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Do attitude towards behavior, subjective norms, and perceived control behavior matter on 
environmentally friendly plastic purchasing intention? 
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ABSTRACT 

This study investigates consumer buying intention in environmentally friendly plastic 
products by hypothesizing that buying intention in environmentally friendly plastic is 
influenced by attitudes towards behavior, subjective norms, and perceived behavioral 
control. The primary data used in this research was collected through a questionnaire 
approach using social media platforms such as Line, Instagram, Whats.App, and 
Facebook. The total number ofrespondents was 114. This study used multiple regTession 
analysis. The results show that attitudes towards behavior and perceived behavioral 
control positively influence intention in purchasing environmentally friendly plastic 
products, whereas subjective norms do not. Overall, attitudes towards behavior, 
subjective norms, and perceived behavioral control significantly influence 
environmentally friendly plastic purchasing intention. The practical implication is that 
concrete actions can be taken to use environmentally friendly plastic robustly, such as 
increasing knowledge of environmentally friendly plastic through various channels, 
especially social media. To mal,e prices atfordable, stakeholders must also develop 
environmentally friendly plastic with low production costs. 

Contribution/Originality: This study contributes to taking action to use environmentally friendly plastic 

robustly through various channels. The originality of this study is that it pro,ides empirical evidence that attitudes 

towards behavior and perceived behavioral control positively influence environmentally friendly plastic purchasing 

intention, but subjective norms do not. 

1. INTRODUCTION

Environmental damage and sustainability are something that is the focus of attention today. Environmental

problems, as highlighted in the Sustainable Development Goals (SDGs), require immediate resolution (Sadiq et al., 

2023). The problems raised and related to the environment not only tall, about physical environmental problems, 

such as environmental degradation, forest destruction, or pollution, but also develop broader and more profoundly. 

Therefore, understanding, measuring, and managing the impact of behavior on the environment is a significant 

challenge facing humanity in the 21st century (Chu & Karr, 2017). One of the most intriguing things is the change 

of behavior in consuming products categorized as "green." Green products are environmentally friendly because their 

processes and benefits take into account environmental sustainability factors. In environmentally friendly products, 

their components are safe, non-toxic, can be recycled, or have environmentally friendly packaging (Versino et al., 

2023). Plastic pollution in many forms has been raised as the most severe environmental threat (Lamichhane et al., 
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