215

0.060

3.549

0.000

Accepted

Subjective
Norms 2>
Green
Behavior

0.374

0.366

0.098

3.804

0.000

Accepted

Perceived
Behavioral
Control >
Green
Behavior

0.387

0.392

0.110

3.522

0.000

Accepted

Table 4 shows the value of the path coefficients representing the significance level of the
hypothesis tests. Three hypotheses were formulated for this study. All hypotheses are stated
to be supported and have p-values < 0.05.
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Fig 2. Structural Model

Hypothesis 1 shows a positive relationship direction for, and a significant influence of, the
attitude variable on green behavior. These findings illustrate that people have an awareness of
the importance of using their own shopping bags when shopping with the aim of preserving
the environment, which encourages them to have green behaviors. The empirical evidence for
the proposition that attitude is a strong predictor of environmentally-friendly activity is
reinforced by investigations carried out in several studies [44]; [49]; and [50]. One study [44]
demonstrated that attitude serves as a robust indicator of environmentally-friendly behavior.
This notable discovery can be attributed to the observation that individuals tend to keep
expenses low when it comes to food consumption, while also ensuring that the dining
environment meets satisfactory standards. Another study [51] also provided evidence that
consumers who have a positive attitude towards environmentally-friendly packaging products
tend to buy these products.

Hypothesis 2 shows a positive and significant effect of the subjective norms variable on green
behavior. These findings provide the explanation that respondents follow the advice of
someone who is considered important to them, such as family, friends, and colleagues, in
choosing to use shopping bags when shopping. These results show that consumers possess
awareness regarding the importance of using shopping bags as a substitute for plastic bags,
thus encouraging consumers to take action to bring their shopping bags when shopping. These
results are supported by previous research [34]; [35]; and [2].

Hypothesis 3 shows a positive relationship direction and a significant effect of the perceived
behavioral control variable on green behavior. These findings indicate that a person who
perceives to have more control in the usage of a shopping bag when shopping is more likely to
use a shopping bag. This means that people have control in relation to the ease of obtaining
shopping bags, the availability of shopping bags, and the money to buy them. The results of
the present study are supported by a prior research [52], which establishes a favorable
association between perceived behavioral control and environmentally-friendly behavior
among people from the Generation Y demographic residing in the City of Denpasar. Several
studies support that the variable of perceived behavioral control is a dominant construct in
influencing green behavior [43] and [53]. These results are in accordance with [54], which



provides the evidence that individuals who perceive to have more control about organic food
purchasing behavior are more likely to purchase organic food. It has been stated [44] that
product availability, effort or cost, and time influence environmentally-friendly behavior.
Another study [13] in the context of Nigerian consumers showed that those who possess
behavioral control will adopt green behavior.

5 Conclusion

The objective of this research is to examine the relationships among attitude, subjective
norms, and perceived behavioral control on green behavior. The findings show that all
hypotheses are accepted. This study shows that attitude has a positive and significant influence
on green behavior. For the contribution to theory, this study contributes to the existing
literature and empirical research regarding the comprehension and mitigation of the link
between consumer attitude and behavior in the domain of green consumption. In addition to
gaining a better understanding of how attitudes and behaviors are related, this study also
contributes by exploring the impact of various factors on green behavior. This study includes
more variables that can become predictors of green consumer behavior. For the practical
contribution, the results of this study become an advice to professionals and government
authorities to establish regulations that ban the use of plastic bags and encourage individuals
to bring their own reusable shopping bags when purchasing goods. The aim of this approach is
to tackle the growing problem of plastic waste, which is currently a major concern. This
research has limitations. First, this research used the model from TPB, which consists of
attitude, subjective norms, and perceived behavioral control, to examine the influence on
green behavior. Future research can use other models or variables that may influence green
behavior. Second, the model in this study was used to examine the determinants of green
behavior; future research can examine the consequences of green behavior.
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