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Abstract

Environmentally friendly or also referred to an eco-friendly is one of the strategies used by
many retail industries in order to produce goods or services that not harmful to the earth or
environment. The study is aimed to identify which factors (material, price, colour and
knowledge) significant to influence the awareness of using eco-friendly packaging product
among Generation X in Kota Bharu, Kelantan. Descriptive survey design was adopted and
convenience sampling technique was used to obtain a sample of 384 respondents among
generation X between the ages of 37 to 56 years old. Data were collected through
guestionnaires and analyzed on a 5 point Likert Scale was distributed to generation X in Kota
Bharu. The result revealed that material, price, colour and knowledge have positive
relationship towards consumer awareness of using eco-friendly packaging products. This
study shows that all the factors have significant influence awareness of using eco-friendly
packaging product among Generation X in Kota Bharu, Kelantan.

Introduction

Nowadays, the green product has become a major trend in green marketing product in our
business world but this trend is still new in Asian countries especially for Malaysia (Albert
Lasuin & Yuen Ching, 2014). Therefore, to be revealed as the concept of “Green Marketing”’,
the factors that affected it is mostly giving harm to the environment such global warming,
threatening the future of human being, the growth of population and exhaustion of natural
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resources (Yakup & Sevil, 2011). Noor and Muhammad (2012) stated the power of purchasing
by Asian countries and the rapid growth of the awareness of environmental has become the
primary target market by the international marketers. Besides that, due to the issues of
increasing on awareness of environmental, the practice and behaviour of consumers has been
changed as well as in the marketplace and industry in production (Barber, Kuo, Bishop, &
Goodman, 2012).

According to UNESCO Institute for Statistics, the population in Malaysia is increasing
from 1951 to 2017. An increasing in this population then will lead to demand for all consumer
goods will also increase and may increase the quantity of waste that makes in residential,
educational institutions, hospitals, hotels and everywhere else (Fatima, n.d.). Each year more
than 140 million tons plastics are manufactured throughout the world. In many countries,
plastics are disposed of through open burning and landfilling. Open burning and landfilling
releases chemical pollutants into the air and land. It causes chemical pollutants spread
globally and possible cause various health problems (Kumar et al., 2014) .Therefore, this study
will be conducted to determine factors that influence the awareness of using eco-friendly
packaging product. So that the solution that has been made from this study can be an
important role in avoiding the destructive effects and factors for the environment.

Research Objective
To identify which factors influence consumer awareness of using eco-friendly packaging
products among Generation X in Kota Bharu, Kelantan.

Research Question
The research question posed for this study is:

What are the factors influence consumer awareness of using eco-friendly packaging products
among Generation X in Kota Bharu, Kelantan.

Hypothesis
One null hypothesis is formulated for this study at 0.05 level of significance.

Hypothesis 1: Product packing material and consumer awareness of using eco-friendly
packaging product.

Ho: There is no significant relationship between material of product packaging and consumer
consumer awareness of using eco-friendly packaging product.

Hi: There is a significant relationship between material of product packaging and consumer
awareness of using eco-friendly packaging product.

Hypothesis 2: Price and consumer awareness of using eco-friendly packaging product.
Ho: There is no significant relationship between price and consumer awareness of using eco-

friendly packaging product.

Hi: There is a significant relationship between price and consumer awareness of using eco-
friendly packaging product.
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Hypothesis 3: Colour and consumer awareness of using eco-friendly packaging product.
Ho: There is no significant relationship between colour and consumer awareness of using eco-
friendly packaging product.

Hi: There is a significant relationship between colour and consumer awareness of using eco-
friendly packaging product.

Hypothesis 4: Knowledge about eco-friendly and consumer awareness of using eco-friendly
packaging product.

Ho: There is no significant relationship between knowledge about eco-friendly and consumer
awareness of using eco-friendly packaging product.
Hi: There is a significant relationship between knowledge about eco-friendly and consumer
awareness of using eco-friendly packaging product.

Based on literature review, a proposed conceptual framework in figure 1 formed in order to
identify the relationship between the factors that influence consumer awareness of using
eco-friendly packaging products among Generation X in Kota Bharu, Kelantan. The
independent variables for this study were product packaging material, price, colour and
knowledge about eco-friendly. All these variables will be studied as the independent
variables. The dependent variable is consumer awareness using eco-friendly packaging
product.

Research Methodology

Descriptive survey design was adopted and convenience sampling technique was used to
obtain a sample of 384 respondents among generation X between the ages of 37 to 56 years
old. The population of the study was made up of all population in Kota Bharu, totaling
371,400.

A five-item structured questionnaire was developed to identify the relationship
between dependent and independent variables in this study. Thereafter it was tested for
reliability using Cronbach Alpha method and a coefficient of 0.94 was obtained and was
considered high and taken to be reliable. Data were gathered through the use of structured
guestionnaire specifically designed to elicit information needed for the study and were
analysed using frequency tables, t-test and Pearson Product Moment Correlation. The
hypothesis was tested using independent t-test statistics at 0.05 level of significance.

Results and Discussion of Findings

The results of the data analysis was presented in tables according to the research question
and hypothesis.
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Results of the Pearson Correlation Analysis

Table 1
Correlations between Material of Product Packaging and Consumer Awareness
Consumer Awareness |Materials
Consumer Awareness [Pearson correlation 1 0.74**
Sig . (2-tailed) 0.00
N 384 384
Materials Pearson correlation 0.74** 1
Sig . (2-tailed) 0.00
N 384 384

** Correlation is significant at the 0.001 level (2-tailed)

Table 2
Correlations between Price of Product Packaging and Consumer Awareness
Consumer Awareness |Price
Consumer Awareness [Pearson correlation 1 0.81**
Sig . (2-tailed) 0.00
N 384 384
Price Pearson correlation 0.81** 1
Sig . (2-tailed) 0.00
N 384 384

** Correlation is significant at the 0.001 level (2-tailed)

Table 3

Correlations between Colour of Product Packaging and Consumer Awareness

Consumer Awareness [Colour
Consumer Awareness [Pearson correlation 1 0.73**
Sig . (2-tailed) 0.00
N 384 384
Colour Pearson correlation 0.73** 1
Sig . (2-tailed) 0.00
N 384 384
** Correlation is significant at the 0.001 level (2-tailed)
Table 4
Correlations Knowledge of Product Packaging and Consumer Awareness
Consumer Awareness [Knowledge
Consumer Awareness [Pearson correlation 1 0.66**
Sig . (2-tailed) .000
N 384 384
Knowledge Pearson correlation 0.66** 1
Sig . (2-tailed) 0.00
N 384 384

** Correlation is significant at the 0.001 level (2-tailed)
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Hypothesis Testing

Table 1 shown the correlation between the independent variables and dependent variable.
The results showed that there was a significant relationship between material of product
packaging and consumer awareness of using eco-friendly packaging product. (p<0.001, r =
0.74) indicating moderate to good correlation between the variables since p<0.001, the
research has rejected the null hypothesis and accept the alternative hypothesis.

H1: There is a significant relationship between material of product packaging and consumer
awareness of using eco-friendly packaging product.

Table 2 shown the correlation between the independent variables and dependent variable.
The results showed that there was a significant relationship between price and consumer
awareness of using eco-friendly packaging product (p<0.001, r = 0.81) indicating perfect
correlation between the variables since p<0.001, the research has rejected the null hypothesis
and accept the alternative hypothesis.

H1: There is a significant relationship between price and consumer awareness of using eco-
friendly packaging product.

Table 3 shown the correlation between the independent variables and dependent variable.
The results showed that there was a significant relationship between colour and consumer
awareness of using eco-friendly packaging product (p<0.001, r = 0.73) indicating moderate to
good correlation between the variables since p<0.001, the research has rejected the null
hypothesis and accept the alternative hypothesis.

H1: There is a significant relationship between colour and consumer awareness of using eco-
friendly packaging product.

Table 4 shown the correlation between the independent variables and dependent variable.
The results showed that there was a significant relationship between knowledge about eco-
friendly and consumer awareness of using eco-friendly packaging product (p<0.001, r = 0.66)
indicating moderate to good correlation between the variables since p<0.001, the research
has rejected the null hypothesis and accept the alternative hypothesis.

H1: There is a significant relationship between knowledge about eco-friendly and consumer
awareness of using eco-friendly packaging product.

Discussion of Findings
Material of Packaging Product

From the research finding, it is shown that Hypothesis (H1) was accepted as there was
a significant relationship between material of product packaging and consumer awareness of
using eco-friendly packaging product. This is supported by Raja Kumar Kathiravelu et al.,
(2014), the company usually will have several materials for the respondent regarding the
products packaging including the cardboard packaging, glass packaging, and plastic packaging.
Thus, these types of material have the respondent own advantage and disadvantages. There
was an exceptional value of using wood as the material for the packaging (Salahshour & Feiz
,2009). Glass packaging is appropriate for fluid products (Babalis et al., 2013). The consumers’
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buying behaviour also was greatly affected by the material of the product packaging (Jusup
Zekiri & Vjollca Visoka, 2015). Thus, material applications play a crucial role in product
packaging.

Price of the packaging product

In the study, it prescribes that there is strong positive relationship exists between price
of eco-friendly packaging product and consumer awareness of using eco-friendly packaging
product. From the research, based on the Pearson Correlation result, it shows that the r-value
is 0.81 with p-value at 0.000 at significant level less than 0.05. Hypothesis (H1) was accepted
as there was a significant relationship between price of eco-friendly packaging product and
consumer awareness of using eco-friendly packaging product.. This is supported Kent & Omar
(2003)price is one of the important factor while doing purchasing of a products. It is one of
the crucial part to be chosen at first when a customer making decision to buy products. From
the finding, respondent it may be seen that the value of the price for the goods and services
will attract the consumers to make a purchase. Price also considered as an important indicator
which is it could affect the consumer’s decision when making purchasing. This is because the
eco-friendly packaging product is a long-term used among Generation X. Besides, according
to the researcher D'Souza et al. (2006), price play a vital consideration in purchasing, it is one
of the elements that the consumers make when purchase a sustainable goods. The price
factors also supported by Jensen & Coelho (2011) stated that price have the strong
relationship with the awareness of using eco-friendly packaging products based on their
research study.

Colour of Product Packaging

Based on the interpretation of results, it addresses that hypothesis (H1) was accepted
as there was a significant relationship between colour and consumer awareness of using eco-
friendly packaging product. The effects of colour fit on consumer perception of recyclable of
product packaging have been accepted as the factor influence consumer awareness of
product packaging. The colour and type of product packaging influences the attractiveness
and harmonization of packaging by consumers (Ting Wei et al.,2014).

Knowledge about eco-friendly packaging product

Regarding to the knowledge about eco-friendly packaging product, it is shown that
Hypothesis (H1) was accepted as there was a significant relationship between knowledge of
product packaging and consumer awareness of using eco-friendly packaging product. It is
mean that the the knowledge is an important factor to be considered in order to create
awareness among the consumer. Having knowledge about an eco-friendly will prevent the
consumers to do anything regarding the environmental harming. Thus, the consumer will be
more aware and support the using of an eco-friendly packaging product. This finding
supported by Kumar, P. K., & Anand, B. (2013), the negative consumer perception and lack
about green product can be resolved by educating and build a better product respectively. All
schools need to be compulsory to teach a deeper knowledge and understanding about
environmental education to all students in order to create awareness, transmit information
and developing habits. There are environmental education in school curriculum but it is not
being implemented effectively (Kimaryo, 2011).
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Conclusion and Recommendations
Based on the findings of the study, the following recommendations were made:

i The marketers of the industry should not consider the packaging is the only factor for
the success of any product. The respondent should also take up other important factors of
the marketing while the respondent are launching new products or revitalize old products. It
is also recommended to other researchers when the respondent take up packaging then the
respondent should also consider other factors and dimensions of marketing as well.

ii. Generation X should be educated about environmental friendly so that the
respondent will be aware about it. The knowledge about environmental friendly is important
because it will inform the consumer about what type of packaging that can harm the
environment. The researcher recommended for the respondent to implement the
respondent buying behaviour of eco-friendly products not only for the respondent but share
it among the co-workers.

iii. Future researcher should conducts research by using the online survey not only for
Generation X but also can extending the survey to people in all the type of generation. This is
because each of this age group might have different behaviour and perception toward the
eco-friendly product packaging.
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