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Abstract

Currently, there is environmental and ecosystem damage, one of which is due to the accumulation of
waste residue or waste originating from industry and households. Difficult waste to decompose are
plastics; they accumulate in landfills, are wasted in the sea, and threaten marine ecosystems.
However, if burned will produce substances that are harmful to health. This phenomenon supports
people using plastic substitutes, bioplastics. It is made from cassava and vegetable derivatives and
environmentally friendly and not harmful if ingested by animals. This study aims to determine the
effect of Green Brand Knowledge (GBK) and Green Perceived Value (GPV) on Green Purchase
Intention (GPI) of bioplastic products in Bandung, Indonesia. This research is quantitative research
with descriptive and causal data analysis. The number of samples is 100 respondents who use
bioplastic products in Bandung-Indonesia. The number of consumers is unknown, so the number of
samples is determined by the Bernoulli formula. Data collected from the questionnaire, processed
using SPSS application and path analysis method. The results showed that the respondents’
perceptions of each variable: Green Brand Knowledge (GBK), Green Perceived Value (GPV), and
Green Purchase Intention (GPI) were in a good category. There is a partially significant relationship
between Green Brand Knowledge (GBK) and Green Purchase Intention (GPI) and a simultaneous
relationship, Green Brand Knowledge (GBK) and Green Perceived Value (GPV) with Green Purchase
Intention (GPI) has a very strong and significant relationship. Focusing the dimensions of Green
Brand Knowledge (GBK), Green Perceived Value (GPV), and Green Purchase Intention (GPI) to the
respondent who uses bioplastic products in Bandung-Indonesia, so the memory in the minds of
consumers is centered on these variables. This study provides input on relevant theories regarding
the effect of Green Brand Knowledge (GBK) and Green Perceived Value (GPV) on Green Purchase
Intention (GPI) of bioplastic products in Bandung-Indonesia and supports increased consumer use
of environmentally friendly products. It is known that improvements in the customer dimension and
environmental concern are to increase Green Perceived Value (GPV) so that consumers get overall
benefits, and something is sacrificed based on environmental desires, in the hope that there will be
sustainability and an increase in green needs.
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INTRODUCTION

Environmental and ecosystem damage can be caused by various things, one of which is the accumulation
of waste from the disposal of waste originating from industry or households. Plastic is a material that
cannot be separated from human life. Because it is difficult to decompose, plastic waste tends to
accumulate in landfills and can cause problems and even damage the environment. If plastic waste is
burned, it can produce substances that are harmful to health. Plastic waste that is difficult to decompose
and is disposed of at sea can threaten marine ecosystems, both animals and plants (lingkunganhidup.co,
2017).

In addition to causing environmental damage, which is difficult to decompose, plastic waste can threaten
marine ecosystems. Of the total area of coral reefs in Indonesia, only 29.79% are still in good to very good
condition, while the rest have suffered damage mostly due to humans, including plastic waste dumped
into the sea. Small, non-recyclable plastic straws also play a role in destroying coral reefs and marine life
(Greenes.co, 2018).

Due to a large amount of plastic waste and all the problems it causes, a country, both government and
society, must be able to process plastic waste optimally so that it does not cause more severe
environmental damage. One way is to make recycling from these plastic wastes. Unfortunately, not all
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plastic waste can be recycled. Plastic that can be recycled is simply the logo Fully Recyclable (FUREC)
(Warta Ekonomi, 2019).

Based on this phenomenon, an alternative solution is to use environmentally friendly plastics.
Bioplastics decompose in nature with the help of microorganisms for approximately 105 days (80%) and
180 days (almost 100%). Tests using a home composter Takakura basket, bioplastics decompose for 64
days (almost 100%). In addition, this material is not dangerous if eaten by sea animals or animals
(Cassaplast.co.id, 2020).

There are several companies in Indonesia that have produced bioplastics made from cassava, namely:
Cassaplast, Avani Eco Hub, Telobag, and Greenhope. These companies have collaborated with retail,
restaurants, distributions, hospitals, and so on. Bioplastic alternative use is expected to help consumers
helped to reduce plastic waste.

Green brand knowledge is the level of someone's knowledge of green products. Based on research (Suki,
2016), a person's knowledge of environmentally friendly products influences consumer purchasing
decisions to buy environmentally friendly products. This knowledge can be created through widely
disseminating information to the public about these environmentally friendly products. Likewise,
bioplastic producers disseminate information about environmentally friendly products and their impact
on the environment and ecosystem. Manufacturers of bioplastic spread information through social media
and actively participate in the seminar on the environment both as speakers and sponsors. Through the
dissemination of this information, bioplastic producers are trying to increase public knowledge and
awareness of users of green products, especially bioplastics. Shaharudin etal. (2010: 105) explained: "The
values of environmentally friendly products are something that becomes customer's consideration in
selecting organic products”. This means that the value of the product is one of the aspects that can affect
a person's purchase intention. Yang & Peterson (2014) says that one of the requirements to make the
efforts more successful in the future competition is trying to reach the goal by creating and retaining
customers by providing value to consumers (perceived value).

The research that has been conducted by Kusuma (2018) regarding The Effect of Environmental
Knowledge, Green Advertising, and environmental Attitude Toward Green Purchase Intention states that
environmental knowledge and green advertising positively and significantly affect environmental
attitude and green purchase Intention, and environmental attitude can positively and significantly affect
green purchase intention. Based on such background, the following are the research objectives to be
achieved; determine the influence of Green Brand Knowledge on Green Purchase Intention, determine the
influence of Green Perceived Value on Green Purchase Intention, and determine the influence of Green
Brand Knowledge and Green Perceived Value on Green Purchase Intention simultaneously.

LITERATURE REVIEW

Green marketing is currently the main topic of society in anticipating natural damage (Yusiana and
Widodo, 2016). Zhao et al. (2014) state that green marketing is a marketing product that is assumed to be
safe for the environment. There are four marketing mix (4P) in green marketing with an environmental
approach, namely green product, green price, green place, and green promotion. Green products (Kumar
and Ghodeswar, 2015; Tekade and Sastikar, 2015) are products that are not harmful to humans and the
environment and are environmentally friendly procedures. Apart from that, the development of green
products, which addresses environmental problems through product design and innovation, encourages
the creation of a form of aspect that has a significant influence on today's civilization (customers, industry,
and governments around the world). According to (Suki 2016; Verna et al. 2019), there are 2 types of
green product classifications, that is green product design innovations and green product-offering
innovations. Characteristics of green product design innovations are to reduce consumption of resources
in use or manufacturing process, the replacement of hazardous substances in products, recyclable and
reusable. Meanwhile, green product-offering innovations have the characteristics of non-product benefits
(recovery products), emotional benefits (social, technology), logical benefits (information, health,
finance). Green product characteristics (Ottman, 2011), namely, 1. The product does not contain toxic
(poison) 2. Products are more durable 3. Products use raw materials from recycled materials 4. The
product uses raw materials that can be recycled 5. The product does not use materials that can damage
the environment 6. Does not involve animal testing of products where necessary 7. During use, do not
damage the environment 8. Using simple packaging and providing refillable products 9. No harmful to
human and animal health 10. Does not consume a lot of energy and other resources during processing,
use, and sales 11. Does not produce useless waste due to packaging in a short period of time.
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According to Huang et al. (2014), Green Brand Knowledge is a green brand node in memory associated
with the various associations related to environmental commitment and environmental awareness.
According to Keller (1993) in Suki (2016), "Green brand knowledge provides information about a
product’'s unique brand attributes and its benefits to the overall environment to the consumers. The two
types of brand knowledge are brand awareness and brand image ". Green brand knowledge provides
information about the unique brand attributes and the overall environmental benefits to consumers. The
two types of brand knowledge are brand awareness and brand image. It can be concluded that Green
Brand Knowledge is knowledge of the brand, whether it is the knowledge of the attribute information,
uniqueness, and other things that are expected to be useful for the environment. In addition, the dramatic
increase in consumer attitudes and skepticism towards eco-friendly brands shows that more consumer
education strategies are associated with environmentally friendly knowledge. However, green knowledge
was previously not considered in the study of green innovation. The greater the knowledge of consumers
about environmental issues, the lower the uncertainty over their decision-making process, and the more
they will trust and embrace green commitment brands (Chang, 2011).

The perceived importance of being environmentally friendly, as discussed previously, is a key dimension
of green brand awareness. He went on to say that green brand awareness consists of brand identification
and experience with an environmental perspective. This demonstrates how marketers use consumer
brand awareness to influence consumer perceptions toward a brand by providing a positive brand
experience.

Green Perceived Value (Chen and Chang, 2012) is an overall consumer assessment of all benefits received
and what is sacrificed based on a desire for the environment, with the hope of sustainability of all green
needs. According to Lin, Lobo, & Leckie, 2017, Green perceived value is a net benefit from overall
consumer assessment through product or service evaluation. Every benefit received by consumers from
consuming organic products that will have a good impact on these consumers or be a benefit that can be
obtained from consuming the product is a value that is felt from the product. In addition, the green
perceived value appears to have a positive impact on purchases that attract interest naturally and
contribute to the advancement of the relationship between customers and green brand Knowledge
through the expansion of green compliance, ecological neighborly trust, autonomous brand connections,
and naturally inviting dependence on a brand (Chen & Chang, 2012; Chen., 2013; Lin, Lobo, & Leckie,
2017). Therefore, the green perceived value award is very important when looking at the persuasive path
between environmentally friendly brand information from an ecologically inviting item. In expansion,
Green Brand knowledge and Information reflects the brand's capacity to supply modern settings and the
success of customers 'green needs, which seems that the brand is able to meet consumers' green needs

through inventive approaches such as goods and preparing for continuous progress/innovation (Chen.,
2013).

Green purchase intention (Huang et al., 2014) is the desire of consumers to buy products after they realize
it is green or green brand products. Green purchase intention was also measured using three items
adapted from Chan Huang et al. (2014) to study the intention of Chinese consumers who engage in the
purchase of environmentally friendly products, namely: a. Consider buying products because they don't
pollute the environment; b. Consider switching to another brand for ecological reasons; c. Plan to switch
to a version of environmentally friendly products. The conclusion of the authors is that the Green Purchase
Intention is the intention of consumers to buy a product by considering the attributes possessed by these
products to preserve the environment.

RESEARCH METHODOLOGY

This study uses quantitative methods that aim to compare theory with existing facts and measure the
relationship between existing variables. This study uses a causal study method to determine the causal
relationship between two or more variables. In this study, the causal method is used to explain the effect
of Green Brand Knowledge and Green Perceived Value (independent variable) on Green Purchase
Intention (dependent variable) both simultaneously and partially on Bioplastics consumers.

The scale used to measure the variables in this study is the ordinal scale, with the Likert scale instrument
to obtain the proper research and correct. The ordinal scale aims to form certain categories and rank each
category to indicate that there are different values in each category (Indrawati, 2015: 131). Likert scale is
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a scale used to measure attitudes, opinions, and perceptions of a person or group of people towards
existing social phenomena (Sugiyono, 2017: 93).

Table 1. Operational Variables

Variable Indicators Statement Scale
Green Brand 1. I know that Cassaplast is an eco-
Awareness friendly product brand

2. The Cassaplast brand is the first
thing that comes to mind when it
comes to environmentally friendly

Green Brand plastics

Knowledge 3. The raw materials used to make Ordinal
bioplastics at Cassaplast are
Green Brand Images organi.c and do not use toxic
materials.
4. The Cassaplast bioplastic brand is
an effort to reduce plastic waste.
Benefit for customer 5. Cassz.:lplast l?ioplastic prodl.lcts
provide benefits for long term life
6. Cassaplast bioplastic products can
Environmental benefit meet my expectations in protecting
the environment.
7. Cassaplast's bioplastic products
are considered better because they
Environmental concern have a focus on reducing plastic
Green Perceived Value waste than other companies that  Ordinal
produce conventional plastics.
8. Cassaplast bioplastic products are
Standard of quality considered to have good quality
like conventional plastics.
9. The price of bioplastics offered is in
Price accordance with the benefits
provided to me and to the
environment.
10. [ intend to buy bioplastic
Buying due care for the products from Cassaplast because
environment [ want to contribute to reducing
the amount of plastic waste.
Buy in the future 11. [ want to buy bioplastic
Green Purchase .
Intention because of products from Cassaplast because Ordinal
environmental of the benefits to the environment
performance
Glad to buy 12. [ switched to using bioplastic
environmentally products at Cassaplast because
friendly products they are environmentally friendly.

Sources: Suki (2016), Chen & Chang (2012)

In this study, measurements were carried out through a questionnaire containing some statements, along
with five possible answers that must be chosen by the respondent. The results of the answers obtained
will be arranged based on the assessment criteria determined by the researcher for each statement in the
questionnaire.

Data collected from the questionnaires were processed using SPSS and Path Analysis. Path analysis is a
statistical analysis tool used to analyze patterns of causal relationships between variables with the aim of
knowing the direct and indirect effects, either simultaneously or independently of several causal variables
on an effect variable (Riduwan and Kuncoro: 2017).
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Figure 1. Path diagrams and Structural Equations
Information:
X1: Green Brand Knowledge
X2: Green Perceived Value
Y: Green Purchase Intention
€1: Other factors that affect Green Purchase Intention
pYX1 X1: Coefficient of Green Brand Knowledge Path on Green Purchase Intention
pYX1 X2: Coefficient of Green Perceived Value Path to Green Purchase Intention

The sampling technique is generally random to reduce the potential for human bias in the selection of
cases to be included in the sample. In addition, it helps to ensure high internal validity in the measurement
and to reduce the impact of potential confounding variables that occur during questionnaires and
population distribution. Data collection uses research instruments and quantitative data analysis with the
aim of testing predetermined hypotheses. The objects used in this research are consumers who have
purchased and used bioplastic products from the Cassaplast company in Bandung, Indonesia. The
distribution of the questionnaire was carried out in January - March 2020 to consumers directly.

Questionnaires were distributed to clients who had already used bioplastic products, such as the
companies Deenay, Tnc7, Second Sign, Jumma Kids, Zap, Meccanism, bright, Hijup, Hijab.id, Amita House,
and Rubylicious in Bandung - Indonesia. The number of consumers who use bioplastic products is
unknown, so the number of samples is determined by 100 respondents using the Bernoulli formula.
Furthermore, the technique used in this study uses path analysis with the Green Brand Knowledge (GBK),
Green Perceived Value (GPV), and Green Product Intention (GPI) variables.

RESULT AND DISCUSSION
Based on the distribution of questionnaires to respondents, the characteristics can be seen in Table 2 as
follows:

Table 2. Profile of the respondents in Bandung, n=100
Characteristics of

sl Information %
Gender Female 53

Age 25 Years < 58
Current Education Bachelor 51
Occupation Employees 53
Earnings/month 5.000.000 < 59

Based on the questionnaire that has been distributed, the results of the test data from the Green Brand
Knowledge (GBK) variable are reliable because the Cronbach's Alpha value is> 0.60 and the correlation
level is strong, and the data can be trusted. The Cronbach's Alpha value of the Green Perceived Value (GPV)
variable is reliable because the Cronbach's Alpha value is> 0.60 and the level of correlation is strong, and
the data can be trusted. Cronbach's Alpha value of the Green Product Intention (GPI) variable is reliable
because Cronbach's Alpha value is> 0.60 with a strong correlation level, data reliability can be trusted.

The data shows the results of testing the validity of Green Brand Knowledge (GBK), Green Perceived Value
(GPV), and Green Product Intention (GPI) obtained correlation significant at alpha 1%, meaning that all
valid questionnaires. It is concluded that each question item from the questionnaire can be understood or
accepted by respondents, in the sense that the questions on the questionnaire are able to reveal the Green
Brand Knowledge (GBK), Green Perceived Value (GPV), and Green Product Intention (GPI) variables.
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Multikolinier test results for both variables between Green Brand Knowledge (GBK) and Green Perceived
Value (GPV) have VIF values lower than 5, indicating the absence of a strong relationship between
variables independentnya. It showed no symptoms multicolliner between two variables. Normality test
results closer to normal for the data error or the residue dispersed in the direction corresponding
diagonal lines and not a lot or very little was away with the straight line.

Prior to analysis, testing whether two independent variables are simultaneously associated with the
Green Purchase Intention (GPI) through Anova F test or partial test by t-test as follows:

Table 3. F ANOVAP

Model Sum of Squares  df Mean F
Square
Regression 405.081 2 92.712 92.712
Residual 211.909 97 2.185
Total 616.990 99

a. Dependent Variable: GPI
b. Predictors: (Constant), GPV, GBK
Source: Data Processing

ANOVA test results obtained an F value 0of 92.712, F table can be viewed by using the F table with residual
degrees of freedom (df) of 97 as the denominator, and the regression df is 3.94. Because F count (92,712)>
F table (2; n-k-1) then H1 is accepted. Based on the significance in the sig column, which is 0.000, it means
that the probability of 0.000 <0.05, then HO is rejected and H1 is accepted. Then the multiple linear
regression model or the variable relationship model (fit model) can be applied to analyze these variables.
In other words, both variables, Green Brand Knowledge (GPK) and Green Perceived Value (GPV), have a
significant relationship to Green Purchase Intention (GPI).

Table 4. Simultaneous Correlation in Path Analysis Model Summary®

Model R R Adjusted R Durbin-
Square Square Watson
1 .820a .657 .649 2.3319

a. Predictors: (Constant), GVP, GBK
b.Dependent Variable: GPI
Source: Data Processing

The relationship between Green Brand Knowledge (GBK) and Green Perceived Value (GPV)
simultaneously has a significant relationship with Green Purchase Intention (GPI), where the R coefficient
value of 0.810 is included in the very strong relationship category. The amount of R square shows the
number 0.657. The coefficient of determination is used to calculate the influence of the independent
variables on the dependent variable. The magnitude of the R square value is between 0 and 1, which
means that the greater the R square value, the stronger the relationship between the two variables.
Conversely, the smaller the R square value, the weaker the relationship between the two variables. Thus,
the simultaneous relationship between Green Brand Knowledge (GPK) and Green Perceived Value (GPV)
variables can affect changes in Green Purchase intention (GPI) by 65.7%, and the remaining 34.3% is
influenced by other factors.

Table 5. Path coefficient Coefficients2

Model Unstandardized Standardized t Collinearity Statistics
Coefficients Coefficients
B Std.Error Beta Tolerance VIF
1 4.230 1.316 3.215
(Constant)
GBK 147 .039 326 3.744 467 2.143
GPB .318 .051 541 6.209 467 2.143

Source: Data Processing
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The calculation results in Table 6 show that the path coefficient shows the relationship between Green
Brand Knowledge (GBK) and Green Perceived Value (GPV) on Green Purchase Intention (GPI), which can
be described as follows:

0,3437

N

Figure 2. Path Analysis

The model above is a path analysis model which can be expressed by the following mathematical equation:
Y =0,326X1 + 0,541X2

(t=3,744) (t=6,209)

Sig 0,000 Sig 0,000

R=0,810 R Square = 0,657

F=92,172 Sig 0,000

The results of the coefficients in the table and figure above show the path coefficient value (X1 to Y) of
0.326 and the regression coefficient (X2 to Y) of 0.541. This means that the relationship between
individual consumer perceptions for Green Brand Knowledge (GBK) and Green Perceived Value (GPV) on
Green Purchase Intention (GPI) is 0.326 and 0.541, respectively. The simultaneous relationship between
Green Brand Knowledge (GBK) and Green Perceived Value (GPV) on Green Purchase Intention (GPI) is
0.81%.

CONCLUSION

There is a significant relationship between Green Brand Knowledge (GBK) and Green Purchase Intention
(GPI) partially, so that changes that occur in Green Brand Knowledge (GBK) will cause significant changes
in Green Purchase Intention (GPI), if Green Perceived Value (GPV) has not changed. Likewise, the
relationship between Green Perceived Value (GPV) and Green Purchase Intention (GPI) shows significant,
so that changes that occur in Green Perceived Value (GPV) will cause significant changes in Green
Purchase Intention (GPI), if Green Brand Knowledge (GBK) has not changed.

Green Brand Knowledge (GBK) and Green Perceived Value (GPV) with Green Purchase Intention (GPI)
simultaneously have a very strong and significant relationship. Therefore, if there is a change in the two
variables of Green Brand Knowledge (GBK) and Green Perceived Value (GPV) together, it will cause
significant changes to Green Purchase Intention (GPI).

The findings also show that Green Brand Knowledge (GBK) and Green Perceived Value (GPV) have a
positive impact on Green Purchase Intention (GPI), implying that green consumer knowledge is another
successful strategy for facilitating the development of green brand knowledge by strengthening the
connection between green perceived value and green purchase intention.

Recommendations & Limitations

From this research, the authors provide the following suggestions:

1. It is necessary to improve the dimensions of Green Brand Awareness to improve Green Brand
Knowledge (GBK) so that the memory associated with various associations related to environmental
commitment and environmental awareness increases.

2. Necessary improvements in the customer dimension and Environmental Benefit for concern to
improve Green Perceived Value (GPV), so that consumers receive a thorough assessment on the entire
benefit and something that is sacrificed is based on the desire of the environment, with the hope there
will be sustainability and improvements to the green needs.

30




Yusiana., R.; Widodo., A.; Hidayat., A. M. / ISSUES 2 (2021) 24-32

Even though the current research makes many analytical contributions and has managerial ramifications,
it is not without flaws. To begin, this research relies on the tabulation of data obtained from the results of
administering questionnaires, with the data being used to test the hypothesis. As a result, collecting
longitudinal data will help researchers better understand this complex relationship. Second, since this
research looks at the model using data from Bandung-Indonesia, the generalizability of our findings is
restricted. A comparative study could be conducted in the future to better understand the role of cultural
differences in the growth of customers' eco-friendly brand knowledge.
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