/

JDM (Jurnal Dinamika Manajemen), 16 (1) 2025, 107-123 DM iz

J DM https://jdm.unnes.ac.id @
Jurnal Dinamika Manajemer
/

Nationally Accredited based on the Decree of the Minister of Research and
Technology/ National Agency of Research and Innovation Number 85/M/KPT/2020 : ___&

Perceived Environmental Knowledge and Ease of Use: Keys to Increasing

Purchase Intention of Sustainable Packaging
Maria Augustin Lopes Amaral™'!, Anggelina Delviana Klau?, Adrianus Ketmoen®, Engelber

tus G. Ch. Watu*, Apryanus Fallo’
Faculty of Economics and Business, Widya Mandira Catholic University, Kupang, Indonesia!*4°
Faculty of Economics and Business, Timor University, Kefa, Indonesia?

Info Article Abstract
Article History: In the modern era, environmental issues have become a global concern due to the rising im-
Submitted 15 October 2024 pacts of pollution and climate change. One solution is sustainable packaging to reduce waste
Revised 27 February 2025 and environmental damage. This study examines the relationship between environmental
Accepted 12 March 2025 awareness, perceived environmental knowledge, perceived ease of use, and purchase intention,
with trust in sustainable packaging as a mediating variable. The novelty lies in adding trust
Keywords: in sustainable packaging and utilizing local potential, namely lontar materials, as eco-friendly
Ease of Use, Environmental alternatives to recycled cloth, paper, and plastic. Using the Theory of Planned Behavior, a
Concern, Purchase Intention, quantitative approach, and purposive sampling, the study collected 192 samples, with 170
Sustainability, Trust valid responses. Results show that purchase intention is influenced by trust in sustainable

packaging, environmental awareness, environmental knowledge, and ease of use. Trust is
shaped by environmental awareness, environmental knowledge, and ease of use. Trust medi-
ates the effect of environmental knowledge and ease of use on purchase intention but does
not mediate the effect of environmental awareness. These findings are valuable for producers
using lontar-based packaging, suggesting they target environmentally conscious consumers
who value knowledge and usability.

Pengetahuan Lingkungan yang Dirasakan dan Kemudahan Penggunaan:
Kunci untuk Meningkatkan Niat Membeli Kemasan Berkelanjutan

Abstrak

Pada era modern, isu lingkungan telah menjadi perhatian global seiring meningkatnya dampak negatif
polusi dan perubahan iklim. Salah satu solusi yang ditawarkan adalah penggunaan kemasan berkelan-
Jutan untuk mengurangi limbah dan dampak lingkungan. Penelitian ini bertujuan untuk mengetahui
hubungan antara kesadaran lingkungan, persepsi pengetahuan lingkungan, persepsi kemudahan peng-
gunaan, dan minat beli, dengan kepercayaan pada kemasan berkelanjutan sebagai variabel interven-
ing. Hal baru dari penelitian ini adalah penambahan variabel kepercayaan pada kemasan berkelan-
Jjutan dan pemanfaatan potensi lokal berupa bahan baku lontar sebagai alternatif ramah lingkungan
dibandingkan kain daur ulang, kertas, dan plastik. Teori yang digunakan adalah Theory of Planned
Behavior, dengan pendekatan kuantitatif dan teknik purposive sampling yang menghasilkan 192 sampel
dan 170 responden yang kembali untuk mengisi kuesioner. Hasil penelitian menunjukkan bahwa minat
beli dipengaruhi oleh kepercayaan pada kemasan berkelanjutan, kesadaran lingkungan, pengetahuan
lingkungan, dan kemudahan penggunaan. Kepercayaan pada kemasan berkelanjutan dipengaruhi oleh
kesadaran lingkungan, pengetahuan lingkungan, dan kemudahan penggunaan. Kepercayaan ini meme-
diasi pengaruh pengetahuan lingkungan dan kemudahan penggunaan terhadap minat beli, tetapi tidak
memediasi pengaruh kesadaran lingkungan terhadap minat beli. Hasil ini bermanfaat bagi produsen
yang menggunakan lontar sebagai kemasan ramah lingkungan, dengan mempertimbangkan segmen
konsumen yang peduli terhadap lingkungan, memiliki pengetahuan, dan mengutamakan kemu-
dahan penggunaan.
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INTRODUCTION

In this modern era, environmental
issues are a major global concern as the
negative impacts of pollution and climate
change increase. One proposed solution is
the use of sustainable packaging, which
is designed to reduce waste and environ-
mental impact. Sustainable packaging
can include materials that are recyclable,
biodegradable, or that use eco-friendly
materials. However, the adoption of sus-
tainable packaging is highly dependent on
several psychological and perceptual fac-
tors, such as concern for the environment,
knowledge of the environment, and ease
of use of the packaging (Downey, 2020;
UNEP, 2020).

In Indonesia, despite increasing awa-
reness of environmental issues, the adop-
tion of sustainable packaging is still low
compared to developed countries. Key
barriers include a lack of information on
the benefits of sustainable packaging and
challenges in providing easy-to-use and
affordable packaging (Gunawan et al.,
2022). Research shows that consumers’
knowledge of the environmental impact
and ease of use of sustainable packaging
strongly influences their purchasing deci-
sions (Norton et al., 2023; Lopes Amaral
et al., 2024).

In East Nusa Tenggara (NTT) Pro-
vince, there is significant local potential in
the development of sustainable packaging
through the use of lontar raw materials.
Lontar (palmyra palm), which is a type of
palm tree that grows widely in NTT, has
characteristics that make it an ideal packa-
ging material. Packaging from palmyra
leaf can not only be used for a long period
of time thanks to the durability of the ma-
terial, but is also environmentally friendly
as it can be decomposed and even compo-
sted into organic fertilizer. Utilizing lontar
as a sustainable packaging material not

only utilizes abundant local resources but
also supports circular economy practices
by reducing waste and improving sustai-
nability (Hanifa et al., 2024).

Previous research has identified that
environmental concern is positively rela-
ted to purchase intention for green pro-
ducts. Lopes et al. (2024) showed that con-
sumers who are more concerned about the
environment tend to have higher purchase
intentions for green products. Similarly,
Anquez et al. (2022) and Rakesh and Val-
salachandran (2024) found that perceived
environmental knowledge can increase
purchase intention through a better un-
derstanding of the product’s environmen-
tal impact. In addition, perceived ease of
use plays an important role in purchasing
decisions, with consumers who find ecof-
riendly packaging easy to use more likely
to purchase the product. However, trust in
sustainable packaging is often overlooked
as an important intervening variable in
this relationship. Several efforts have been
made to improve this perception, inclu-
ding educational campaigns and innova-
tions in packaging design, but challenges
remain (Boz et al., 2020; Brennan et al.,
2020).

This research offers novelty by in-
tegrating trust in sustainable packaging as
an intervening variable in the relationship
model between environmental concern,
perceived environmental knowledge, and
perceived ease of use on purchase inten-
tion. By identifying how trust in sustai-
nable packaging mediates the relationship
between these factors, this research is ex-
pected to provide new insights into how
marketing strategies and packaging po-
licies can be more effective in increasing
the adoption of environmentally friendly
products in Indonesia.

In the face of increasingly pressing
environmental challenges, understanding
the influence of psychological and per-
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ceptual factors on the purchase intention
of sustainable packaging is key to driving
changes in consumer behavior. This re-
search is expected to make a significant
contribution in designing better strategies
to promote eco-friendly packaging, as well
as increasing awareness and adoption of
sustainable products in the local market.

The influence of trust in sustainable
packaging and purchase intention

Trust in Sustainable Packaging refers
to the extent to which consumers trust the
sustainability claims of product packaging
(Boz et al., 2020; Amin & Tarun, 2021;
Khan et al., 2022; Sulfi et al., 2023). Pur-
chase intention is the consumer’s intenti-
on to buy a product based on various fac-
tors, including trust in the packaging (Kim
and Lee, 2023; Tufail et al., 2023). Consu-
mers who believe that product packaging
is truly environmentally friendly tend to
have higher purchase intentions for these
products. Trust in packaging sustainability
claims can increase consumer motivation
to buy products that claim sustainabili-
ty (Akenji & Bengtsson, 2014; Downey,
2020)
H1: Trust in sustainable packaging affect

purchase intention.

The effect of environmental concern on
purchase intention

Environmentally conscious individu-
als often consider environmental impacts
when purchasing products. Awareness
has an influence on purchase intention
(Wang & Zhang, 2021; Kim & Lee, 2023).
Interest is considered an important factor
in product purchase decisions (Saari et
al., 2021). Therefore, individuals tend to
choose safe packaging because they may
perceive it as a safer, healthier, and less
damaging choice for the environment and
ecosystem (Lan et al., 2023). Consumers
who care about the environment tend to
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use more environmentally friendly pro-
ducts compared to those who are less con-
cerned (Ogiemwonyi et al., 2023). The
high level of consumer concern for envi-
ronmental and social issues and functio-
nal and environmentally friendly product
characteristics are the main drivers of sus-
tainable purchasing behavior (De Canio et
al., 2020). In addition, Chen et al. (2022)
stated that concern for the environment is
a significant predictor of intention to per-
form environmentally friendly behavior.

H2: Environmental concern affects

purchase intention

The effect of perceived ease of use on
purchase intention

Ease of use refers to the extent to
which customers can easily handle and
dispose of the packaging after use (Davis,
1989; Kurniawan & Tankoma, 2023). Se-
veral studies have shown that under initia-
tives such as guaranteed refund systems,
customers are often reluctant to return
products to retailers and prefer to throw
them in the trash. Many studies have un-
derlined the importance of simple packa-
ging design and packaging materials that
are recyclable and easy for consumers to
use. One of the main objectives of packa-
ging design is to make the process of use
as easy as possible (Nugraha et al., 2021;
Zhang et al., 2023).
H3: Perceived ease of use affects purchase

intention.

The effect of perceived environmental
knowledge on purchase intention
Knowledge reflects the cognitive
dimension of humans, knowledge about
the environment is considered a crucial
element that influences individuals to car-
ry out sustainable consumption (Indriani
et al., 2019). Previous research indicates
that knowledge and perceptions of envi-
ronmental issues can influence consumer
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intentions to choose environmentally fri-
endly products (Wang & Zhang, 2021).
Escario et al. (2020) argue that deep en-
vironmental knowledge is necessary to
take appropriate steps to protect the en-
vironment, and individuals with higher
environmental knowledge tend to exhibit
more sustainable purchasing behavior.
Liobikiene and Poskus (2019) also found
that environmental knowledge has a posi-
tive impact on consumer intention to buy
environmentally friendly products.

H4: Perceived environmental knowledge

affects purchase intention.

The effect of environmental concern on
trust in sustainable packaging
Consumers with high levels of en-
vironmental concern are often more cau-
tious and thorough in evaluating sustaina-
bility claims from packaging (Norton et
al., 2023). They expect transparency and
reliability from products and packaging
that claim to be environmentally friendly.
If the packaging meets the expected stan-
dards, such consumers will be more likely
to trust the claims. Conversely, if sustai-
nability claims do not meet their expecta-
tions, consumers with high environmental
concerns may feel disappointed and trust
the packaging less (Escario et al., 2020;
Lopes et al., 2024; Maduku, 2024). The-
refore, the relationship between environ-
mental concern and trust in green packa-
ging is often influential.
H5: Environmental concern affects trust
in sustainable packaging.

The effect of perceived environmental
knowledge on trust in sustainable packa-
ging

Perceived environmental knowledge
plays an important role in shaping trust in
packaging that claims sustainability (Lio-
bikiene & Poskus, 2019). Consumers with
better environmental knowledge tend to

have higher trust in packaging sustainabi-
lity claims, as they can better assess whet-
her the packaging matches their know-
ledge and expectations. Existing research
shows that high environmental knowled-
ge can increase consumer trust in green
packaging, which is important for manu-
facturers to consider in sustainable packa-
ging marketing strategies (De Canio et al.,
2020; De Canio, 2023).
H6: Perceived environmental knowledge
affects trust in sustainable packaging

The effect of perceived ease of use on
trust in sustainable packaging

Perceived ease of use can influence
consumer trust in packaging that claims
sustainability. If green packaging is desig-
ned to be easy to use, consumers are more
likely to believe in its sustainability claims.
Several studies show that these two variab-
les have an influence and show that ease
of use is an important factor in shaping
trust in environmentally friendly packa-
ging (Kurniawan & Tankoma, 2023; Sari
et al., 2023; Zhang et al., 2023).
H7: Perceived perceived ease of use af-

fects trust in sustainable packaging

Trust in sustainable packaging is able to
moderate the influence of environmental
concern, perceived environmental know-
ledge, perceived ease of use on purchase
intention.

Environmental concern can influen-
ce purchase intention, but this influence
may be stronger if consumers have high
trust in packaging that claims sustaina-
bility. Trust in sustainable packaging can
strengthen the relationship between envi-
ronmental concern and purchase intention
(Amin & Tarun, 2021; Chen et al., 2022).

Perceived environmental knowledge
can influence purchase intention, and
this influence can be stronger if consu-
mers believe that packaging is truly envi-
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Figure 1. Research Model

ronmentally friendly. Trust in sustainable
packaging can strengthen the influence
of environmental knowledge on purchase
intention (Lee, 2020). The ease of use of
sustainable packaging affects purchase in-
tentions, and this influence can be strengt-
hened if consumers believe the packaging’s
sustainability claims. Trust in sustainable
packaging can increase the impact of ease
of use on purchase intention (James &
Kurian, 2021; Reddy et al., 2023; Qalati et
al., 2024). Trust in sustainable packaging
plays an important role in moderating the
effect of environmental concern, percei-
ved environmental knowledge, and ease
of use on purchase intention. High trust
in packaging sustainability claims can st-
rengthen the relationship between these
factors and product purchase intention
(Amin & Tarun, 2021; Lan et al., 2023).
HS8: Trust in sustainable packaging is abl
to moderate the influence of envi-
ronmental concern on purchase in-
tention.

Trust in sustainable packaging is able
to moderate the influence of percei-

HO9:
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ved environmental knowledge on
purchase intention.

H10:Trust in sustainable packaging is able
to moderate the influence of percei-
ved ease of use on purchase intenti-
on.

Figure 1 shows that purchase intenti-
on in this study is influenced by variables
consisting of: trust in sustainable packa-
ging, environmental concern, perceived
environmental knowledge, and perceived
ease of use. This study consists of 10 hy-
potheses where 7 hypotheses are direct ef-
fects and 3 hypotheses are indirect effects.

METHOD

This study adopts a quantitative rese-
arch design with a survey approach to exp-
lore the influence of sustainable packaging
on consumer purchasing behavior. The re-
search method involves collecting primary
data through a questionnaire designed to
measure key variables such as environ-
mental concern, perceived environmental
knowledge, ease of use, and purchase in-
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tention, with trust in sustainable packa-
ging as an intervening variable. The popu-
lation of this study consists of individuals
who are concerned about the environment
and are involved in the environmental
community. The focus on this population
was chosen because they are considered to
have a higher awareness of environmental
issues and are more likely to behave in ac-
cordance with sustainability values. The
research sample consisted of 192 mem-
bers of the environmental community
who were purposively selected to ensure
that participants had an understanding of
and commitment to environmental issues.
192 research samples were obtained from
24 indicators multiplied by 8. According
to Hair et al. (2019) guidelines, the num-
ber of indicators should be multiplied by
5-10. The number 8 was chosen because it
is the middle value of the range 5-10. Of
these, 170 questionnaires were returned
and met the criteria for further analysis.
Data collection techniques were con-
ducted through an online questionnaire
distributed within the environmental com-
munity through social media, email, and
relevant community forums. The questi-
onnaire was designed to measure various
variables, including environmental con-
cern, knowledge of sustainability, ease of
use of green products, purchase intention,
and trust in sustainable packaging. Me-
asurements were made using a five-point
Likert scale, and the collected data were
analyzed using Structural Equation Mo-
deling Partial Least Squares (SEM-PLS)
to evaluate the relationship between the re-
search variables as well as the role of trust
in sustainable packaging as an intervening
variable (Hair et al., 2020; Sarstedt et al.,
2017). Indicators for the environmental
concern variable include items adapted
from previous literature such as De Ca-
nio et al. (2020), while indicators for envi-
ronmental knowledge were adapted from
Santos et al. (2021). Ease of use was me-

asured based on indicators developed from
a study by (Davis, 1989), trust in sustai-
nable packaging (Lee, 2020; Zhang et al.,
2023) and purchase intention is measured
using indicators adapted from Santos et al.
(2021). The collected data were analyzed
using SEM-PLS software to determine the
strength and direction of the relationship
between these variables and identify the
role of trust in sustainable packaging in
mediating the influence of the indepen-
dent variables on purchase intention.

The reason researchers chose the
SEM-PLS analysis tool is due to its supe-
rior ability to handle small sample sizes,
non-normal data, and complex models.
PLS is also more suitable for exploratory
research with predictive purposes, such
as the study conducted on sustainable
packaging purchase intentions (Hair et al.,
2020). Unlike other analysis tools, SEM
Amos is more commonly used for con-
firmatory research that focuses on testing
existing theories and is better suited for
large sample sizes.

RESULT AND DISCUSSION

Based on the data in Table 1, it shows
that the majority in this study are female
as many as 136 people (80%), aged 26-35
years as many as 89 people (52%), have a
bachelor’s degree as many as 139 people
(82%), work Private employees as many
as 66 people (39%), income per month
Rp 3,000,001-5,000,000 as many as 68
people (40%), choose Reduce the use of
single-use plastic to reduce environmen-
tal impacts as many as 84 people (49%),
on average already know the existence of
packaging made from palmyra leaf and as
many as 136 people choose in the future
will use packaging from palmyra leaf raw
materials.

Structural Model
In this model, environmental con-
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Table 1. Respondent Description

Demographics Frequency Percentage
Gender

Men 34 20%
Women 136 80%
Age

18-25 years 58 34%
26-35 years 89 52%
36-45 years 12 7%
46-55 years 7 4%
>55 years 4 2%
Last Education

Senior High School 29 17%
Bachelor’s Degree 139 82%
Masters/PhD 2 1%
Occupation

Student 29 17%
Government employees 30 18%
Private employees 66 39%
Entrepreneur 36 21%
Housewife 9 5%
Income

<Rp3,000,000 29 17%
IDR 3,000,001-5,000,000 68 40%
IDR 5,000,001 - IDR 10,000,000 34 20%
IDR 10,000,001 - IDR 20,000,000 14 8%
> IDR 20,000,000 25 15%
Done to reduce the environmental impact of daily activities

Recyle waste 19 11%
Use environmentally friendly products 59 35%
Reduce the use of single-use plastic 84 49%
Use public transportation or other vehicles 8 5%
Other

Do you know about environmentally friendly lontar packaging?

Yes 159 94%
No. 11 6%
Which packaging do you choose for the future

Cloth 20 12%
Plastic 5 3%
Paper 9 5%
Lontar 136 80%

Source: Data Processed (2024)
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Figure 2. Structural Model

cern, perceived environmental knowledge
and perceived ease of use serve as inde-
pendent variables, while purchase intenti-
on serves as the dependent variable. Trust
in sustainable packaging acts as an inter-
vening variable. An indicator is
considered to have good convergent vali-
dity if its outer loading value is more than
0.50. Based on the data in Figure 2, there
are no variable indicators that show an ou-
ter loading value below 0.50. Once the in-
dicators are considered valid, they can be
used in further research and applications.

Table 2 indicates that the average
variance extract (AVE) value of each in-
dicator can be used to assess discriminant
validity, apart from the cross-loading va-
lue. To ensure a viable model, the AVE
value must be more than 0.50. The data
in Table 2 shows that the AVE for the fac-
tors of environmental concern, perceived
environmental knowledge, perceived ease
of use, trust in sustainable packaging and
purchase intention are all more than 0.50,
so each variable has strong discriminant
validity.

Table 3 reveals that each indicator
has the maximum loading value for the
latent component, fulfilling the necessary

conditions. Discriminant validity is also
assured as the square root of the AVE of
each component is higher compared to ot-
her relationships.

The multicollinearity test parame-
ter is measured by the VIF value, which
1s limited to 5.0 in this study. The results
indicate that multicollinearity is not a
problem, allowing the continuation of the
study. The R-squared value is used to me-
asure the extent to which exogenous va-
riables influence the dependent variable.
Table 4 shows that the R2 values for trust
in sustainable packaging and purchase in-
tention are 0.482 and 0.439, respectively.

This shows that the variable trust in
sustainable packaging is 48.2% influen-
ced by environmental concern, perceived
environmental knowledge, perceived ease
of use. 43.9% of the characteristics that
influence purchase intention are related
to environmental concern, perceived en-
vironmental knowledge, perceived ease
of use, and trust in sustainable packaging.
Table 5 shows that the Q2 value can be
used to assess the accuracy of the forecast.
If Q2 is greater than zero, the model is
considered to have strong prediction ac-
curacy; if Q2 is less than zero, the model
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Table 2. Validity and Reliability Test

Variable Indicator Outer Loading CIXII;];;CII CR AVE
Environmental Con- EC1 0,880 0,927 0,945 0,775
cern EC2 0,883

EC3 0,878
EC4 0,879
EC5 0,881
Perceived Environ- PEK1 0,868 0,902 0,932 0,773
mental Knowledge PEK2 0,888
PEK3 0,885
PEK4 0,875
Perceived Ease of PEOU1 0,884 0,943 0,955 0,778
Use PEOU2 0,877
PEOU3 0,888
PEOU4 0,874
PEOU5S 0,885
PEOUG6 0,883
Trust in Sustainable TSP1 0,870 0,900 0,930 0,768
Packaging TSP2 0,883
TSP3 0,868
TSP4 0,886
Purchase Intention PI1 0,856 0,924 0,943 0,766
P12 0,877
PI3 0,882
P14 0,887
PI5 0,876
Source: Data Processed (2024)
Table 3. Discriminant Validity
Variable Environ-  Perceived Perceived Pur- Trust in
mental Ease of  Environmen- chase Sustain-
Concern Inten-
Use tal Knowl- tion able Pack-
edge aging
Environmental Concern 0,880
Perceived Ease of Use 0,552 0,882
Perceived Environ- men- 0,557 0,589 0,879
tal Knowledge
Purchase Intention 0,560 0,560 0,575 0,875
Trust in Sustainable 0,570 0,589 0,612 0,578 0,876
Packaging

Source: Data Processed (2024)
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Table 4. R-Square

R-Square Adjusted R-Square

Purchase Intention 0,449 0,439

Trust in Sustainable Packaging 0,492 0,482
Source : Data Processed (2024)
Table 5. Prediction Accuracy Test (Q2)

SSO SSE Q2 (=1-SSE/SSO)

Environment Concern 850,000 850,000

Perceived Ease of Use 1020,000 1020,000

Perceived Environmen- 680,000 680,000

tal Knowledge

Purchase Intention 850,000 553,587 0,349

Trust in Sustainable 680,000 435,399 0,360
Packaging
Source: Data Processed (2024)
Table 6. Path Coefficient

Original Sample Standard T Statis- P Val- Result
Sample Mean Deviation tics ues
(0) M) (STDV) 10/
STDEV|)

Trust in Sustainable 0,267 0,275 0,108 2,483 0,007  Accepted
Packaging Use -> Pur-

chase Intention

Environmental 0,246 0,246 0,095 2,594 0,005  Accepted
Concern -> Purchase

Intention

Perceived Environ- 0,281 0,276 0,099 2,833 0,002  Accepted
mental Knowledge ->

Purchase Intention

Perceived Ease of Use 0,246 0,246 0,095 2,594 0,005  Accepted
-> Purchase Intention

Environmental Con- 0,245 0,244 0,103 2,376 0,009  Accepted
cern -> Trust in Sus-

tainable Packaging

Perceived Environ- 0,320 0,318 0,097 3,303 0,001  Accepted

mental Knowledge ->
Trust in Sustainable

Packaging
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Perceived Ease of 0,263 0,267
Use -> Trust in Sus-

tainable Packaging

0,092 2,839 0,002  Accepted

Environmental Con- 0,053 0,058
cern -> Trust in Sus-
tainable Pack- aging

-> Purchase Intention

0,044 1,209 0,114 Rejected

Perceived Ease of 0,057

Use -> Trust in Sus-

0,059

tainable Packaging ->

Purchase Intention

0,033 1,721 0,043  Accepted

Perceived Environ- 0,070 0,071
mental Knowledge ->

Trust in Sustainable

Packaging -> Pur-

chase Intention

0,042 1,652 0,050  Accepted

Source: Data Processed (2024)

is considered to have weak prediction ac-
curacy. Table 5 shows that trust in sustai-
nable packaging and purchase intention
are variables with Q2 greater than 0. To
evaluate research ideas and decide which
ones to accept or reject, Smart-PLS is
used. Hypotheses can be accepted if the
p-value is less than 0.05 and the t-value of
the path coefficient is greater than 1.645
(one-tailed). According to Table 6, the
accepted hypotheses are as follows: trust
in sustainable packaging and purchase
intention (t=2.483 and p=0.007); environ-
mental concern and purchase intention
(t=2.594 and p=0.005); perceived environ-
mental knowledge and purchase intention
(t=2.833 and p=0.002); perceived ease of
use and purchase intention (t=2.594 and
p=0.005); environmental concern and
trust in sustainable packaging (t=2.376
and p=0.009); perceived environmental
knowledge and trust in sustainable packa-
ging (t=3.303 and p=0.001); perceived
ease of use and trust in sustainable packa-
ging (t=2.839 and p=0.002); trust in sus-
tainable packaging is able to mediate the
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effect of perceived environmental know-
ledge on purchase intention (t=1.652 and
p=0.050); trust in sustainable packaging is
able to mediate the effect of perceived ease
of use on purchase intention (t=1.721 and
p=0.043). The rejected hypothesis is that
trust in sustainable packaging is not able
to mediate the effect of environmental
concern on purchase intention (t=1.209
and p=0.114).

DISCUSSION

Trust in sustainable packaging has
an effect on purchase intention, the re-
sults of this study are in line with research
Akenji and Bengtsson (2014) and Downey
(2020). Consumers who believe sustaina-
bility claims about packaging are more li-
kely to buy the product. Trust in sustainab-
le packaging reduces doubts and increases
confidence that choosing the product is an
environmentally responsible decision.

Environmental concern affects pur-
chase intention, the results of the study
are in line with research Wang and Zhang
(2021) and Kim and Lee (2023) showed a
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significant positive effect between environ-
mental concern and purchase intention for
products with palmyra palm packaging.
This finding suggests that consumers who
are more concerned about environmental
issues tend to be more interested in bu-
ying products that use palmyra palm fiber
packaging, which is known as an environ-
mentally friendly and sustainable packa-
ging material (Chen et al., 2022)

Consumers with high environmen-
tal concerns often have a preference for
products that are not only sustainable in
terms of their contents but also in terms of
their packaging. Palmyra packaging, as a
more environmentally friendly alternative
to plastic-based packaging, is becoming a
more attractive option for consumers con-
cerned about the environmental impact
of plastic waste (De Canio, 2023; Lopes
Amaral et al., 2024).

Consumers who have good envi-
ronmental knowledge are more likely
to purchase products with palmyra leaf
packaging because they understand the
sustainability benefits of the packaging.
This knowledge helps consumers make
more informed and values-based decisi-
ons about sustainability (De Canio et al.,
2020; De Canio, 2023)

Perceived ease of use has an effect on
purchase intention, the results of this stu-
dy are in line with research (Escario et al.,
2020; Lopes et al., 2024; Maduku, 2024).
Consumers tend to be more interested in
buying products that they find easy to use.
Ease of use is often associated with a po-
sitive user experience, which can increase
consumer trust and interest in purchasing
the palmyra packaging. Products that are
easy to use reduce consumer concerns
about complexity and increase comfort,
which in turn can drive purchasing decisi-
ons (Zuelseptia et al., 2018).

Consumers with a high level of envi-
ronmental awareness tend to be more cri-
tical and rigorous in assessing sustainabi-
lity claims, including palmyra packaging.

They look for evidence to support claims
that the packaging is truly sustainable and
not just a marketing gimmick. High en-
vironmental concerns encourage consu-
mers to check the credibility of claims and
ensure that products meet sustainability
standards Liobikiene and Poskus (2019).

Perceived environmental knowledge
has an effect on trust in sustainable packa-
ging, the results of the study are in line
with research De Canio (2023) and De
Canio et al. (2020) Consumers with high
environmental knowledge tend to have
greater trust in the sustainability claims
of packaging. They are better able to eva-
luate and understand information about
sustainable packaging, such as Palmyra
packaging, and assess whether the claims
are valid and actually meet sustainability
standards.

Trust in sustainability can strengthen
the influence of environmental knowledge
on purchase intentions. When consumers
believe that claims about sustainability
are legitimate and trustworthy, the envi-
ronmental knowledge they have will be
more effective in influencing their purcha-
se intentions (Gorton et al., 2021). These
beliefs help connect environmental kno-
wledge with concrete actions, such as the
intention to purchase sustainable products
(Lee, 2020). Consumers who have good
environmental knowledge tend to have
stronger purchase intentions for products
they perceive as environmentally friend-
ly. However, trust in sustainability claims
increases the strength of this relationship.
High trust strengthens consumers’ be-
lief that the products they choose actual-
ly meet the sustainability standards they
know about (Chen & Chang, 2012; Ngu-
yen et al., 2024).

Trust in sustainable packaging can
also moderate the relationship between
ease of use and purchase intention. When
packaging is well-designed and easy to
use, consumer trust in sustainability can st-
rengthen the impact of ease of use on pur-
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chase intention (Petkowicz et al., 2024).
If consumers feel that the packaging is
easy to use and believe that the packaging
is sustainable, they will be more likely to
consider a purchase. Ease of use of packa-
ging can increase purchase intentions if
consumers also believe the sustainability
claims of the packaging (Duarte et al.,
2024). Belief in sustainability ensures that
consumers see ease of use as part of the
overall sustainability package, which in
turn strengthens their intention to purcha-
se (Esvandiari, 2023).

The results show that trust in sus-
tainable packaging is not able to mode-
rate the effect of environmental concern
on purchase intention. The result of this
study contradict research (Amin and Ta-
run, 2021; Chen et al., 2022). Environ-
mental concern and purchase intention
in the context of palmyra packaging in
East Nusa Tenggara (NTT) require more
in-depth analysis. First, people with high
environmental concerns in NTT are often
more motivated to choose products that
use traditional packaging such as lontar,
regardless of trust in sustainability claims
made by producers. In this context, envi-
ronmental concerns serve as the main dri-
ver for choosing more environmentally fri-
endly products, so that trust in sustainable
packaging is no longer a determining fac-
tor (Adiputra & Aoleria, 2023; Maduku,
2024). The knowledge aspect of Palmyra
packaging is also very important. People
who are educated about the benefits of
using this traditional packaging tend to
have a better understanding of the envi-
ronmental impact of modern packaging.
This knowledge encourages them to pre-
fer lontar packaging, which is considered
more sustainable and environmentally fri-
endly.

The majority in this study belonged

to the environmental care commu-
nity with an undergraduate education
background of 139 people. People with
higher education may be more critical in
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assessing sustainability claims and more
likely to seek information about palmyra
packaging. They have better access to in-
formation sources that support sustainable
purchasing decisions.

Finally, product-specific characteris-
tics and the cultural context in NTT can
influence consumer response. In a region
that values tradition, lontar packaging is
not only seen from its functional aspect,
but also from its cultural value and sustai-
nability. With this understanding, people
may be more inclined to choose products
that use lontar packaging, as they already
have in-depth knowledge of its benefits
and traditional values.

CONCLUSION AND
RECOMMENDATION

This study aims to examine the rela-
tionship between environmental concern,
perceived environmental knowledge, and
perceived ease of use on purchase inten-
tion, with trust in sustainable packaging
as an intervening variable. The research
findings successfully answer the research
objectives, showing that purchase inten-
tion can be influenced by trust in sustai-
nable packaging, environmental concern,
perceived environmental knowledge, per-
ceived ease of use. Trust in sustainable
packaging is influenced by environmental
concern, perceived environmental know-
ledge and perceived ease of use. Trust in
sustainable packaging is able to mediate
the effect of perceived environmental kno-
wledge on purchase intention, trust in sus-
tainable packaging is able to mediate the
effect of perceived ease of use on purcha-
se intention. However, trust in sustainable
packaging is not able to mediate the effect
of environmental concern on purchase in-
tention.

The practical implications of this re-
search are significant for businesses and
policymakers seeking to encourage sustai-
nable packaging. Regarding the research
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object, palmyra packaging, manufacturers
should focus on improving the production
methods of palmyra packaging to ensure
the material is durable, functional, and
suitable for a wide range of products. Re-
search into strengthening the material’s
properties will help palmyra packaging
become a more competitive alternative
to other sustainable materials. It is also
important for manufacturers to use clear
sustainability claims and certifications
from ISO (International Organizations for
Standardization) 1400, promoting palmy-
ra leaf packaging as an eco-friendly cho-
ice. In addition, educational campaigns
should emphasize the environmental be-
nefits of palmyra packaging and educate
consumers about how they can contribute
to sustainability by choosing products
with this type of packaging. Furthermore,
the design of palmyra packaging should
prioritize consumer convenience, ma-
king it easy to open, handle, and dispose
of, which will enhance the overall consu-
mer experience. Manufacturers can also
implement loyalty programs to incentivi-
ze consumers who select products with
sustainable packaging, thus encouraging
more sustainable purchasing behavior. For
example, Offer a discount on next purcha-
se for customers who buy products with
palmyra packaging. Policymakers should
support regulations that promote the use
of palmyra packaging and provide incen-
tives for companies adopting it for examp-
le the government requires every modern
retailer such as Hypermart, Indomaret,
Alfamart and traditional markets to offer
environmentally friendly packaging (pal-
myra packaging) when consumers shop.
Finally, further research should be con-
ducted to better understand the consumer
perceptions and market acceptance of pal-
myra packaging, considering cultural in-
fluences and consumer experience. These
two variables are important to study furt-
her because they can influence consumer
behavior. For example, certain cultures can

influence consumers’ views on sustainabi-
lity and environmentally friendly packa-
ging. Previous experiences with a product
or packaging can also make consumers
more likely to choose products with simi-
lar packaging in the future. We did not use
these two variables in this study because
their scope is more limited, focusing on
the technical aspects of packaging, such as
sustainability and function. By following
these recommendations, palmyra packa-
ging can become a widely accepted and
sustainable alternative, benefiting both the
environment and the marketplace.
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