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 The program to reduce plastic waste is supported by all sectors of businesses, through some efforts 
to prevent using plastic bags in every store shopping and prompt using better alternatives. This 
study aims to find out whether the application of the theory of planned behavior departs from the 
knowledge of the influence of environmental awareness and leads to interest in the use of reusable 
bags. Quantitative methods used in this study includes the determination of samples with non-prob-
ability techniques, namely purposive sampling. The research instrument was an online question-
naire of 300 respondents in Bali, who had never used a repetitive shopping bag. Data were analyzed 
using Structural Equation Modeling with the SmartPLS application. The application of the theory 
of planned behavior shows that testing knowledge of the environment and environmental steward-
ship gives a positive attitude and becomes a control behavior and interest in the use of reusable bag 
products. However, it is different from Subjective Norms which do not have a significant influence 
on the interest in using reusable bags. So, it is a concern for the government to always provide 
socialization, knowledge and environmental awareness about the importance of protecting the en-
vironment by using non-disposable shopping bags, and also business owners or marketing manage-
ment to provide more reusable bags. 
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1. Introduction 
 
 

 

Plastic waste becomes a polemic of the world because it is a trigger for global warming (Luke, 2019). Increasing the produc-
tion of plastic waste between 1996 and now has damaged the environment, especially pollution of the marine environment 
(Handl, 2019). This is a phenomenon that has always been the subject of discussion, where until now waste has continued to 
increase without the right solution (Yang et al., 2017). Waste is one of the serious problems faced by the Indonesian state 
and arises due to a large number of Indonesia's population (Addahlawi et al., 2019). This is due to the fact of a big population 
of the country are presently creating huge amount of wastes (Yang et al., 2017). The serious problem is the impact caused by 
waste, especially plastic waste such as body health, the environment, air, and sea pollution. Plastic waste is the toughest waste 
problem because plastic is very difficult to be decomposed naturally, and also plastic is made from materials that are harmful 
to the environment and living things (Gallo et al., 2018; Ilman et al., 2017). Indonesia itself continues to experience an 
increase in plastic waste due to the use of-based plastic products (Yuliadi, 2017), in addition to that buying or delivering 
something is always plastic mediated so this makes the volume of plastic waste increase especially in Jakarta (Nasution et al. 
, 2019), and Bali which is the center of Bali's tourist city (Putri, 2019). For Bali, the Governor of Bali issued Bali Governor 
Regulation No. 97 of 2018 on limiting the generation of disposable plastic waste to achieve a reduction in plastic waste of up 
to 70% within the next year, which brings the concept of local wisdom “Nangun Sat Kerthi Loka Bali”, arranging a green, 
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beautiful and clean environment and the environment to preserve Bali's majesty, sanctity, and nature, while in Jakarta the 
regulation of Law No. 108 of 2019 concerning household waste. To support the reduction in the use of plastic waste, the 
Government of Indonesia has issued Presidential Regulation (Perpres) No. 83 of 2018 to reduce the use of plastic in shopping 
centers (Sipuu.setkab.go.id). Furthermore, with the existence of the circular it was hoped that all modern stores and shopping 
centers could disseminate to consumers gradually. So that in 2019 all modern stores and shopping centers will no longer use 
plastic bags and other plastic materials. In addition to modern shops and shopping centers, there is also a need for public 
awareness to help sort waste and make use of maximized garbage banks. Also, to reduce plastic waste, the Government called 
on to replace the use of plastic bags by the use of eco-friendly bags or shopping bags that can be used again (reusable). Based 
on phenomena and problems, the object of this research is the interest in using shopping bags reusable in Indonesian society. 

2. Literature Review and Hypothesis Development  
 
2.1 Theory of planned behavior  

The theory of planned behavior is to combine additional dimensions of behavioral control perceptions as determinants of 
behavioral intentions (Ajzen, 1991). The theory of planned behavior has been applied to the study of the relationship between 
attitudes toward behavior, subjective norms, and perceptions of behavioral control, behavioral intentions and behaviors in 
various fields such as advertising, public relations, campaigns, health, and others. The intention is the most important sup-
porter of human behavior, always being able to utilize information is the rational side of being human (Paul et al., 2016). 

2.2 Interests of users of green products 

Interest in the use of green products is the stage in which consumers tend to act before buying decisions are implemented 
(Das, 2014; Maniatis, 2016; Zhang et al., 2019). Consumers to use certain products will show a higher level of purchase 
compared to consumers who indicate that they have no intention to buy (Hong et al., 2017; Moslehpour et al., 2018).   

2.3 The Behavior 

Control of behavior can be divided into three categories (Wu et al., 2017); namely (1). Attitudes, these attitudes are grouped 
into three things; namely: perceptions and knowledge about problems from the environment (a cognitive component), feel-
ings or emotions that arise in the environment (an affective component), and a tendency to behave or act towards the envi-
ronment (a conative component) (Alsaggaf & Althonayan, 2018). Where the attitude towards behavior is believed to be 
someone's belief that emerges (behavioral beliefs), which represents the perception of the consequences of behavior and 
evaluation of the significance of the consequences (Han et al., 2010).  (2). Subjective norms is the second determinant of 
behavioral intentions (Ajzen, 1991). Subjective norms are represented as a function of normative beliefs about important 
references that an individual should or should not do, and his motivation for following their referents (Ajzen, 1991; Wu et 
al., 2017). (3). Behavioral control perception, the third determinant of behavioral intentions is behavioral control. Behavioral 
control perceptions can be described as the perceptions of ease or difficulty in behavior (Ajzen, 1991; Paul et al., 2016). 
Specifically, behavioral control perceptions assess the perception of how well a person can control the factors that can facil-
itate or limit the actions needed to deal with certain situations. According to Alsaggaf and Althonayan (2018), the perception 
of behavioral control is the ease or obstacles perceived by consumers in making purchases or the use of green products. 
 

2.2 Environmental Knowledge 

Knowledge is a set of ecological knowledge possessed by individuals about the environment (Zhang et al., 2019) while 
Maichum et al. (2016) and Attia and Farrag (2017) believe that knowledge about ecology is a basic knowledge possessed by 
a consumer about things that can be done to assist in environmental protection activities that are facilitated by behavioral 
commitments to purchase green products. 
 
2.3 Environmental Concern  

Care is a predictive tool that allows for the behavior of purchasing environmentally friendly products and can be a major 
factor in the consumer decision-making process (Angelovska et al., 2012; Attia & Farrag (2017). Environmental care is 
considered as a level of commitment and emotional towards various environmental issues (Aman et al., 2012; Zhang et al., 
2019).  

2.5 Environmental Knowledge Relations, Environmental Concern, and Behavioral Control, Interest in Green Products 

Interests in using or buying intentions can be used to predict future behavior. This means that if a consumer shows a high 
purchase intention, it can be assumed that he will make an actual purchase. Therefore, marketers have an interest in identify-
ing consumer purchase intentions (Suprapti, 2010; Zhang et al., 2019). Behavioral control plays an important role in deter-
mining interest in green products as stated by Noor et al. (2012) and Al Mamun et al. (2018). More clarified by a statement 
by Groening et al. (2018) which says that attitudes towards the environment are general tendencies that occur in a person and 
are formed or studied when responding consistently/surely to the state of the environment in the form of likes (positive) or 
dislike (negative). Subjective norms as perceptions of social pressure to do or not do the behavior, or opinions that others feel 
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are significant/important to individuals and that influence them in decision making (Park, 2000; Attia & Farrag (2017). Be-
havioral control perception is a function of control beliefs which refers to one's perception of the presence or absence of 
resources or opportunities needed to perform certain behaviors (Ajzen in Han et al., 2010; Al Mamun et al., 2018). 
Knowledge of the environment can influence consumer attitudes. With the higher level of environmental knowledge and 
attention possessed by a consumer, higher ecological attitude is possessed when consumer is compared with other consumers 
who do not have knowledge and attention to the environment which in turn affects their ecological behavior (Zhang et al., 
2019). According to Julina (2013) and Xu et al. (2017), concern or attention to environmental issues can affect attitudes. 
Some consumers translate their concern for the environment by choosing green products to improve the quality of the envi-
ronment and the quality of their lives (Novandari, 2011). Aman et al. (2012) and Al Mamun et al. (2018) say that environ-
mental care can be a major factor in the consumer decision-making process. So, the relationship between these variables can 
be drawn the following hypothesis: 

 
H1: Environmental Knowledge has a positive effect on Environmental Attitudes. 
H2: Environmental Concern has a positive effect on Environmental Attitudes. 
H3: Environmental Concern has a positive effect on Subjective Norms. 
H4: Environmental Concern has a positive effect on The perception of Control.  
H5: Environmental Attitudes positive influence on Green Product. 
H6: Subjective Norms influence positively to the Green Product. 
H7: Perception of Control positive influence on Green Product. 
H8: Environmental Knowledge influence positively to the Green Product. 
 
Based on theoretical and study results from previous studies to look like the concepts in Fig. 1. 

 
Fig. 1. Research Concept Framework 

Source: author's processed results, 2020. 

3. Method 
 
The population of this study is the people of Indonesia with the sample used is non-probability sampling. The sample of 
research respondents used amounted to 150 samples since according to Hair et al. (2017), the number of samples used needs 
to be 5 to 10 times multiplied by the indicator so that the 300 sample is sufficiently representative. This study uses SEM-PLS 
analysis techniques with the SmartPLS application as data processing. There are two fundamental model evaluations in this 
test, namely the outer model and the inner model. The reason for using PLS is to help researchers for predictive purposes 
(Ghozali, 2015). PLS uses a three-stage iteration process and each iteration stage produces an estimate.  

4. Results  
 
Conversion validity with reflective indicators can be seen from the correlation between score indicators and external loading 
variables. A score of> AVE 0.50 or greater indicates the model is good and all constructs used in this study have adequate 
discriminant validity. Likewise, discriminant validity is used to assess the validity of variables from the average variance 
extracted (AVE) value. The model is said to be good if the AVE of each variable's value is greater than 0.50. In addition to 
the validity test, a variable reliability test is also measured by two criteria, namely composite reliability and Cronbach's alpha 
of the indicator block measuring variables. Cronbach's Alpha values are required above 0.60, as well as the significance at 
the 5% test (t-statistic value> 1.96 or p-Value <0.5). The composite reliability value (CR) of each construct is all expected to 
be more than 0.7 to fulfill. The results of the correlation between indicators and variables can be seen in Table 1 below. 
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Table 1  
Test the validity and reliability of 

Variables/Indicators Outer Loading Average Variance  Composite Cronbach's Explanation 
Environmental Knowledge       

X1.1 0.77 

0.609 0.903 0.873 

Valid and 
X1.2 0.796 Reliable 
X1.3 0.807  
X1.4 0.807  
X1.5 0.78  
X1.6 0.719  

Environmental Concern  

0.699 0.902 0.855 

Valid and 
X2.1 0.779 Reliable 
X2.2 0.854  
X2.3 0.893  
X2.4 0.814  

Environmental Attitudes  

0.731 0.916 0.877 

Valid and 
Y1.1 0.907 Reliable 
Y1.2 0.864  
Y1.3 0.839  
Y1.4 0.808  

Subjective Norms  

0.705 0.905 0.86 

Valid and 
Y2.1 0.82 Reliable 
Y2.2 0.873  
Y2.3 0.833  
Y2.4 0.831  

Perception of Control  

0.548 0.858 0.795 

Valid and 
Y3.1 0.728 Reliable 
Y3.2 0.749  
Y3.3 0.755  
Y3.4 0.724  
Y3.5 0.744  

Green Product  
0.66 0.742 0.853 

Valid and 
Y4.1 0.836 Reliable 
Y4.2 0.859  

 

In this structural model, there are two dependent variables, namely: attitude, subjective norm, perceived behavioral control 
and interest in the use green product the coefficient of determination (R2) of each ma sing bound variables can be presented 
in Table 2 as follows. 
 
Table 2  
Value Coefficients of R-square 

Variable R-square Adjusted 
Environmental Attitudes  (Y1) 0.603 0.595 

 Subjective Norms (Y2) 0566 0561 
Perception of Control (Y3) 0530 0525 

Green Product (Y4) 0780 0768 
 
Based on Table 2, the effect of  Environmental Knowledge gives the R-square of 0.603 which can be interpreted that the 
variability of the variable attitude can be explained by the variability the environmental knowledge variable is 60.3 percent, 
while 39.7 percent is explained by other variables outside the study. Furthermore, the influence of environmental awareness 
on subjective norms gives an R-square value of 0.566 which can be interpreted that the variability of subjective norm varia-
bles can be explained by the variability of environmental awareness variables by 56.6 percent, while 43.4 percent is explained 
by other variables outside of the study. Then, the model of the influence of environmental awareness on behavioral control 
perceptions gives an R-square value of 0.530 which can be interpreted that the variability of behavioral control perception 
variables can be explained by the variability of environmental awareness variables by 53 percent, while 47 percent is ex-
plained by other variables outside the study. And finally, the model of the influence of environmental knowledge, environ-
mental awareness, attitudes, subjective norms and perceptions of behavioral control on the interest in using green products 
gives an R-square value of 0.780 which can be interpreted that the variability of behavioral control perception variables can 
be explained by the variability of interest variables in the use of green products by 78 percent, while 22 percent is explained 
by other variables outside of the study. To measure how well the observational values generated by the model and also the 
estimated parameters, it is necessary to calculate Q-square (Q2) as follows: 
Q2 = 1- (1 - R12) (1 - R22) (1 - R32) (1 - R42 ) = 1- 0.0178 = 0.9822  
 
The value of Q2 has a value in the range 0 <Q2 <1, where the closer to 1 means the better the model. The calculation results 
obtained value of Q2 is equal to 0.9822, so it can be concluded that the model has predictive relevance. Thus, it can be 
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explained that 98.22 percent of the variation in the interest in using bags reusable in Denpasar City is influenced by environ-
mental knowledge, environmental awareness, attitudes, subjective norms and perceptions of behavioral control, while the 
remaining 1.78 percent is influenced by other variables. 
 
5. Discussion  

Testing the direct effect between variables in detail can also be seen from the results of the path coefficient validation test on 
each path from the test results bootstrapping as shown in Fig. 2 and Table 3 below. 

 

Fig. 2. Measurement Model of PLS Results.  

Source: Authors’ calculations 

Table 3 
Path Coefficients 

Between Path Variables Coefficient t Statistics p-Value Information 
Environmental Knowledge→ Environmental Attitudes 0.407 4,109 0,000 Positive and Significant 
Environmental Concerns →Environmental Attitudes 0.428 4,318 0,000 Positive and Significant 
Environmental Concerns→ Subjective Norms 0.752 16,038 0,000 Positive and Significant 
Environmental Concerns →Perception of Control 0.728 17,154 0,000 Positive and Significant 
Environmental Knowledge → Green Product 0.273 2.627 0.009 Positive and Significant 
Environmental Attitudes→ Green Product 0.185 2,361 0.019 Positive and Significant 
Subjective Norms → Green Product 0.027 0.343 0.732 Not Significant 
Perception of Control→ Green Product 0.303 3,605 0,000 Positive and Significant 

 

Based on the results of the path coefficients in Table 3, the hypothesis testing results can be determined which are described 
in the following description: 

5.1 The influence of environmental knowledge on Environmental Attitudes 
 
Based on the results of the analysis of the influence of environmental knowledge on attitudes we have obtained a p value of 
0,000 (p value < 0.05), with a t-statistic of 4.109 (t-statistic> 1.96) and a positive path coefficient of 0.407. This indicates 
that H1 is accepted, which means that environmental knowledge has a positive and significant effect on consumer attitudes 
in buying green products. The result of the study means that the higher the environmental knowledge, the better attitude of 
consumers towards the environment. With the intense information from print media advertisements and television carried 
out by the Indonesian government we may provide many insights for the public about the dangers of plastic waste. In line 
with research conducted by Al Mamun et al. (2018) and Groening et al. (2018). 

5.2 The influence of environmental concern on Environmental Attitudes 
 

Based on the results of the analysis of the influence of environmental awareness on attitudes we have obtained a p-value of 
0.000 (p-value < 0.05), with a t-statistic of 4.318 (t-statistic> 1.96) and a positive path coefficient of 0.428. This indicates 
that H2 is accepted, which means that environmental care has a positive and significant effect on consumer attitudes in buying 
green products. The results of the study have the meaning that an increase on consumers about environmental problems will 
results positive attitude of consumers towards the environment and this is in line with the previous results (Park, 2000; Attia 
& Farrag, 2017). The community must realize the importance of keeping the environment clean with a positive attitude such 
as throwing trash in its right place, by first sorting according to the type of waste. 
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5.3 The influence of environmental concern on subjective norms 
 
Based on the results of the analysis of the influence of environmental awareness on subjective norms we have obtained a p-
value of 0.000 (p-value < 0.05), with a t-statistic of 16.038 (t-statistic> 1.96) and a positive path coefficient of 0.752. This 
indicates that H3 is accepted, which means that environmental care has a positive and significant effect on subjective norms. 
The result of the study means that the higher the consumer's concern on environmental problems, the bigger the influence of 
subjective norms and this result is supported by Han et al., 2010). 

5.4 The influence of environmental awareness on behavioral control perceptions 
 
Based on the results of the analysis of the influence of environmental awareness on behavioral control perceptions we have 
obtained p-value of 0,000 (p-value < 0.05), with a t-statistic of 17,154 (t-statistic> 1.96) and a positive path coefficient value 
of 0.728. This indicates that H4 is accepted, which means that environmental care has a positive and significant effect on 
perceptions of behavioral control. The results of the study mean that the higher the consumer's concern for environmental 
problems, the higher the perception of behavioral control and this result is supported by Al Mamun et al. (2018). 

5.5 Effect of environmental knowledge on the interest in using green products 
 
Based on the results of the analysis of the influence of environmental knowledge on the interest in using green products, the 
p-value is 0.009 (p-value < 0.05), with statistics of 2.627 (t-statistic> 1.96) and a positive path coefficient of 0.273. This 
indicates that H5 is accepted, which means that environmental knowledge has a positive and significant effect on the interest 
in using green products. The results of the study mean that the higher the environmental knowledge, the interest of consumers 
to use green products will increase and the results is consistent with findings of Groening et al. (2018). 

5.6 Effect of attitude towards an interest in using green products 
 
Based on the results of the analysis of the influence of attitudes on the interest in using green products, we have found the p-
value of 0.019 (p-value < 0.05), with a t-statistic of 2.361 (t-statistic> 1.96) and a positive path coefficient of 0.185. This 
indicates that H7 is accepted, which means that attitude has a positive and significant effect on the interest in using green 
products. The results of the study have the meaning that the more positive the attitude of consumers to the environment, the 
higher interest of consumers using green products and the result is supported by Aman et al. (2012). 

5.7 Effect of subjective norms on the interest in using green products 
 

Based on the results of the analysis of the influence of subjective norms on the interest in using green products, the p value 
is 0.732 (p value> 0.05), with a t-statistic of 0.343 (t-statistic <1.96) and a positive path coefficient value of 0.027. This 
indicates that H8 is rejected, which means that subjective norms do not significantly influence the interest in using green 
products. The results of the study mean that the level of subjective norms accepted by consumers is not able to influence 
consumer interest in using green products, and the results is supported by Al Mamun et al. (2018). 

5.8 The effect of behavioral control perceptions on the interest in using green products 
 

Based on the results of the analysis of the influence of behavioral control perceptions of interest in the use of green products, 
we have obtained p-value of 0.000 (p-value < 0.05) with a t-statistic of 3.605 (t-statistic> 1.96) and a positive path coefficient 
of 0.303. This indicates that H9 is accepted, which means that perceptions of behavioral control have a positive and significant 
effect on interest in using green products. The results of the study mean that the higher the perception of behavioral control, 
the higher the interest of consumers using green products and this is in line with the research of Attia & Farrag (2017).  
 
6. Conclusions and Recommendations 
 
Based on the discussion of research that has been perform in this survey, it can be concluded that with the increase of 
knowledge about protecting the environment and with an increase awareness of the environment, we may expect a better and 
clean environment.  However, subjective norm does not seem to have any meaningful effect in using green products, which 
means that the perceived social pressure of people who are considered important around consumers would not have any 
meaningful influence to press for any action, since respondents tend to have high environmental knowledge and awareness. 
Governments and business organizations play an important role in implementing green product programs, so there is a need 
for a collaboration. For future research there needs to be a review on the role of business organizations on green product 
policies for sustainable business.  
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