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CHAPTER 1 

INTRODUCTION 

Introduction in a study is important because as an opening of the whole research, 

consist of the background of the research, problem statement, research question and 

objectives, the significance of the study, and all organizations related to the study.   

1.1 Background   

In this era of development and economic growth, countries are trying their 

best to make their country prosperous. Populations are growing and corporations 

are struggling to meet the growing demands and their production, and it often 

creates problems for the environment. According to Hamilton and Zilberman 

(2006) there has been an accelerated concern for environmental responsibility by 

retailers and consumers globally (in Bong Ko & Jin, 2017). This concern has further 

accelerated because of economic progress and development which is often thought 

to cause damage to the environment. Some of that damage results in global 

warming, depletion of natural resources, acid rain, etc. According to Asia Waste 

Management Outlook (2017) In 2016, Asia are inhabited by more than 4.45 billion 

people which recorded a huge amount of waste generation, making it the largest 

waste-producing continent on earth. It is estimated that 1.8 billion tonnes will be 

generated by urban cities alone in Asia by 2025. The World Bank reported that 

waste management is one of the three main sources of environmental degradation 
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in the region. The World Bank estimated that waste generated from urban cities in 

Asia range from 450,000 to 760,000 tonnes per day. Because of urban population 

growth and economic development in Asia, this ever-increasing waste generation 

trend is expected to last for another decade or so (Management, 2017). According 

to Veleva and Ellenbecker (2001) because of this growing environmental problems, 

practitioners and academics from around the world have started to take view and 

adopt sustainable development measures to minimize the negative effects of 

unplanned development on environment and society (in Joshi & Rahman, 2016). 

Safe et al. (2012) in their study explained that environmental knowledge and 

attitudes are environmental factors that affect the intent of purchasing 

environmentally friendly products (in Kusuma, Sulhaini, & Handayani, 2018).  

According to Das Gandhi et al. (2006) developing countries, including 

Southeast Asian countries are aiming to transform their countries into developed 

countries. Economic activities and physical development are needed to achieve that 

goal which often results in environmental issues. Concerns for the environment 

demands consideration during a country's development process made sustainability 

concept became a national issue in Southeast Asian countries such as Malaysia, 

Thailand, Indonesia, Singapore, and the Philippines. Therefore, governments, 

businesses, organizations, and individuals accepted that there is a need for 

consideration in the context of sustainable development (in Razali et al., 

2017).  Negative impacts also arose from corporate activities which lead to conflicts 

between stakeholders and companies. Indonesia is one of the countries which 

experiences negative impacts that resulted from business activities which result in 
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damages to the environment such as pollution and deforestation. This situation 

makes companies and communities to proceed to business processes that do not 

damage the environment (Raharjo, 2018).   

Nowadays people can’t be set apart from marketing activities as it is 

believed as one crucial role in society. As the communities keep sticking towards 

their marketing activities, it also will greatly affect the market movement as well. 

Additionally, as the market keeps on growing, they shift their focus on nature 

conservation and seek to inspire all communities to carry out environmental 

concern movement. This environmental concern movement was first introduced in 

Great Britain with its consumers as the founder of this movement. Furthermore, the 

company’s contribution to environmental degradation and damage can greatly 

affect consumers decision whether they want to adopt this care for the environment 

movement or not by Polonsky (1994) and Prothero (1990). They also agreed that 

this successful concept has been able to spread out almost in every Great Britain 

border as well. Besides that, a lot of researchers also support this care for the 

environment movement as it is crucial and necessary for both companies and 

consumers cooperating to conserve the environment (in Promotosh, Sajedul & 

Vladimir, 2011). Ali and Ahmad (2012) also define that if companies want to make 

their consumers intersect with their environmental conservation, they have to 

introduce an eco-friendly product with any recyclable materials rather than using 

non-recyclable materials as it will trigger consumers interest to conserve the 

environment as well (in Puspitasari, Rinawati & Sutrisno, 2018).  
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According to the relationship between the global economy and the 

environment is in the midst of a turmoil of fundamental environmental 

restructuring. Southeast Asia has enjoyed strong growth, this growth model 

depends on unsustainable exploitation of natural resources and leads to degradation 

of the damaged environment. This makes Southeast Asia at a crossroads and has 

difficult but clear choices to make. An alternative movement is toward green growth 

in Southeast Asia. This green growth movement provides insight for leaders to 

design their solutions such as the movement to use environmentally friendly 

products to move their country towards green growth and directly consult with 

officials from ASEAN members (Gurria, 2014).   

Eco-friendly itself means referring to products that contribute to practices 

that help conserve resources such as water and energy, or green living lifestyles, 

also minimizes contribution to air, land, and water pollution (Holzer, 2018). An 

example for eco-friendly products such as organic cosmetics, bamboo drinking 

straw, reusable shopping bags, etc. Eco-friendly product usage has become a global 

strategy for any company to fill up their consumer's demands. As a result of this 

strategy, consumers now desire to purchase eco-friendly products that can be seen 

from subjective norms as a form of care and responsibility for the environment by 

Schlegelmilch et al. (1996). Some companies are now starting to implement the 

entire process of making green products, while other companies are only partial. 

However, overall this condition is a good development of a green business in 

Indonesia. Green business, which translates to green movement, is the 

responsibility of all stakeholders. This includes business practitioners, 
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governments, financial institutions, non-governmental organizations, 

environmentalists, educational institutions and consumers (In Widjojo & Yudianto, 

2015). As this care for the environment movement grows globally, a lot of 

environment communities emerge such as ‘Sobat Bumi Indonesia’ community. 

This community was formed under the Pertamina CSR program that has been 

running in environmental care such as tree planting, picking up litter and energy 

conservation (in Safitri & Iriani, 2016). With novelty in Indonesia, this presents 

several obstacles and challenges to encourage potential consumers to buy 

environmentally friendly products. It also rewards all stakeholders with a better 

environment and a better lifestyle.  

Even though there are not many consumers of green products in Indonesia, 

it can be trusted that consumers of green products will continue to grow and be 

sustainable. In recent years environmental awareness has increased. Proven by the 

presence of many organizations that focus on the environment and policies that are 

being implemented to reduce environmental degradation. In the city of Yogyakarta, 

known as the city of students there is an organization called the Green Youth Youth 

Coalition. In addition the government has made a paid plastic bag policy that aims 

to reduce plastic waste that is difficult to recycle. It was noted by the Indonesian 

Retail Employers Association that since the enactment of this policy plastic bag 

users in the community have decreased by 30% (Junaedi, 2016). 

According to Okke Nu-raini Oscar 2016,  In February 2016, the Indonesian 

government, through the Ministry of Environment and Forestry, adopted a new 

policy related to the use of plastic bags in retail industries such as supermarkets and 
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hypermarkets. This policy requires buyers to pay for the plastic bags they use to 

carry groceries. This policy is intended to increase the awareness of the Indonesian 

people to be more concerned about the environment, because the Ministry of 

Environment and Forestry found that Indonesian people consume nearly 10 billion 

plastic bags and 95% of them cannot be recycled. In addition, the Indonesian 

government is also targeting to reduce greenhouse gas emissions by 26% by 2020. 

This policy has been implemented through the promotion of the use of organic fuels 

and exploiting geothermal resources according to Jacob, Kauppert & Quitzow, 

2013 (Hiqmah, 2017). 

Because the eco-friendly products have become global issues, many 

researchers want to know and have done research on how to increase people's 

purchase intentions towards eco-friendly products, therefore there are a number of 

factors that influence purchase intentions. However, a global study by Nielsen 

(2014) found that 55% of respondents are willing to pay more for product and 

services which the companies are committed to have a positive social and 

environmental impact. On the contrary, Clifford and Martin (2011). Cited from 

Carrigan and Attalla (2001), Carrington et al. (2010), Chatzidakis et al. (2004), 

Gleim et al. (2013), and Gupta and Ogden (2009) that environmentally friendly 

products adoption rate have been declining recently. Despite consumers having a 

growing concern for the environment, they are not purchasing environmentally 

friendly products as regularly as expected (in Tan, Johnstoe, & Yang, 2016). The 

relationship between environmental problems with the economy, one of which can 

be explained by the theory of externalities. Economically, the actual emergence of 
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externalities implicitly gives a clue that the market mechanism is running 

imperfectly. Fauzi (2004) provides an illustration that in the case of resources in the 

form of public goods, for example air pollution as a result of the activities / actions 

of the first party felt by other parties, give an example that market transactions do 

not work because if the market works perfectly, the actors causing the pollution 

should pay compensation to other parties affected by pollution (In Koeshendrajana 

et al., 2009). 

Research on environmental issues and green products are interesting to 

discuss nowadays. Researchers found several references to the topics discussed and 

found a study written by Shella F. Eles discussing green purchase intention issued 

in 2017, which is used as a reference journal in this study discuss about the green 

purchase intention of Generation Y in Indonesia. Study conducted by Lasuin and 

Ching (2014) titled "Factors Influencing Green Purchase Intention" with variables 

consists of Environmental concern, Social influence, Self-image, and Gender and 

ethnic group concluded that environmental concern has a positive effect in 

influencing the actions or behavior of students in the city of Kinabalu to green 

purchases. While other studies conducted by Setyawan et al. (2018) titled "Green 

Product Buying Intentions among Young Consumers: Extending The Application 

of the Theory of Planned Behavior" with the variables consist of Environmental 

concern, Environmental knowledge, Attitude, Subjective norms, Perceived 

behavioral control, Willingness to pay, and Purchase intention stated that 

environmental concern and attitude does not affect someone's purchase intention 

on green products, but rather it is influenced by environmental knowledge and 
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subjective norms. Another study, by Promotosh, Sajedul and Vladimir (2011) titled 

"Young Consumers' Purchase Intentions of Buying Green Products" cited that 

according to Caruana and Vassalo (2003); Lee (2011), young consumers are more 

receptive to new and innovative ideas. Besides, young consumers are also more 

aware and have knowledge of the impact on the earth's environment. They also have 

the ability to spread influence about green purchase to their peers in peer groups. 

Young consumers themselves are potential customers who can initiate a change 

from ignorance to environmental issues to care and think about the impact on the 

environment. Researchers focused this research on young consumers especially 

Generation Z, because young consumers are now already getting knowledge of 

environmental friendly and aware of environmental problems. In 2018, the number 

of Generation Z in Indonesia is the second-largest generation living in Indonesia 

itself, also with an age range of 9-24 years. The next 2 to 3 years from the oldest 

age of Generation Z will enter the workforce and have greater purchasing power 

going forward according to the "Badan Pusat Statistik". 

In addition, based on research data that had been made previously on Pelita 

Harapan University students, from as many as 100 Pelita Harapan University 

students it was found that 36% of respondents aged 21-24 years, another 3% aged 

over 25 years. So that the majority of respondents in this research is 17-20 years 

which means majority of Pelita Harapan University students are Generation Z 

members. 50% of respondents had expenses of 2,000,000 to 5,000,000, then 22% 

of respondents had expenditures of more than 5,000,000, while 28 % of respondents 

have expenses under 2,000,000. This shows that Pelita Harapan University students 
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have quite good purchasing power and can make their own purchasing decisions. 

Likewise with the opinion of Schiffman and Wisenblit (2014) that marketers better 

serve the needs of ages 18-34, because purchasing power is still high and still dare 

to try new things (In Mariana, 2017).  

1.2 Problem Statement   

From the studies that have been collected by researchers, it can be concluded 

that's the environmental problem which has arisen, the community also began to 

care and prefer eco-friendly products. This also in line with companies that have 

begun to build eco-friendly products. From global research conducted by Nielsen 

that although the public at large is willing to spend more on green products, but in 

real green product purchase is still not in line with expectations. Therefore, the 

researcher wants to examine whether the phenomenon also occurs in Indonesia; In 

this case, the researchers use Generation Z in Pelita Harapan University as a 

respondent and research field. By using variables such as Environmental 

Knowledge, Environmental Concern, Subjective Norms, Price Fairness to see and 

describe the relationship to attitude towards green purchase. 

1.3 Research Question   

Based on the background discussion above, the issues of this research are:   

1.3.1 What is the relationship that occurs between Environmental Knowledge and 

Attitude of Green Purchase Intention of Generation Z?   
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1.3.2 What is the relationship that occurs between Environmental Concern and 

Attitude of Green Purchase Intention of Generation Z?   

1.3.3 What is the relationship that occurs between Subjective Norms and Attitude 

of Green Purchase Intention of Generation Z?   

1.3.4 What is the relationship that occurs between Price Fairness and Attitude of 

Green Purchase Intention of Generation Z?   

1.3.5 What is the relationship that occurs between Attitude and Green Purchase 

Intention of Generation Z?   

1.4 Research Objective   

To clarify this research further, this research aims to:   

1.4.1 To identify the relationship that occurs between Environmental Knowledge 

and Attitude of Green Purchase Intention of Generation Z.   

1.4.2 To identify the relationship that occurs between Environmental Concern and 

Attitude of Green Purchase Intention of Generation Z.   

1.4.3 To identify the relationship that occurs between Subjective Norms and 

Attitude of Green Purchase Intention of Generation Z.   

1.4.4 To identify the relationship that occurs between Price Fairness and Attitude 

of Green Purchase Intention of Generation Z.   

1.4.5 To identify the relationship that occurs between Attitude and Green 

Purchase Intention of Generation Z.   
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1.5 Significance of The Study  

The Significance of the study is a follow:   

1.5.1 For the Researchers   

For Researchers, this research is expected to help researchers in 

understanding the relationship of environmental knowledge, environmental 

concerns, subjective norms, price fairness, and attitude with the level of purchase 

intention of green products by Generation Z at Pelita Harapan University. 

1.5.2 Business School    

For All Business School, it is hoped that this research may be an insight for 

the faculty, so it discusses more topics about green purchases in the course 

concerned.   

1.5.3 Generation Z   

For Generation Z with this report, researchers hope that all Generation Z 

whether in Pelita Harapan University or not can start to consider and build up a 

desire to conserve our damaged environment. We all can start to do it with very 

simple steps like changing our non-eco-friendly product into an eco-friendly 

product as it is safe for our environment.   

1.5.4 Business Owners or Corporations   

For Business Owners or Corporations, researchers hope through this report, 

all company’s manager that still use any non-eco-friendly product can start to 

consider and build up the will to help the world through environmental conservation 

and start to change any non-eco-friendly product into an eco-friendly product to 

decrease the amount of industrial waste.   
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1.5.5 The Next Researcher   

For the next researcher that will discuss about the topic “Green Purchase”, 

it is hoped that carrying this research will help and added to be one of the reliable 

references for the topic.   

1.6 Organization of The Study  

1.6.1 Chapter 1 Introduction    

This chapter will discuss the background, problem statement, research 

question and objectives, the significance of the study, and all organizations related 

to the study. Additionally, this chapter will illustrate this topic discussion.   

1.6.2 Chapter 2 Literature Review    

This chapter will present all theories that researchers used by all experts in 

this report, all variables in this report, the connection between variables as well as 

the model of this research.   

1.6.3 Chapter 3 Research Methodology    

This chapter will present this research paradigm, the purpose of this 

research, research strategies, researcher interference, study setting, unit analysis, 

time horizon, data collection, sampling, measurement and lastly, data analysis. 

Additionally, this chapter will also discuss any methodology that was used in this 

research.   

1.6.4 Chapter 4 Results and Discussions    

This chapter will try to test the validity and reliability of this research and 

will discuss the results from the data sample that was used by other researchers and 
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process it to be able to conclude the hypothesis that was formulated in the previous 

chapter.   

1.6.5 Chapter 5 Conclusions and Suggestions   

This chapter will conclude this report as well as giving useful 

recommendations for any researchers who wish to analyze this case even further. 
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