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Abstrak 
 

 

Kerosakan alam sekitar disebabkan oleh banyak faktor dan kebanyakannya adalah sisa 

plastik. Pelbagai dasar telah diwujudkan bagi mengurangkan penggunaan plastik di seluruh 

dunia tetapi beg plastik masih popular dikalangan pengguna. Banyak kempen hijau yang 

menunjukkan ketidakberkesanan apabila statistik kitar semula dan penggunaan plastik 

menunjukkan tahap membimbangkan. Objektif kajian adalah untuk memahami konsep 

kempen hijau dikalangan pengguna dan menganalisis akibat daripada kempen hijau di 

Pulau Pinang. Penyelidikan ini menekankan jenis media sosial yang sesuai untuk 

mewujudkan kesedaran terhadap kempen hijau di Pulau Pinang. Kajian ini menggunakan 

pendekatan kajian kualitatif dan kaedah temuramah terhadap 16 informan di Pulau Pinang. 

Informan dipilih menggunakan kaedah persampelan bertujuan dan perlu memenuhi kriteria 

seperti: tinggal di Pulau Pinang sejak 10 tahun lalu, mengetahui tentang Kempen Tanpa 

Beg Plastik dan mempunyai sekurang-kurangnya satu akaun media sosial. Kajian ini 

menggunakan kaedah Nvivo untuk menganalisis tinjauan kualitatif untuk mendapatkan 

hasil kajian. Dapatan kajian menunjukkan bahawa undang-undang memainkan peranan 

penting dalam memastikan masyarakat mengamalkan kehidupan hijau seperti tidak 

menggunakan beg plastik. Namun, kemudahan untuk mengamalkan kehidupan hijau 

adalah penting bagi memastikan informan bersemangat untuk mengamalkan kehidupan 

hijau di rumah. Platfom sosial media yang terbaik daripada hasil kajian adalah Facebook, 

Instagram dan Twitter sebagai medium komunikasi. Informan memahami konsep kempen 

hijau sebagai menyelamatkan atau menjaga alam sekitar tetapi menyatakan bahawa mereka 

cenderung untuk membeli beg plastik walaupun tahu kesannya terhadap alam sekitar. 

Tingkah laku ini menunjukkan wujudnya Teori Pengurangan Ketidakpastian sebagai teori 

lanjutan dalam Teori Tingkahlaku Terancang (TPB) yang menyokong idea mengapa 

konflik berlaku dalam niat pengguna dalam model TPB. 

Kata kunci: Kempen hijau, Kehidupan hijau, Pengguna, Tingkah laku, Pulau Pinang.   
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Abstract 

 

The environmental damages have been caused by many factors and most of it is plastic 

waste. Countless policies have been created to limit the usage of plastic bags globally 

but still, it is very popular among consumers. Many green campaigns show 

ineffectiveness when the rate of recycling and plastic use is devastating. The research 

objective is to understand the concept of the green campaign among consumers and to 

analyze the consequences of the green campaign in Penang. This research emphasizes 

the types of social media to create awareness for the green campaign and also reasons 

to sustain green campaign in Penang Island. This research applied a qualitative 

research approach and semi-structured interviews with 16 informants in Penang. Each 

informant chosen using purposive sampling method and need to fill in the criteria such 

as: lived in Penang for the past 10 years, aware of the No Plastic Bag Campaign and 

have at least one social media account. This research used the Nvivo method to analyze 

the qualitative survey to finalize the result. The finding shows that policy plays an 

important role to ensure society to apply green behaviour such as not using plastic 

bags; however, lacking facilities is the one that needs to improve as it tends to 

demotivate them from starting recycling at home. The best social media platform is 

Facebook, Instagram and Twitter as the communication medium. The informant 

understand the concept of the green campaign as saving or taking care of the 

environment but mentioned how they tend to buy the charged plastic bag even with 

the awareness of what is the consequences of plastic bags to nature. This behavior 

shows the existence of Cognitive Dissonance theory as the extended theory in Theory 

of Planned Behaviour (TPB) that support the idea of why conflict happens in the 

behaviour intention under the TPB model. 

Keywords: Green campaign, Green lifestyle, Consumer, Behaviour, Penang.
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CHAPTER ONE  

INTRODUCTION 

 

1.1 Introduction  

The environmental damage has been caused by many factors and one of the factors that 

tend to affect nature the most is plastic waste. There are much policy has been done to 

limit the use of plastic globally but still, it is one of the most convenient items to use on 

daily basis (Behuria, 2021). The plastic bag is a common choice due to it being low-priced, 

light but strong enough to carry goods or items; makes it a popular demand for the retail 

business to use as part of their packaging (Jalil, Mian and Rahman, 2013). However, the 

use of polyethylene or polythene film in producing plastic bags makes it hard to 

biodegrade. This is because polyethylene is generally constant and unaffected to 

degradation (Rohana and Mazila, 2012). 

 

According to Chen et al (2021) Malaysia is one of the countries that have the highest in 

the use of single-use plastic and generating plastic waste. In 2017, Malaysia also was the 

world’s largest importer of plastic waste which create many challenges for the waste 

management system (Chen et al, 2021). The improper way of disposal of a plastic bag can 

cause long-term destruction to the ecology and natural environment. Plastic bags that 

dumped in landfills bring a weighty environmental problem that relates to resource use 

(Musa et al, 2013). The plastics that dumped into landfills take from 400 up to 1000 years 
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to degrade (Musa et al, 2013; Bashir, 2013). Due to this, it is important to create awareness 

of the danger of plastic bags to the consumer so that the consumers can start recycling by 

using their bags at the supermarket. 

  

A plastic bag can be considered as hazardous to the environment especially to the marine 

life, landfills and agronomic lands which now stood a great danger to the environmental 

and agricultural growth as well (Jalil et al, 2013). According to Simons in Jalil et al (2013), 

many sea creature had been impacted from plastic disposed to the ocean, other than that 

the no biodegradable plastics which are cheaper tend to release risky methane and carbon 

dioxide gases during the decomposing periods which lead to highly toxic leachates from 

these landfills. Gbadebom et al (2021) study shows that there are many evidence that lead 

to how plastic tend to give damaging impact on the environment especially terrestrial and 

aquatic ecosystem. 

 

This has led to plastic bag reduction worldwide and among the country that implemented 

no plastic bag campaigns were, Botswana in 2007, Egypt in 2009, Bangladesh in 2002, 

Belgium in 2005, China in 2008, India in 2000 and many more (Clean Up Australia, 

2010). According to Walker et al (2021), Canada implements no plastic bags to reduce 

plastic consumption in the food industry and the study shows that people are motivated to 

use fewer plastic bags for food packaging but not willing to pay for the substitutes. Other 

than that, Southern Africa implements a policy to control the manufacturing and use of 

the plastic bag in the country (Bezerra, 2021). Businesses in New Zealand tend to stop 
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using plastic bags and offer some other alternative in replacing the usage of plastic (Goldy, 

2021). According to The Guardian (Wahlquist, 2021), Australia planned to ban plastic 

cutlery and straws in order to reduce plastic waste in 2025. Malaysia also tends to 

implement the No plastic bag campaign phase by phase to all the states to ensure less 

plastic consumption among the consumer.  

  

1.2 Background of the study 

The Malaysian government aimed to promote environmentally friendly behaviour among 

Malaysian by promoting several green campaigns such as the 3R campaign (reduce, reuse, 

recycle); Environmental education campaign and No Plastic Bag Day campaign 

(Masoumeh Hosseinpour, 2015). This is to ensure the implementation of green behaviour 

consumer among people is practice daily. 

 

In Malaysia, Penang is the first state that starts its initiative in the no plastic bag campaign 

every first Monday of the month in July 2009 (Penang: Say no, 2009). This campaign 

meant to create a greener state towards the minimum use of plastic bags. Consumers are 

recommended to bring their own recycle bag and those who insist on getting plastic bags 

to be charged twenty cents per plastic and it to be donated to the poor through State’s 

Partner against Poverty Fund (PAP). On 1st January 2011, the no plastic bag campaign 

has been launched statewide in Penang and every day is considered as no plastic bag day 

(No plastic bags from January, 2010). Melaka, Selangor, Kedah and other states in 

Malaysia, followed this move later. This campaign only applied to hypermarkets, 
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supermarkets, fast-food outlets, nasi kandar restaurants, pharmacies, petrol stations and 

convenience stores. However, wet markets and hawkers are excuses from the campaign 

governing. According to Emmanuel (2020), starting from January 2021, the 20 cents 

plastic bag charged to RM1 and there is no plastic bag offer for every Monday to 

Wednesday. The new policy of increasing the charged plastic bag shows even though this 

campaign has been implemented for the past 10 years, people still want to pay to get a 

plastic bag. The force to implement the new policy shown that even with all the awareness 

created, people are do not to apply a green lifestyle on daily basis. 

 

Using the Theory of Planned Behaviour (TPB) by Ajzen (1991), this study focus on the 

effects of consumer’s behaviour before and after the implementation of the green 

campaign. The main contribution of this research is to utilize TPB to predict the perception 

of consumers towards green campaigns via social media. This study also investigate the 

influences of the green campaign concept among society. This study also use cognitive 

dissonance theory as part of the extended TPB in this model to study the green campaign 

effect on consumer decision making. 

 

1.3 Problem statement 

One of the environmental campaigns that were first started in Malaysia was the 3R 

campaign (reduce, reuse, and recycle) back in late 1980s where the federal government 

take the responsibility for solid waste management and public cleansing (Ng et al, 2015). 

However, Solid Waste Management and Public Cleansing Corporation (SWCorp 
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Malaysia) mentioned in The Star Online, that household waste through recycling is still 

low among Malaysians when the rate for the year 2017 only shows 17.5 percent was 

recycled from the large quota of solid waste being dumped in landfills (Low awareness 

on recycling, 2017). According to a statistic shown from 1993 to the year 2000, only a 5 

percent recycle rate was achieved in Malaysia and the objective that was set by the 

government is to get a 22 percent recycling rate in the year 2020 (Kitar semula, 2017).  

 

The conflict that occur in decision making in the previous study shows the low 

understanding of green campaign context among consumer (Ayalon et al, 2009; Banga, 

2013). The one-time use plastic bag that offer in Israel caused other issue which is littering 

that lead to clog in the drain. Ayalon et al (2009) study shows similarity with issue that 

haapened in Malaysia which lead to ineffective green campaign result (Abdullah et al, 

2015). Thus, with the gap from previous study, this research must understand the concept 

of the green campaign among society to come out with better content for the campaign.  

 

Even with numerous campaigns done by the government and non-governmental 

organizations (NGO) in Malaysia, the plastic and garbage problem is still the main issue 

that needs to be focus on. According to Utusan Melayu newspaper (13.5 juta tan, 2017), 

every single house tends to produce garbage in everyday routine and a total of 37,000 tons 

of garbage is produced in Malaysia daily. This means that 13.5 million tons of garbage 

are produced in the year 2016 alone. On top of that, the cost to manage the garbage was 

estimated to be up to RM2.2 billion a year. According to The Star newspaper (DAS, 2017), 
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plastic makes up about 13 percent of a total solid waste stream that is generated in 

Malaysia each day. Even with many policy and law regarding the environment has been 

applied, research shows that consumer tends to follow the law during the implementation 

of the policy, but stop applying it once the law is no longer effected (Thomas, 2015; Wan 

et al, 2013; Ayalon et al, 2009). Therefore, it is important to this study to analyze the 

antecedent and consequences of the green campaign that can lead to a more effective 

outcome for the green campaign. 

 

The rapid development requires a country to manage the disposal of solid waste more 

effectively. Malaysia government trying to be committed by creating the Ministry of 

Energy, Green Technology and Water; and few other agencies to control solid waste issues 

(Syed Azwan Syed Ali, 2016). However, according to Syed Azwan (2016), only seven 

out of 289 waste disposal site is considered as environmental friendly sanitary landfills. 

With estimated of population growth of 2.4 percent or 600,000 people annually (since 

1994), more waste generated resulting in dropping the lifespan of garbage disposal sites 

in Malaysia (Syed Azwan Syed Ali, 2016). This situation is getting worse with the latest 

statistics showing 113 out of 289 landfill sites in the country are no longer operating. The 

data collected by Solid Waste Management and Public Cleansing Corporation (SWCorp 

Malaysia) showed that at the end of last year, more than 85,000 memorandums were 

issued to premises owners inspected nationwide due to failure to implement solid waste 

separation (13.5 juta tan, 2017).  
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Almost one million of plastic bags were saved since the campaign started on July 2009, 

however; the facts that consumer is want to pay twenty cents to buy plastic bags create 

question whether the objective of the campaign to create awareness about recycling is 

effective or not (No plastic for three days, 2009). This shows that the consumer still not 

understands the concept of the green campaign, which is to make the society start 

implementing a green lifestyle in their daily life and not just not using plastic at the 

supermarket alone. 

 

Still, even after the No Plastic Bag campaign being implemented in Penang, the process 

of garbage disposal in the state is almost paralyzed in July 2011 when the only garbage 

disposal centre in Ampang Jajar faces a technical problem and not able to accommodate 

hundreds of tons of garbage from around the island and Seberang Perai (Abdul Muin 

Sapidin, 2011). This shows that the campaign did not manage to reduce the use of plastic 

bag when the amount of garbage is almost the same as it is before the campaign was 

implemented. Due to this, it is significant for this study to explore future planning made 

by the government for better green campaign implementation. 

 

With the correct social media platform and suitable content, a green campaign via social 

media can reach a wider audience to create awareness on a specific topic. Each state in 

Malaysia tends to have its own social media platform to promote a green or environmental 

campaign. Penang state government do have one official Facebook (FB) account for a 

green campaign called Penang Green Council that emphasize the green issue in Penang 
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with 12,711 followers (Penang Green Council, n.d.). Other than Penang, other states in 

Malaysia also have their own green campaign social media account such as Kedah FB 

called Kedah Go Green with 505 followers and Sarawak FB page Green Sarawak with 

439 followers, Penang Green Council Instagram account only have 1266 follower and 

Johor Green Instagram account with 397 followers only (Kedah Go Green, n.d.; Green 

Sarawak, n.d.; Penang Green Council, n.d.; Johor Green Instagram, n.d.).  

 

However, not all the state have been using social media platform to promote the green 

campaign, some of the states use their official FB to promote green campaign; for example, 

the state of Wilayah Persekutuan do not have specific green FB but they do post on green 

campaign in their official state FB called Kementerian Wilayah Persekutuan 

(Kementerian Wilayah Persekutuan, n.d.). Most of the green campaign in social media 

platform comes from the non-government organization (NGO) and individuals that 

support green campaigns such as Zero Waste Malaysia FB, Greenpeace Malaysia FB and 

IG, Malaysian Environmental NGOs FB, Malaysian Green Building Council FB, KL Go 

Green FB, wwfmy Instagram, Globalenvironmentcentre IG  and many more. This shows 

that the social media platform is not fully used by the government to spread green 

awareness to society. The small numbers of followers also show that the green campaign 

social media account needs to have a better strategy in sharing the content to get more 

followers in the future. Therefore, this study needs to analyze the social media platform 

used by the government for green campaign implementation so that the green campaign 

awareness can reach a wider target audience. 
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The Theory of Planned Behaviour discussed in previous scholar about how the behaviour 

intention is influenced by perceived behaviour control, social norm and attitude (Kaiser et 

al, 1999; Khare, 2015; Sheeran et al, 2001; Mathieson,1991; Connor et al,2002; Paul et 

al,2016). However, based on the statistic shown in the previous report (Thomas, 2015; 

Wan et al, 2013; Ayalon et al, 2009) shows that consumer behaviour did not went well 

with one of the component which is perceived behaviour control is influence by 

knowledge (Sheeran et al, 2001; Paul et al, 2016). This situation of consumer behaviour 

shows the pattern of Cognitive Dissonance Theory (Acharya et al, 2018)) and this research 

finding find the relationship for both theory in influence the consumer decision making. 

Due to this, it is important to find the reason behind the conflict that occur to the consumer. 

Even though most of the the research use the quantitative method in collecting data (Mohd 

Helmi, 2012; Chan and Lau, 2000; Kardos et al, 2019), this study however choose to use 

qualitative method in order to get in-depth answer from the interview. Informant answer 

the question freely without any disturbance from the reasercer and face expression and 

body gesture of the informant can include value in the research. 

 

With the statistics and facts given from previous scholar above, it shows that green 

campaign need to urgently applied on daily routine as it contribute to the garbage issue, 

solid waste separation, litters and any more. The social media was not fully use by the 

government to spread the awreness of green awareness in digital platform. And this gap 

need to be discus in this research to create a more effective green campaign in future. This 

research aim to help the government to come out with better regulations for the campaign 

that suits the consumer behaviour on the No Plastic Bag campaign. The theory is important 
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to forecast future planning made by the government for the implementation of the green 

campaign.  

 

1.4 Research objectives and research questions 

1.4.1 Research Objectives 

1. To understand the concept of the green campaign among society. 

2. To analyze the social media platform used by the government for green campaign 

implementation. 

3. To investigate the antecedents and consequences of green campaign 

implementation. 

4. To explore future planning for better implementation of the green campaign. 

 

1.4.2 Research question  

1. How does society determine the concept of the green campaign? 

2. What is the outcome of the social media platform used by the government for 

green campaign implementation? 

3. What are the antecedents and consequences of green campaign implementation? 

4. Why should the green campaign to be expand in the future? 

 

 

 



 

11 

 

1.5 Proposition of the study  

1. The concept of a green campaign is determined as using products or materials that 

did not give harm the environment. This present research tend to study further and 

identify the definition of the green campaign concept by the society in Penang. 

2. Facebook is the main platform used for social media as an information inquisition 

and communication tool. This present research tend to study further to identify the 

social media platform used for green campaign awareness in Malaysia. 

3. Antecedent: Younger age tend to be more aware of the campaign; Practical 

learning on green campaign tend to be more effective to the younger age; the use 

of single-use plastic bag reduce plastic bag waste; law/policy tend to give impact 

to consumer decision making; price tend to give a direct impact to a consumer 

purchasing decision.  

-Younger age tend to misinterpret the campaign message which leads to the wrong 

message; practical learning on a green campaign does give positive impact to the 

younger age; the use of single-use plastic bag create other environmental issues; 

people tend to follow the law/policy but did not understand the main reason why 

they do so; consumer do not want to buy higher price environmental-friendly 

product. 

-This present study investigate if the same element tends to influence the 

antecedent and consequences of green campaign implementation in Malaysia. 

4. Most governments tend to use environmental law or policy to comply with the 

green campaign implementation in their country. This present study investigate 
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the action that the Malaysian government should do to implement the green 

campaign in the future. 

 

1.6 The significant of the study 

1.6.1 Knowledge implications 

Penang was the first state to implement the “No Plastic Bag” campaign and more state 

starts to follow to apply a similar campaign to their state. The objective of this campaign 

is to create awareness of the dangers bought by a plastic product made by polyethylene 

and to reduce the use of plastic bags. The latest state that implemented this campaign is 

Selangor where polystyrene food containers and plastic bags are bans from the state (Ban 

on plastic bags, 2017).  

 

Even though this campaign has existed for the past decade, some of the consumers still 

want to use the charged plastic bag provided by the retailer. This show that the objective 

of the campaign is not fulfilling, as the consumer does not understand the main point of 

the campaign. Education on reducing the need for plastic bags for all ages is necessary 

and each individual has a responsibility to keep the environment safe and healthy. Due to 

that, understanding and awareness of this campaign is crucial so that people do not only 

stop using plastic bags but also start to recycle to achieve the main objective of the “No 

Plastic Bag” campaign. People should start to stop using plastic bags not just at the 

supermarket during shopping, but also reduce the use of plastic at home and start to use 

environmentally friendly products instead. 
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According to Tan Wee Ming (2016), The Chairman of Malaysia Plastic Manufacturers 

Association (Northern Branch), the supply of plastic bags was drastically drop due to the 

plastic bag banning. However, he also added that there is a big increase in plastic liners as 

households need them to throw rubbish. Lim Kok Boon, the president of the Malaysian 

Plastics Manufacturers Association (MPMA) added that when Penang implemented the 

campaign, the sales of plastic shopping bags dropped by 10 percent but the sales of plastic 

garbage bags rise by 15 percent (Malaysian Digest.Com, 2017). While Penangites are 

generally adapted to the green campaign by not using a plastic bag in the supermarket, the 

use of the bigger size of plastic is growing. To get to the catalyst of the issue, the 

perception of the consumer in Penang is studying to understand the consumer opinion on 

the issue. The research investigate whether the consumer is aware of the danger of plastic 

bags to the environment. 

 

The study can help to identify the understanding of society on the green campaign concept. 

This study also can contribute to identifying the antecedent and consequences of green 

campaign implementation towards society in Malaysia. 

 

1.6.2 Practical implications 

The practical implication is important so that the consumer can have the awareness that 

help the state to be greener. It also can help in many other issues such as less garbage 

produce on daily basis, solve the issue of overuse of garbage landfill sites, help to preserve 
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the ozone layer and many more. The main thing that is going to solve all these problems 

is the implementation of the consumer in recycling and stop using plastic whenever not 

necessary. However, it should be noted that perception does not translate into practice. 

Therefore, consumer practice to be examined to understand the actual action of the 

consumer in the aforementioned perspectives as well. With this research, the important 

factors can be acknowledged so that action can be planned to overcome the factors, which 

restrict the public from fully, understand the aim of the campaign. 

 

This study also focus on the twenty-cent per plastic bag implementation at the 

supermarket. This study can help to identify any gaps occur in the campaign that leads to 

the ineffectiveness of the campaign. This study also can isolate any part that is no longer 

effective in changing the behaviour of the consumer towards plastic bags to come out with 

better planning for the future campaign. The study can contribute to determining the use 

of social media by the implementation of a green campaign that is effective towards the 

consumer. 

 

1.7 Expected potential contribution of the study 

1.7.1 Theoretical contribution  

This study aimed to explore the consumer’s understanding of the concept of the green 

campaign and the consequences of the green campaign including the use of social media 

platforms in the green campaign perspective in Penang Island, Malaysia. Numerous 

studies have been conducted in both the understanding of the green campaign concept and 
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the consequences of green campaigns worldwide (Muhammad Salman et al, 2020; Rajeev, 

2019; Woo, 2021; Chung, 2019). However, little attention has been paid to Penang Island 

consumers on the understanding of the green campaign concept and the consequences of 

the green campaign from a social media perspective. The Penang government was the first 

to implement the No Plastic Bag campaign to lead to a cleaner, greener state back in the 

year 2009 (Penang: Say no, 2009; Emmanuel, 2020; No plastic for three days, 2009). This 

green campaign later was followed by other states in Malaysia such as Melaka, Selangor, 

Kedah and many more to urge their society to use less plastic on daily basis. 

 

Nevertheless, this topic has not been examined collaboratively. In a general sense, in the 

field of the green campaign, both green campaign and social media have been studied 

separately (Peattie, 2010; Islam et al, 2010; Rainie et al 2012; Irwin et al, 2012; Kimmons, 

2014). With the advance of technology, social media tend to play an important role for 

society to collect data and information (Reisach, 2021; Green et al, 2019; Temmesen et 

al, 2021; Lobe et al, 2020). Therefore this study focused on filling the gap in the literature 

in the context of the green campaign and social media towards consumer behaviour in 

implementing a green lifestyle. 

 

This study contribute to the area of the Theory of Planned Behaviour (TPB) by providing 

evidence from the consequences of the green campaign towards consumer behaviour 

(Masoumeh et al, 2015; Paul et al, 2015; Joshi and Rahman, 2015). The fact is that the 

review of the present literature review is lacking in this area of study, therefore providing 
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evidence from one of the capital cities of Malaysia contribute to the understanding of 

behaviour change from the green campaign applied in the city for the past decade. This 

study use a qualitative research method since most of the studies of TPB and green 

campaigns tend to apply the same research method (Yuliwati and Enjang, 2018; 

Barbarossa and Pastore, 2015; Rizwanalam, 2013; Enjang, 2019). Thus applying 

qualitative research is the best method to be used for this study. 

 

Furthermore, this study also contribute to the area of the Cognitive Dissonance Theory in 

consumer behaviour by providing evidence from the society on their understanding of the 

concept of the No Plastic Bag campaign. The cognitive dissonance theory be able to 

discover the reason behind the conflict of behaviour faced by the consumer to apply green 

lifestyle on daily basis (Harmon-Jones et al, 2015; Dietrich and List, 2011; List and 

Dietrich, 2010; Archarya et al, 2018). Although Theory of Planned Behaviour (TPB) 

shows that consumer behaviour can be predicted (Ajzen and Klobas 2013; Ajzen and 

Timko 1986; Ajzen, 1991) but the result in the certain consumer behaviour can be 

different from the early prediction. Thus, based on the research, this study demonstrate 

the existence of the Cognitive Dissonance theory within TPB that can influence the final 

behaviour of the consumer. 

 

1.7.2 Knowledge contribution 

Many research findings have provided much knowledge of the acceptance and use of TPB 

and Cognitive Dissonance Theory (Festinger, 1957b; Harmon-Jones et al, 2015; 
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Druckman and Bolsen, 2011; Joachim et al, 2015; Kaiser and Kibbe, 2017). However, 

there is a limited study on the pattern of behaviour change in the green campaign study. 

Most of the study tend to focus on identifying attitude that leads to changes in behaviour, 

however, study to explain the pattern of consumer behaviour change has not been carried 

out. Many research tends to rely on TPB impact’s on social norms, attitude, motivation 

and experience (Ajzen and Klobas 2013; Ajzen and Timko 1986; Ajzen, 1991) but the 

result of this study could extend the circle of knowledge on the relationship of Cognitive 

Dissonance Theory in determining the change of behaviour of society on green campaign 

in Malaysia. 

 

1.7.3 Practical contribution 

This study benefit the government because they can make the finding of the study a basis 

in formulating an effective green campaign method that can achieve its objective. The 

government, non-government organizations (NGO) and business institutions to apply the 

techniques in their Public Service Announcement (PSA) that related to green campaign 

awareness using suitable social media for optimum result can use the output of this study. 

 

1.8 The research scope 

The present study focuses on the green campaign content through new media to create 

awareness and influence the society, and explore from four perspectives: the media 

preferences and the influential factors, the content of the green campaign, the credibility 

of the green campaign sources and the presentation quality of the most preferential new 
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media platform. The primary data were collected from the Penang state area using an in-

depth interview. The state is chosen based on this is the first state that starts implement 

the No Plastic Campaign in Malaysia. 

 

1.9 Structure of the Thesis  

The organization of the study follow the standard thesis format. This study consist of five 

different chapters as follows: 

 

Chapter One: Begins with an introduction to the research and general background of the 

study, problem statement is highlighted in the chapter, followed by research objectives, 

research questions and proposition of the study. The significance of the study also covered 

in this chapter. The expected contribution and the theory of the study also introduced in 

this chapter. 

 

Chapter Two: focuses on related literature. The study is going to review the literature on 

information acquisition, information acquisition through new media. The Theory of 

Planned Behaviour (TPB) and Cognitive Dissonance Theory to be elaborated. This 

chapter concluded by identifying research propositions in the current array of literature. 
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Chapter Three: present the details of the research methodology and the research design. 

The research procedure and method of collecting data to be further discussed in this 

chapter. 

 

Chapter Four: describe the findings of this study. Based on in-depth interview data 

analysis, this chapter describe the social awareness of the No Plastic Bag campaign and 

the use of New Media for green campaign information acquisition in the order of the 

research questions. 

 

Chapter Five: captured the discussion on the result of this study, general implications of 

the study to both theoretical or knowledge contribution and practice signification, and 

ends with providing a clear for future research direction.  

 

1.10 Chapter Summary 

This chapter includes the introduction and the background while discussing the situation 

of the green campaign in Penang and the acceptance of people towards the awareness of 

green lifestyle. The chapter also provided an outline of the research problem, the research 

questions, the objectives, and the significance and scope of the study. Finally, the 

conceptual definitions of significant terms in the study were explicated. 
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CHAPTER TWO  

LITERATURE REVIEW 

 

2.1 Introduction   

A literature review is important to discuss the related theories and research that focus on 

the topic of study. This chapter discuss other research content from a similar topic, and 

find a gap to be used in this study. It also discuss the terminology and basic concept of 

other studies that lead to a discussion on the conceptualization of green campaign 

effectiveness. 

 

2.2 Campaign  

In general, campaigns act as informative agendas, which emphasise changing behaviour 

(Coffman, 2002; Li et al, 2020). To change people’s behaviour is not an easy task and a 

well-structured campaign is compulsory to perform the task. To create a public awareness 

campaign, detailed coordination and management are needed and this campaign tends to 

include various audiences, approaches and objectives that require a tight time limit and 

some degree of responsibility for resources employed (Sayers, 2006; Yogesh et al, 2021). 

 

According to Bloomfield et al (2015), public awareness campaign can be defined as an 

inclusive determination that contains numerous components to reach a definite goal. The 
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campaign that was raise was meant to persuade a desired positive behaviour modification. 

Sayers (2006) stated that a raise awareness campaign is normally used to enlighten or 

educate the public about a subject matter with the purpose of influent their behaviour, 

attitude and belief headed for a defined purpose or objective. However, Erickson (2005) 

mentioned that the changes in the behaviour of the consumer relate to the effectiveness of 

the medium of the campaign. The campaign can be communicated via interpersonal 

communication, mass media or some combination of both. Therefore, it is important to 

ensure that the consumer is well educated about a certain environmental issue to ensure 

the effectiveness of a certain environmental campaign. 

 

2.2.1 Types of Campaign 

There are many types of campaigns based on the need for the campaign. The most basic 

campaign that can be seen is the marketing campaign, which was used to market the 

product or services of a certain brand and company. Other than that, there is also a political 

campaign used by the politician to promote their political belief. 

 

Currently, the environmental issue tends to become a persistent public concern and some 

of the environmental issues is caused by human consumption, which leads to much 

environmental awareness in any parts of this world that further translated into consumer 

attitude towards purchasing a green product (Abdullah Osman et al, 2016). Consumer 

awareness on environmental problems leans towards to progressively ahead around the 

world hence, industries need to provide environmental obligation with a high priority not 
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just for the customer but likewise to increase business efficiency (Crane and Desmond, 

2002). Due to this, many of the business nowadays tend to implement the environmental 

element in their campaign strategy to get the attention of the consumer. Some consumer 

tends to choose product or services that come from an environmental-friendly company 

so by implementing green business strategy, the company  have more advantage compared 

to their competitor. Many types of campaigns exist worldwide in order to promote a 

product or service or to create awareness on a specific issue. However, this study only 

focus on the green campaign as this type of campaign tend to be the most used campaign 

by the government and the industries all over the world.  

 

2.2.2 Green Campaign 

The word ‘green marketing’ was first defined in 1976 by Hennion and Kinner; as stated 

in Dangelico and Vocalelli (2017):  

“Concerned with all marketing activities that have served to help cause environmental 

problems and that may serve to provide a remedy for environmental problems. (p.1)” 

 

According to Peattie (2010), green consumption is a problematic concept because it 

interlinks with other concepts such as moral, responsible consumption and sustainability 

that make it hard to define but most of the literature tend to relate it with environmental 

protection. However, research by Islam et al (2010) stated that a green campaign is one of 

campaign-style that aims at increasing public awareness about environmental degradation 

and to teach people about green behaviour. Next, the perception of green behaviour in a 
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society is defined as habits or actions with which individuals take to defend their 

environment or contribute to having a healthy one (Krajhanzl, 2010). It is likely, the green 

campaign to be defined as the awareness campaign for the society towards more 

responsible behaviour to protect the environment. 

 

In order for a green campaign to works, people need to change their lifestyle towards the 

green-user consumer and that can be performed in many ways such as recycling at home, 

switch to environmentally friendly products and also save water and energy at home. 

According to Soonthonsmai (2007) customer who is conscious and alarmed about the 

environmental issues are known as the green consumer. Similarly, green customers can 

be known as those who avoid any product that may harm any living creature, cause 

deterioration of the environment during the process of manufacturing or the process of 

usage and consume a large amount of non-renewable energy (Elkington, 1994). It has 

commonly been assumed that an effective green campaign to be able to change people’s 

behaviour towards taking care of the environment voluntarily by choosing to recycle at 

home, stop using a product that is dangerous to the environment and start to live in a 

greener lifestyle. 

 

Over the years, numerous further descriptions have been provided and the idea has 

developed and converted to have more structure and define the green campaign. 

According to Kumar et al (2013), there are changes in the concept and characteristics of 

sustainability campaign studies over the years. The changes found is more towards the 
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methodology used in different countries and various industries. Green marketing strategy 

has four different stages which are targeting, differentiation, segmentation and positioning 

(Kotler and Armstrong, 2014). Therefore, to implement a green campaign, the developer 

of the campaign need to have proper planning before the execution of the green campaign 

to ensure the effectiveness of that particular campaign before executing the campaign. 

 

China is one of the countries that tend to have many green campaigns implemented in the 

country. One of the green campaigns that were executed in China is the implementation 

of environmental education at the school level. To expand the quality of environmental 

education in China, the Ministry of Education of China collaborates with British 

Petroleum (BP) China and World Wildlife Fund (WWF) to introduce a project named 

Primary and Secondary School Environmental Education Campaign to educate the 

students about environmental awareness (Huang and Tian, 2014). The project managed to 

help students to understand better their role in preserving the environment. The school 

create an environmental activity to achieve the excellent educational effect (practical) 

such as planting trees, recycling and care for wild animals. This project chooses an ideal 

target informant as schoolchildren are at the best age to implement the awareness towards 

environmental issues. The use of the practical method in educating the schoolchildren is 

also effective as they can see how to take care of the environment rather than reading from 

a banner or poster (Huang and Tian, 2014). The research shows that practical element in 

educating young children about the green campaign is more effective rather than theory 

hence more practical-learning programs need to be included in a green campaign to ensure 

the success of the campaign that targeted young children in the future. 
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Therefore, research by Scheir and Grenard (2010) supports the statement by mentioning 

that youth aged 12 to 14 tend to remember the campaign messages more compared to the 

older age group. The study shows that there was limited influence found with the older 

age group but they tend to recall campaign ads on a selected campaign. However, the 

young ages tend to create impression on the campaign messages and they tend to combine 

this impression with normative belief (close friend’s opinion) and behavioural expectation 

(benefit and negative consequences) towards campaign messages (Scheir and Grenard, 

2010). Faridah and Afham (2017) stated that their research shows that recycling practice 

among students is moderate and an awareness campaign is needed for environmental 

sustainability. Hence, the right influence from social norms determine if they get the right 

messages from the green campaign. In order for a green campaign to succeed, the 

information given to young ages must be clear and straight to the point to prevent any 

miscommunication between the young ages and the objective of the green campaign. 

 

Similarly, these researches show that awareness campaigns toward early childhood give 

a better outcome since children tend to absorb behaviour from their daily routine to be 

part of their daily life routine. The social norms among friends and society influence the 

children and lead to a change of behaviour. Age can be one of the variables to study further 

in campaign effectiveness research to see the changes of behaviour between two different 

age groups in the selected campaign. This variable can contribute to the TPB outcome to 

see how age can give impact to consumer behaviour through the selected campaign. 
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On the other hand, other than the age factor; consumer perception also tends to give an 

impact on the outcome of a certain green campaign. Likewise, a research that was done in 

New Zealand and Australia that focus on participants from different level of green 

behaviour shows that consumer does not think that it is hard to be environmentally friendly, 

but they do have little trust in the environmentally friendly product since it is more 

expensive than the regular product (Tan et al 2016). However, according to this research, 

the informant did believe that they are responsible for the environment, but are reluctant 

to buy an environmentally friendly product due to the environmental product tend to be 

higher in price. This situation clarifies that even though the consumer did aware of the 

safety of the environment, they did not fully commit due to the higher price of 

environment-friendly products. A possible explanation is that in order to encourage people 

to use environmentally product, the business industry need to produce lower price 

environmental friendly product so that everyone affords to be a green consumer. This 

shows that other than age, price does play an important role in getting positive feedback 

from a green awareness campaign. 

 

While age and price tend to influence consumer behaviour in becoming green-user 

consumers, the plastic bag is one of the contributors when it comes to environmental 

issues. In the United States, San Francisco has become the first city to legalize the supply 

and practice of single-use plastic bags in 2007 and since then many other cities have 

applied the forbidden of free supply of plastic bags by the seller (Thomas, 2015). The city 

charge between five to twenty cents per carryout bag (paper or plastic) to those who insist 
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to use one (California Against Waste, 2013). The result from this research shows that the 

behaviour adjustment among customers, restaurateurs and sellers occur on an extensive 

measure due to the use of reliable policy across local borders with effective outreach and 

education made at ease for customers and businesses (Thomas, 2015). Generally, the 

research shows that proper policy is important in order to change consumer’s behaviour 

towards an environmental-friendly lifestyle. Hence, the government plays an important 

role to create an environmental friendly policy to ensure the green campaign is successful. 

Proper planning in creating certain policies or laws for the specific green campaign might 

ensure the success of the campaign. 

 

One of the ways to reduce the use of plastic bags is to charge the plastic bag to the 

consumer or provide a single-use plastic bag to the consumer. However, charges plastic 

bags or single-use plastic bags might not be a good solution as it might lead to plastic bag 

litter issues. As what happens in the United States of America, they tend to have an issue 

with single-use plastic bag waste, which leads to the implementation of various measures 

to overcome the situation (Wagner, 2017). To reduce the use of the single-use plastic bag, 

five-category has been implemented to different states in United State which is; 

prohibition of the use of plastic bag, fees and taxes charges, establishing the smaller design 

of bags, authorizing retailer take-back programs and demanding consumer education. Due 

to the low recyclability of single-use plastic bags, the local government needed extra cost 

to clean up plastic bag litter, to clean and protect stormwater catchment basins and facing 

environmental problems due to marine litter (Wagner, 2017). Hence, the prohibition of 

free single-use plastic bags supply is the most practical action that needs to be practised 
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to overcome this situation. One of the ways to reduce the problem is by giving proper 

education to the consumer about recycling activity. This might help to reduce the plastic 

bag litter issue in the future. 

 

In similar cases, Israel also tends to practice the supply of free plastic bags to the consumer. 

Nevertheless, they are made of high-density polyethylene (HDPE) which can only be used 

one time and after that, it might disseminate and be carried away by the wind, creating 

annoyance urban environment, whether on the roadside or in open spaces (Ayalon et al, 

2009). Due to that, this research was done to analyze the actual environmental aspects of 

consumption and use of plastic carrier bags including the effectiveness of the proposed 

regulation in Israel. The findings have shown that the free supply of plastic bags has 

reduced the awareness of the need to reduce the use of plastics and the environmental 

problem occurs when customers tend to litter the free plastic in public spaces. Therefore, 

providing free plastic that is made of HDPE shows reduce in the awareness of recycling 

within the consumer and lead to plastic bag litter issues. Consequently, the best plan is to 

stop supplying free plastic to the consumer even if the plastic is made of HDPE. Banning 

plastic bags to ensure no more plastic threat to the environment. 

 

Another major criticism of the green campaign is the distribution of charged plastic bags. 

This method is quite common in order to reduce the use of plastic among consumers. 

Argentina tends to practice this method in order to reduce the use of plastic bags and 

research by Jakovcevic et al (2014) shows that the charges for each plastic bag did reduce 
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the use of plastic bags among consumers. However, the understanding of why the 

consumer needs to stop using plastic is still unclear. If a charge plastic bag is the one that 

encourages people to lessen their plastic bag usage due to the monetary reason, most 

probably they change their behaviour if the reason is remove in future. But, if people are 

educated about the importance of not using plastic bags in the environment, they 

voluntarily reduce the use of plastic bags even if there are no charges rules apply. The 

result suggests that the charge plastic bags rules are effective if the use of recycle bag is 

the increase in the supermarket that apply the rules. However, if this only applies to the 

supermarket that participates in the charged plastic bag rules, the campaign is considered 

as not effective.  

 

Jakovcevic et al, (2014) did state that at a certain supermarket, which did not participate 

in the charged plastic bag rules, the use of recycling bags is less. This proves that consumer 

understanding of a green campaign is important to make sure the consistency of 

effectiveness for the campaign is preserved. Since monetary tend to be one of the reasons 

why the consumer is do not use the plastic bag, they might not be consistent and not 

recycle at home which did not fulfil the main objective of the No Plastic Bag campaign in 

the first place. 

 

In conclusion, free plastic bag and charged plastic bag is not the answer for No Plastic 

Bag campaign or any recycle campaign. Whereas, another factor such as age, tend to play 

an important role to educate people to change their behaviour towards becoming a green-
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user consumer. These results, therefore, need to be interpreted with caution, as there is 

less research that focuses in-depth on which factor in an age influence consumer behaviour 

and further research needed to to be done in order to get a more precise answer. Other 

than that, price is also one of the factors that tend to give an impact on consumer’s 

behaviour during purchasing environmentally products. This factor also tends to 

contribute to the reduction of plastic bag usage at the supermarket (charged plastic bag). 

Therefore, in order to get a consistent green-user behaviour, the government need to play 

a role in implementing a better environmental friendly policy to change people’s 

behaviour to implement a green lifestyle. Education is vital in order to educate people 

about the danger of plastic bags and the importance of recycling to ensure the effectiveness 

of green campaign awareness and for society to be the green-user consumer. 

 

2.3 Green Campaign in Malaysia  

Many green campaigns come and go in Malaysia. It is meant to generate more green-user 

consumers among Malaysians to take care of the environment. One of the most popular 

green campaigns in Malaysia is the No Plastic Bag campaign that was implemented at 

most of the supermarkets in the country. The government agencies also took part in this 

campaign whereas the Ministry of Health participates in the No Plastic Bag campaign by 

not providing plastic at all pharmacies at the General Hospital in Malaysia starting from 

the year 2012 (Umi Khalthum, 2013). The name of the campaign is the Go Green 

campaign and it is initiated by the Ministry of Health to encourage patients to bring their 

bags when collecting medicine at the government pharmacies and at the same time to 

reduce the use of plastic bags consumption. This campaign showed some reduction in the 
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use of plastic bags at the General Hospital pharmacies; however, there are still patients 

that request plastic bags during the collection of medicine at the government pharmacies. 

 

Among other government agencies in Malaysia that took part in the green campaign is 

The Royal Malaysia Police (PDRM). The PDRM participate in the green campaign in 

order to show their support to become a more environmental friendly government agency. 

The PDRM has implemented multiple green campaigns to educate their staff about green 

behaviour. One of the campaigns implemented at PDRM is the Go Green PDRM which 

was created to introduce green lifestyle behaviour among PDRM staff so that they can 

start recycling, implementing water-saving consumption and energy saving in their daily 

life routine at the PDRM building (Portal Rasmi Polis Diraja Malaysia, n.d.). This 

campaign starts with a four-selected building as a pioneer to see the effectiveness of the 

campaign. According to the result, it shows that in the year 2015, the selected building 

was able to reduce the use of energy up to 32% (2,786kWh) compared to the result of 

2013 (Portal Rasmi Polis Diraja Malaysia, n.d.). It is possible for green-user behaviour to 

become more common in the future if the PDRM staff is consistent in adapting green-user 

behaviour in their daily life and also to include more PDRM building to participate in this 

Go Green PDRM campaign. 

 

The government agencies are not the only ones that are active in the green campaign. The 

education institution also has been participating in a green campaign in Malaysia. A 

campaign called PINTAR Go Green School is a collaboration of Universiti Kebangsaan 
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Malaysia (UKM) with selected schools meant to emphasize green education through 

internal and external activities as well as theory and hands-on exercise (Pintar Foundation, 

n.d.). This campaign is hoping to educate schoolchildren about climate change issues and 

how to practice as green consumers. Since the implementation of this campaign, the Go 

Green School project has involved more than 2000 students and up to 140 teachers and 

this project continues to be in the PINTAR National programme (Pintar Foundation, n.d.). 

The result shows that this campaign tends to promote behavioural change and the attitude 

of individuals towards the environment to increase. The campaign that targeted young 

schoolchildren can give a better understanding to the children on how to be a green-user 

consumer in the future. This practical exercise on green campaign behaviour give a better 

understanding to the children on how to apply green-user behaviour not only at school but 

also to continue at their own house. 

 

The Malaysian government also have a certain green campaign that focuses on the 

younger generation. This is because the younger generation is more open to adjustment 

and easily influenced by social media platforms. One of the campaigns that targeting the 

younger generation is the Green is a Lifestyle campaign that emphasizes how the younger 

generation can practice a green lifestyle on a daily basis (Noor Atiqah, 2016). This 

campaign accentuates on recycle at home, saving water consumption and electricity, and 

energy-efficient culture among youngsters. Another campaign that the Malaysian 

government created is The Recycle for Nature campaign that focuses more on the industry. 

In this campaign, participating companies that implement recycling culture at work to be 

compensated with “green points” according to the amount of waste that they managed to 
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recycle at a certain time of period (points then be converted to cash that contribute to 

certain green activities at the Be-lum Temenggor Forest Complex in Perak (Noor Atiqah, 

2016). . These participating companies to be trained and stand a chance to win selected 

products based on their recycling behaviours. Both of these campaigns are aimed for the 

next ten years as the younger generation is more easily adapted to a green lifestyle. 

However, the result from the campaign shows 6.5 per cent energy saving since the day the 

campaign was implemented. This is more likely because the green campaign tends to take 

time to see the outcome and people needs time to change to a new lifestyle. The green 

campaign needs to be consistent so that people keep being reminded of the green lifestyle 

behaviour. 

 

Other than that, recycling is one of the important green campaigns needed in order to 

reduce the amount of garbage that lead to oversupply at the garbage landfill site. Each 

garbage landfill site has its life span depending on the size of the landfill and the frequency 

it is being used (Fletcher, 2015). The more garbage generated, it tend to reduce the life 

span of garbage disposal sites. Overdue landfills are dangerous as they can produce highly 

toxic gases other than flu-born disease and mice issues. Thus, to change people’s 

perspective on recycling, the government has to implement fines to residents who did not 

implement 3R at their house, where the resident can be fine with RM50 for the first fault, 

RM100 for the next fault and RM500 for the third fault (Goh, 2017). One of many reasons 

various environmental campaigns are being done is to educate people about the 

importance of recycling which lead to less garbage produce daily. The No Plastic Bag 

campaign in Malaysia also has the same purpose as any other environmental campaign 
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launched in Malaysia which is to create awareness and educate people on to stop using 

plastic bags regularly. 

 

According to Alyssa and Wong (2019), only three out of seven categories of plastic can 

be recycled in Malaysia which lead to a greater need to reduce the use of plastic on daily 

basis. As reported by Chu (2019), Malaysian need to be more aware of the green campaign 

and start to segregate waste as the figure of waste increased from 19000 tonnes of waste 

a day in 2005 to 38142 tonnes in 2018. Solid Waste Management and Public Cleansing 

Corporation (SWCorp) deputy chief executive officer stated that approximately 40% of 

waste was recyclable (Chu, 2019) so the consumer needs to start recycling at home and 

apply a green lifestyle to ensure a better future for the next generation. 

 

The No Plastic bag campaign was first implemented in Penang in July 2009, shows a 

collection of RM21, 403 from the twenty-cent plastic bag consumption (within five 

months) (No plastic for three days, 2009). This shows that consumer want to pay to get a 

plastic bag from retailers rather than carried their own recycle bag. Research by Wong et 

al (2012) shows that people still misunderstand the meaning of recycling products with 

green products. According to The Star newspaper in Malaysian Digest (2017), until now, 

the Penang government has collected more than RM3 million from the twenty-cent plastic 

bag consumption. According to Thing (2018) the General Manager of PGC Strategies Sdn 

Bhd (Penang Green Council), they respond to the No Plastic Bag campaign record shows 

that in 2014, the total fund collected was RM 1,040,750.81 whereas, in September 2017, 
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the total fund of the year was RM 881,542.25. Moreover, the latest record shows that the 

total fund that has been collected since 2009 is up to RM 8.9 million (Fazli, 2019). Even 

though the amount of money collected from the charged plastic bag is varied but the 

amount of plastic bought by the consumer is still going to create an environmental issue 

in Malaysia. The objective of the campaign to make consumers start recycling is not 

successful and this lead to a waste of time and money if no changes are made to the 

campaign in the future. Due to that, starting from July 1st, 2019; the businesses are no 

longer allowed to dispense any plastic bag even the charged plastic bag to the consumer 

(Tang, 2019). The new policy takes place every Monday at Penang state only. This is to 

achieve zero-plastic usage among consumers and educate them to start using recycle bags 

instead. According to Lo (2019), starting from the year 2020, Penang extend the No Plastic 

Bag Day to every Monday, Wednesday and Friday in order to reduce the use of single-

use plastic. 

 

Most of the scholars that discussed on green campaign show that the implementation of 

the green campaign tends to take a small scale or location rather than the big scale at once. 

The only selected agency that implements no plastic bag practice and only certain 

buildings in agencies that practice green building. The campaign also tends to have a long-

term result, which sometimes is hard to adjust if there is a certain gap in the green 

campaign along the way. Consistency is important in order to make a green campaign a 

success. Is comparable to that, the No Plastic Bag campaign that has been implementing 

for 10 years since 2009 in Penang, Malaysia is selected to be the focus of this study. Since 

this campaign has been consistently implementing for the past decade, this is the best time 
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to see people understanding of the campaign and to investigate the antecedent and 

consequences of the campaign implementation in Penang. 

 

2.4 The concept of green campaign  

The environmental issue is a worldwide problem nowadays and each country tends to find 

their way to come out with an effective green campaign in order to change people 

behaviour to be green-user consumers on their daily purchasing. Though most of the social 

understanding about the green campaign is still low, this study would like to identify the 

key ideas of the green campaign concept among society. According to Nair and Little 

(2016) from New Zealand, they stated that Western and non-Western tend to have 

differences in understanding the concept of a green campaign. For Western society, 

recycling is based on their life-principle and social norms not affect their green-user 

behaviour whilst for non-Western, the social norm is important, recycle if it pleases others, 

and if instructed by the superior to do so.  

 

However, Prakash (2002) stated that the green concept tends to be different based on 

culture and at a societal level as a society tend to understand green campaign as the 

availability of technology such as recycling infrastructure and policies by the government 

like the enforcement of dumping law. Similarly, a study by Ghoshal (2011) from India 

mentioned that consumer determines green campaign as a company to use new 

technologies to handling waste, sewage and air pollution to ensure the environment is safe 

to any harm product. The studies suggested that technology is important in order to 
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minimize the harm to the environment, such as a modern recycling method that can ensure 

that the waste did not damage the environment. Technology also can guarantee the factor 

that produces a certain product to use a method that not destroy the surroundings. 

 

There are multiple definitions of the green campaign concept from different studies. 

Another concept of a green campaign from Peattie (2001) from United Kingdon shows 

that green-user understand the concept of the green campaign as anything that reduces any 

negative impact on the environment and using any material that not endanger the 

environment or a species. Similarly, a study by Eltham (2010) in Australia also stated that 

a fundamental of the green campaign is to have businesses that create a product that not 

endanger the environment and using less natural resources. Is comparable to that, a study 

in the United States shows that a green campaign is also understood by society as using a 

product that is assumed to be environmentally safe (Ottman et al, 2006). Few studies 

mentioned that in order for a green campaign is considered as green, it must include the 

concept of saving the environment in the campign (Pavan, 2010; Ottman, 1993; Adkins, 

2004).  

 

Another study in New Zealand likewise emphasized minimizing waste, reducing pollution 

and greenhouse gas; and reduce the use of inefficient natural resources to maintaining the 

biodiversity of the environment (Morrison, 2012). This study also emphasizes the 

importance of the partnership between government and industry to create the right policies 

and the right regulatory related to the environment. Thus, in the all-inclusive approach, 
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the green campaign can be considered as using an environmentally safe product that is 

known to not harm the environment, humans and any other species. 

 

On the other hand, a study in Australia shows a different kind of green campaign concept. 

The study shows that society understands the green campaign as to be concern with 

pollution and waste disposal that might affect the environment (Ragusa and Crampton, 

2017). The study emphasizes that it is important to establish the connection between the 

environment and individual concerns as it can lead to an effective green campaign in the 

future. Similarly, the society in India understands the green campaign concept as an issue 

with clean water, waste disposal and pollution that tend to be a major problem with the 

poverty areas in India (Manjunath, 2019). This study also emphasizes on to use a product 

that minimizes the effects on the physical environment in order to improve the quality of 

life. 

 

Consequently, there are several concepts of the green campaign from a scholar in a 

different country. The key aspect of the green campaign concept can be listed as the 

following: The first green campaign concept is the use of technology to generate more 

environmentally friendly devices to handle waste, sewage and air pollution to ensure the 

environment is safe from any harmful product. The second green campaign concept found 

from several studies is using products or materials that did not give harm the environment. 

The third green campaign concept is to be concern with water, waste disposal and 

pollution issues. Thus on all definitions given by the scholars, the concept of the green 
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campaign can be concluded as using product or material that did not give any harm to the 

environment. 

 

The proposition for this study is the concept of a green campaign is determined as using 

products or materials that did not harm the environment. 

 

2.5 The Use of Social Media platform in Green Campaign 

Social media plays an important role in delivering and receiving messages from people 

all over the world. This tool has to become a major communicating medium among society 

nowadays. According to Statista (2019b), close to half the world’s population are on some 

type of social media; that is 3.303 billion people is using social media daily. Out of that, 

64% of online shoppers say that they are very much influenced by the advertisement in 

social media to make their purchasing decision-making (Statista, 2019b). Approximately 

around 66% of social media users tend to communicate by posting status, commenting on 

other people’s status and interact with society via text messages (Rainie et al 2012). Social 

media also is the most used tool to facilitate fast and effective communication, as well as 

the main medium to spread information to a wider audience (Irwin et al, 2012; Merchant, 

2012; Kimmons, 2014). Due to that, this tool can also be used to create awareness of the 

benefit of a green campaign. Similarly, Statista (2019a) announced that, as of July 2019, 

Facebook is the most popular social media platform worldwide with more than 2375 

million active users for this social network alone. YouTube and WhatsApp are the second 
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and third most popular social media platforms use and have more than 2000 million and 

1600 million respectively. 

 

 

Figure 2.1 Most Popular Social Media Platform in the World (Statista, 2019a) 

 

The different country tends to have a different preferred social media platform. According 

to Statcounter (2019a), Facebook is the most used social media platform in India with 

88.05% and the second-most used social media platform is Pinterest with 3.78%. Similarly, 

the United Kingdom tend to use Facebook the most with 54% and Instagram as the second 

most used social media platform with 42% (You Gov, 2019). Likewise, the most used 

social media platform in Australia is also Facebook with 15 million active users monthly 

or 91% of total social media users while YouTube is the second used social media 

platform with 53% users (CIVIC Web Media, 2019). Is comparable to that, Canada most 

2375

2000

1600

0

500

1000

1500

2000

2500

Facebook Youtube WhatsApp

Most Popular Social Media Platform

Million



 

41 

 

used social media platform is Facebook with 56.62% and followed by Pinterest 28.95% 

(Statcounter, 2019b). By contrast, in China, WeChat is the most used social media 

platform with 1 billion registered users. This is because China does not have Facebook 

and they use Weibo to replace Facebook in that country. The most popular western social 

media platform in China is Linkedin (Hi-Com, 2019). All the data shows that almost all 

countries mentioned have Facebook as the most used social media platform in their 

country to communicate and find information on a daily basis. By using the correct social 

media tools, any message can reach their target reader effortlessly. Good planning on the 

content and presentation method help to make the message viral in the specific social 

media platform. 

 

 

Figure 2.2 Most Used Social Media Platform  
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A similar to that, research by Tobey and Manore (2014) shows that social media is an 

effective platform to communicate and to support interaction among people. There are 

measuring tools such as Google Analytics, Sprout Social and social media tracking 

buttons can be used to determine the effectiveness of a social media platform. When 

assessing campaigns that are driven by social media, these services provide key insights, 

such as Facebook likes and shares, and Twitter tweets, retweets and followers (Tobey and 

Manore, 2014). A study shows that youngster tends to create impression on campaign 

messages and combined it with their normative belief (close friend’s opinion) and 

behavioural expectation (benefit and negative consequences) towards campaign messages 

(Scheir and Grenard, 2010). 

 

However, to use social media as a communication tool for the green campaign, the users 

need to understand the importance of living a green lifestyle first (Aimiuwu, 2017). The 

right content is vital for the green campaign so that users understand the antecedent and 

consequences of green campaign implementation. According to a study by Zita, Burger 

and Scholtz (2014), social media users that have higher education tend to feels benefited 

by the environmental awareness implemented using social media. Still, the finding shows 

that the green campaign needs to invest more in the marketing effort to make the content 

reach a wider audience. 

 

William, Page and Petrosky (2014) stated that using social media for the green campaign 

can give many positive benefits such as getting to know your green consumer, minimal 
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cost to spread awareness, enhance the reputation of the campaign and many more. Social 

media also allow the user to send messages to the government on certain issues and can 

easily get support from society on a certain campaign that needs the voice of people. The 

green-user consumer also can use social media to combat green issues such as climate 

change by producing their content in support of the green campaign (Aimiuwu, 2017). 

These studies (William, Page and Petrosky, 2014; AImiuwu, 2017) would have been more 

useful if they had focused on the specific green campaign. Due to that, this study tend to 

focus on which social media platform used by the No Plastic Bag campaign to deliver the 

message of the campaign to society. 

 

Therefore, finding the most appropriate social media platform is crucial in order to make 

sure the correct target reader receives the message. There are different types of social 

media platforms to choose from and different countries tend to have their own most used 

social media platform. The main social media platform that is used in the most country 

are identified as Facebook, Pinterest, YouTube and Instagram. However, Facebook is the 

one that is consistently being used by most of the country as part of their main social 

media platform. 

 

Since Internet users have been growing day by day, the popularity of netnography has 

increased among researchers to be used in their studies (Kozinets, 2015). With social 

media nowadays has increased the use of the Internet and more people are utilizing the 

platform for communication (Bowler, 2010) and to spread information to a wider audience. 
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Netnography can be defined as the conduct of ethnography over the Internet (Kozinets, 

2010). Bowler (2010) stated that online ethnography refers to the study of culture and 

society through an online social platform. Netnography is a tool to improve online data 

research by collecting and examining data about specific content (Heinonen and Medberg, 

2018). 

 

Through netnographic analysis, many new viewpoints about digital services or digital 

content can be explored and improved in order to create a better outcome for the online 

platform. Many research articles use netnography as part of their pilot study or exploratory 

research method (Heinonen and Medberg, 2018; Bowler, 2010; Kozinets, 2015). 

Netnography has been used to explore how brand communities emerge, to develop the 

quantitative study of customer experience and also marketing study to understand the 

cultural understanding of the research (O’Sullivan et al, 2011; Ismail, 2011; Heinonen and 

Medberg, 2018). Therefore, netnography is a suitable method to find the effective social 

media platform use by the green campaign to spread awareness to society. This is 

important so that the campaign organizer can choose a suitable social media platform in 

order to reach their target audience. The green campaign content then can be delivered to 

a wider target audience to create better awareness of the cause of the campaign. 

 

The proposition for this study is Facebook is the main platform used for social media as 

an information inquisition and communication tool. The second and third most used 

platform is Instagram and Twitter. 
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2.6 The antecedent and consequences of previous green campaign 

Malaysian government tend to create many green campaigns to promote an 

environmentally friendly lifestyle such as the 3R campaign (reduce, reuse, recycle), 

Environmental Education campaign, No Plastic Bag campaign, and many more 

(Hosseinpour, 2015). Some of the campaigns have collaborated with Non-government 

organizations in Malaysia to create awareness about green campaigns locally. Some of the 

campaigns managed to survive and some tend to vanish along the time. 

 

One of the first campaigns launched in Malaysia is the 3R campaign which the antecedent 

of the implementation was to reduce the solid waste production through reduce, reuse and 

recycle process. The consequences of the campaign, which started in 2007, shows that it 

is not very effective when only a small percentage of contractors implement their 

construction waste through 3R practice (Ng et al, 2015). One of the reasons why this 

happens is because the contractor only recycles and reuse common materials such as wood 

and steel; that only covers a small percentage of the total construction waste. Therefore, 

Ng et al (2015) suggest that all parties from the top-down method need to be responsible 

to ensure campaign success. According to the research, the government need to implement 

better planning on the laws and policies related to 3R practice in construction waste 

management by making it compulsory for them to handle the construction waste using 3R 

practice. Hence, strict policies on environmental issues need to be implemented so that 
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people to start to take this issue seriously. To rely on awareness and voluntarily changes 

in behaviour is not guarantee the success of an environmental campaign. 

 

Similarly, another 3R campaign research done by Norzafirah (2012) tends to focus on the 

effectiveness of the 3R campaign between students at University Malaysia Pahang (UMP). 

The antecedent of this research is to understand the level of awareness of the 3R campaign 

among students at UMP, University Malaysia Terengganu (UMT) and University 

Malaysia Kelantan (UMK). The consequences from this research show that 60 per cent of 

informants are aware of the 3R campaign and another 40 per cent does not aware of this 

campaign. However, even though the informant is aware of the campaign, their 

participation to implement the 3R activity is still low. The main cause is because students 

are lacking in the education of sustainability and environmental issues; due to that, they 

do not have the responsibility and cannot see the relevance to support the campaign. 

Therefore, the planning of this campaign should involve how to educate people about what 

is happening to the environment and its impact on society. By doing so, people tend to 

have a clear understanding of how they are responsible to take care of the environment. 

Exposing society to a green campaign at a young age might lead to a better green-user 

consumer in the future. This is because they start to be educated about the importance of 

a green campaign at a young age and be part of their lifestyle on a daily basis. 

 

In early green behaviour studies, many models based on knowledge and attitude are being 

a focus on the study (Kollmuss and Agyeman, 2002; Kiatkawsin and Han, 2017). Due to 
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that many campaigns tend to emphasise knowledge and attitude to increase public 

awareness on environmental issues. However, current issues show that this approach is 

not so effective (Juvan and Dolnicar, 2014) and there are other factors that affect the 

effectiveness of a certain campaign. Other than knowledge and attitude, there are many 

other factors such as age, income level, gender, education level and social background 

influence that might influence campaign effectiveness (Budeanu, 2007; Han et al, 2009; 

Ostman and Parker, 1987; Pinto et al, 2011). 

 

Age is one of the elements that can give an impact on a green campaign. Similarly, 

research by Howe and Teufel (2014) shows that the antecedent of this campaign believe 

that young age (university students) consumer is significant in noticing an advertisement’s 

content compared to older age consumer (more than 45 years old). However, the 

researcher does suggest conducting additional research to find out the differences in how 

differences in age process the advertisement. Barve et al (2015) support the statement by 

mentioning that a younger age group (13 to 19 years old) tend to easily accept an 

advertisement content including the harmful content of the advertisement. However, the 

study also stated that the lower age group tend to have lower recall, higher trust and lower 

understanding of commercial messages. Due to this, the consequences of the campaign 

shows that children’s food choices tend to be influenced by the advertisement and lead to 

junk food consumption. Both genders tend to be impacted by advertisements equally and 

tend to compare themselves with the model on the advertisement, which leads to the 

feeling of insecure and lack of confidence in themselves (Barve et al, 2015). Other than 

that, the corporate image of an advertisement also tends to influence the response of the 
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young age candidate (college-age students) towards the advertisement (Belt and Paolillo, 

1982). The scholars suggested being more careful with the content of the campaign when 

it comes to the younger target audience as they are easily influenced and sometimes might 

understand the message wrongly if it is not stated clearly in the campaign. 

 

A similar to that, antecedent from research done by Wernher et al (2015) believe that 

applying practical learning to be more effective to the young children as they can practice 

how to adapt to the green-user lifestyle. A study in China shows that a green campaign 

that focuses on younger age students in educating them about environment awareness tend 

to show positive outcomes when the campaign was executed at the school level where the 

students are practically taught to plant trees, recycling and care for wild animals (Huang 

and Tian, 2014). Likewise, a study by Wenher et al (2015) shows that practical studies 

tend to be more effective if it was able to give a positive life experience to the candidates. 

Another study by Shoji et al (2016) also supports this by indicating that age is an important 

factor to be included when designing a behavioural test on a certain research topic. The 

consequences from this scholars show that practical learning is easier to understand and 

tend to show a positive outcome compared to theory learning among younger age students. 

 

Another campaign that emphasizes age in a green campaign is a campaign called PINTAR 

Go Green School which is a collaboration of Universiti Kebangsaan Malaysia (UKM) that 

is meant to emphasize green education through internal and external activities as well as 

theory and hands-on exercise (Pintar Foundation, n.d.). This antecedent of this campaign 
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is hoping to educate the schoolchildren about climate change issues and how to practice 

as a green consumer. Through this program, many private institutions, NGOs and 

government agencies can be involved by adopting one school at a time. The result shows 

that this program arises at various schools all over Malaysia. This campaign is one of the 

examples of how the age factor is important when it comes to awareness of a green 

campaign. 

 

Several studies show that the age factor might have a different impact on different types 

of campaign (Huang and Tian, 2014; Wenher et al, 2015; Shoji et al, 2016; Barve et al, 

2015; Howe and Teufel, 2014). It is important to find the age factor impact on the green 

campaign to ensure the objective of the campaign delivered in long terms duration. 

Children tend to be more influential if they can be part of the campaign (practical) as 

stated by Huang and Tian (2014). Due to that to applying suitable campaign tactics 

towards different ages is vital to make sure the campaign is effective in the long term run. 

 

However, most of the study that uses age as one of the factors in their studies tend come 

from the advertisement industry. Public service announcement campaign tends to focus 

more on other factors rather than the age factor. Even if age is used as one of the factors, 

the study tends to be quite basic and need additional research to get a specific answer on 

how specific age process the campaign’s content (Howe and Teufel, 2014). A similar to 

that, research was done by Wenher and Lipsky (2015) shows that children tend to 

complete their intellectual development between the age of 11 to 16 years old and during 
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this time their maturity of moral judgement is developed and it affect the way of how they 

carry their life in the future. 

 

Other than age, law enforcement is another element that tends to give effect to a green 

campaign. Malaysia citizen does acknowledge the importance of environment and 

ecology (Ahmad and Juhdi, 2008), however, the understanding to change the lifestyle and 

behaviour towards environmental friendly is still far behind if want to compare to other 

countries. This is due to the willingness to buy the charged plastic bag at the supermarket 

and the not-so-successful outcome of the no straw campaign that has been implemented 

nationwide starting July 1st 2019 (Hee, 2019; Wong, 2019) shows that Malaysian is still 

far from being an environmentally friendly country. The reality is that the Malaysian 

consumer is still lacking in understanding the relationship between their action and the 

impact of the action on the environment (Wan et al 2013). This is why law enforcement 

is the best way to apply a green campaign in Malaysia as it tend to give impact on the 

consumer nationally. 

 

San Francisco is one of the countries that applied law enforcement in green campaign 

implementation. According to Thomas (2015), the San Francisco campaign antecedent 

forbidden the use of plastic bags and only allow the use of single-use plastic bags (charged) 

to reduce the use of landfills by 75% and zero waste by 2020. The consequences from this 

study show that the consumer and seller tend to follow the new policy to implement at 

their restaurant and businesses, however, feedback by the informant did mention that the 
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policy should take note for specific businesses that might need to use a plastic bag as part 

of their business to run. According to one specific informant, the no plastic bag policy is 

exempted for certain places such as a restaurant that offers prepared food and wet market 

(Thomas, 2015). 

 

Similarly, another country that implements law enforcement towards plastic bags is Israel 

where they use high-density polyethylene (HDPE) plastic that can be used one time only 

(Ayalon et al, 2009). The decision, however, has created a new issue when the used plastic 

bag was litter and flown by the wind which created an annoying urban environment or 

was stuck at the roadside. This study shows that the consequences of any law enforcement 

that the government want to make need to have proper planning so that the decision not 

lead to another issue in the future. 

 

The Malaysian government had implemented several environmental law enforcement 

such as Go Green PDRM, 3R campaign (reduce, reuse, recycle), No plastic bag (Ministry 

of Health) and also the collaboration with the industry such as Green is a Lifestyle 

campaign, Green Building and many more (Umi Khalthum, 2013; Pintar Foundation, n.d.; 

Portal Rasmi Polis Diraja Malaysia, n.d.; Noor Atiqah, 2016). One of the campaign 

antecedents that initiated by the Ministry of Health is to ban the use of plastic bag at all 

pharmacies in Malaysian Government Hospital starting from the year 2012 (Umi 

Khalthum, 2013). This campaign is to encourage patients to bring their bags when 

collecting medicine at the government pharmacies and at the same time reduce the use of 
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plastic bags consumption. The result of this campaign at in 2013 (Umi Khalthum, 2013) 

shows that the awareness of the importance to reduce plastic bags is yet to identify. Further 

research needs to be done to see the impact of this policy on consumer behaviour and 

awareness. 

 

From the studies, we can see that consequences from environmental law and policy make 

people follow the new environmental policy implemented by the government, however, 

each policy has its pros and cons that make the policy become not effective as an overall 

(Ayalon et al, 2009; Thomas, 2015; Wan Kalthom et al 2013). Other than that, most of 

the studies on the law enforcement impact on consumer behaviour did not have a proper 

follow-up or tend to need further research to get a detailed outcome from the study (Aruna, 

2012; Noor Atiqah, 2016; Portal Rasmi Polis Diraja Malaysia, n.d.; Umi Khalthum, 2013). 

Consumer’s understanding of certain campaign’s objective is important for a campaign to 

succeed. If a change of behaviour is derived from a force, most probably they change their 

behaviour if the policy is changed in the future. 

 

Based on the previous study shows that law enforcement plays important role in green 

campaign. Therefore, this study analyze the consequences of green campaign and to see 

the impact of law enforcement towards the green campaign. The finding can contribute to 

creating a more effective campaign to ensure that people understand the objective of the 

campaign rather than follow it because they are being forced to do so.  
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The next element that plays an important role in the green campaign is price. Price tends 

to play an important role in consumer daily life. From food to clothing, the consumer tends 

to search for better value in terms of pricing. A study by Muhammed Abdullah and Selvan 

Perumal (2018) shows that the campaign antecedent believes that price has a direct 

relationship with consumer’s purchasing behaviour especially when it comes to green 

products. One of the policies that applied in the No Plastic Bag campaign is that consumer 

who insists to get a plastic bag is charged on a certain amount to get one. The 

consequences from the research shows that the charged plastic bag policy did reduce the 

use of plastic bag among consumer, however, the awareness among consumer of why not 

to use plastic bag is still unclear (Jakovcevic et al, 2014). If a plastic bag charge is the one 

that encourages people to lessen their plastic bag use due to the monetary incentive, most 

probably they change their behaviour if the incentive would be removed in future. 

However, if people are educated about the importance of not using plastic bags in the 

environment, they voluntarily reduce the use of plastic bags even if there are no charges 

rules apply. The result from this research shows that the charge to plastic bags rules is 

effective when the use of the recycled bag is an increase in the supermarket that apply the 

rules; however, this only applies to place which charge the use of plastic bags (Jakovcevic 

et al, 2014). The result also stated that at places, which did not charge the plastic bags, the 

use of recycle bags is less compared to the places that apply the charges rules 

 

It is vital to see the importance of price influence in consumer decision making as the 

change of price might lead to greater impact and at the same time, proper education is 

required to make sure the consumer is aware of the danger of plastic bags towards the 
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environment. Similarly, research by Tan et al (2016) proves that price plays a main role 

in a consumer purchasing decision. The research stated that consumer is reluctant to buy 

the environment-friendly product as the green product tend to be more expensive 

compared to the non-green product. However, the informant did believe that they are 

responsible for the environment but not ready to commit to the green product due to the 

higher price factor. 

 

To educate the consumer, the leader in the community needs to be enlightened on the 

importance of green behaviour. According to Abdullah et al (2016), there is a relationship 

between a leader’s awareness and the application of the green concept in the marketing 

mix. The most popular green behaviour is to recycle, as it is easy to recycle all the 

brochures and marketing leaflets. This study shows that it is hard to fully implement green 

behaviour in their company due to the cost to produce an environmentally friendly product 

is more expensive compared to the non-environmental friendly product and lack of 

support from the government. Other than that, poor consumer reaction towards the 

environmentally friendly product is also a reason given in the findings. 

 

Based on the research done, it is important to see the relationship between price and 

consumer behaviour for the green campaign. The outcome helps the organizer of the 

campaign to understand better the price term whether to increase the price to reduce the 

use of a plastic bag or to not offer any charged plastic at all.  
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Thus, the proposition for this study has been identified based on the research by scholars. 

Generally, the antecedent and consequences of the green campaign can be concluded as 

below: 

 

The antecedent of the green campaign is 

1. Younger age consumers (teenagers) tend to notice an advertisement content better 

than older age consumers;  

2. Practical learning tend to be more effective to young schoolchildren;  

3. Forbidden the use of a plastic bag and allow the single-use plastic bag to reduce 

plastic waste;  

4. Environmental law/ policy tend to give impact on consumer decision making;  

5. Price tends to give a direct impact on consumer’s purchasing decisions.  

 

Consequences of the green campaign are: 

1. Younger age consumers (teenagers) do notice the advertisement content better but 

they also can easily misinterpret the content of the advertisement, which lead to 

the wrong message; 

2. Practical learning does give a positive impact on young schoolchildren; 

3. The use of single-use plastic lead to other problems such as plastic bags was litter 

and flown by the wind which created annoyance urban environment; 
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4. The environmental law/policy might give an impact on consumer decision making 

but there is no awareness in the behaviour and might change if the law/policy is 

no longer applicable; 

5. The consumer might not buy an environmentally friendly product due to the higher 

price even though they are aware of the environmental issue. 

 

2.7 Future Planning for Green Campaign 

Most of the green campaigns tend to be long-term campaigns before the outcome of the 

campaign can be seen. Some of the campaigns might need months and others might take 

years to see the results. No Plastic Bag campaign in Penang took 10 years before the 

Penang state government decided not to offer a charges-plastic bag to the customer every 

Monday starting July 2019 (Tang, 2019). To have a consistent campaign along the way is 

important in order to see the change in people’s behaviour towards the green campaign 

message. The planning on how to maintain the campaign in the long term is vital to ensure 

the campaign is able to reach the target to a specific period as planned earlier. 

 

A green campaign needs to have proper planning in order to accomplish the objective of 

the campaign. Without proper planning, the campaign might not be able to achieve the 

objective and lead to a wastage of money, time and energy. For example, a study by 

Pacheco-Blanco and Bastante-Ceca (2016) on a green campaign at public universities 

institution in Spain shows that different universities have different types of department 

that control the campaign, which lead to limited access in managing the campaign, or any 
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green procurement matters. the study shows that a green campaign that was put under the 

health and safety department have limited access in managing the waste generated on the 

campus and lead to negative result to the campaign. Therefore, Pacheco-Blanco and 

Bastante-Ceca (2016) suggested that proper department management is essential to make 

the green campaign among public universities successful. This need approval from the 

government sector to develop better green department planning in the future. This means 

that the university need to revise the policy control and come out with proper planning on 

which department is the most suitable to handle this campaign and to make it consistent 

across the country. 

 

Policymakers are an important element when it comes to the implementation of the green 

campaign. People obey the instruction that comes from the government rather than 

listening to the content of the awareness campaign produced by the government. Hence, 

Katz et al (2016) suggested that price increases (tax) might be effective in achieving water 

conservation. However, this is likely to be a short term result as when the price is 

decreasing, participants may not comply with the instruction on water conservation as 

they did not understand the objective of the campaign which is to save water. Katz et al, 

(2016) stated that the lack of knowledge is one of the reasons for this outcome and this 

can be solved by having proper planning from the policymakers to ensure participants 

understand the impact of water wastage in the country. 
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Similarly, research by the Royal Society of New Zealand (2014) stated that the 

government and parliamentary bodies need to cooperate in order to come out with better 

planning for environmental challenges in the industry, development and water quality. 

The research focuses on forming environmental policy towards the industry to ensure the 

economic development and environmental protection is both taking care of at the same 

time. New Zealand plans to support green innovation by giving incentives towards the 

low carbon production industry and to establish stable environmental policy especially for 

issues between economic development and environmental protection (Royal Society of 

New Zealand, 2014). 

 

In contrast, the research by Ragusa and Crampton (2017) focus on how government can 

shape and create individual’s awareness of environmental issues and at the same time 

produce green communication campaigns by using psychology to influence self-

identification with concepts or beliefs on certain environmental issues. The research 

suggested that the government should use the social media platform to create awareness 

on the green campaign as the result from this research shows that several campaigns that 

have more exposure in the social media tend to have higher participants compared to a 

campaign that did not use the same tool. Ragusa and Crampton (2017) mentioned that 

connecting environmental degradation with individual concern is important to gain the 

public’s attention. The campaign also should be focusing on a topic that the social concern 

about environmental issues in order to gain more support from society. 
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One of the countries that have the most challenges when it comes to environmental 

sustainability is China. Being the world-leading manufacturing industry, a new formation 

of environmental policies need to take place time after time to ensure less damage is done 

to nature. The government in China issued their first national blueprint for climate change 

in 2013, and in the blueprint, it stated that 15000 factories to report actual figures on air 

emission and water discharge starting from 2014 to ensure the industry did not harm the 

environment (Mehran and Yen, 2018). The government in China also use the Five-Years 

Plans (FYPs) to minimize the impact of industrial development on environmental 

sustainability (Jiang, 2010). However, Mehran and Yen (2018) revealed that with 

numerous environmental laws and policies implemented in China, there is no law that 

focuses on carbon dioxide, which is one of the most important contributors to global 

warming. This leads to critics by various environmental bodies all over the world. This 

study shows that detailed research and planning need to be made in order to create an 

effective environment law or policy. Even with a small mistake, the polluter will be free 

and no law or policy can bring them to justice. 

 

However, environmental law is still considered as the most reliable to be used as 

preventive action and to protect the environment. According to Adzidah (2011), the Bakun 

case in Malaysia proves that environmental law can protect the environment. The court 

endorsed the state of Sarawak own legislative enactment to deal with its land and river 

under the Natural Resources Ordinance 1949. The policy stated that the producer, 

manufacturer and service provider of green technology need to follow the environmental 

policy to make sure technological implementation in Malaysia is smooth. This evidence 
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shows that proper planning and execution of environment law benefit the environment 

and protect it from any harm. Law policy is able to make from small changes to a small 

incentives that result in big differences (Halpern, 2015). The scholars explain the 

important to have specific environment law or policy to ensure the industry adapt the 

environmental sustainability in their industrial process. The law or policy have a certain 

penalty if the specific industry or business did not comply with the law or policy of the 

country. 

 

The proposition for this study is environment law or policy is used by the government to 

comply with the green campaign in order to ensure environmental sustainability is 

achieved. Due to this situation, it is a good time for the government to implement better 

solid waste enforcement regulations to change the attitude of society towards prioritizing 

the well-being of the environment. 

 

2.8 The Theories of the Study. 

2.8.1 Theory of Planned Behaviour (TPB) 

Before the existence of Theory of Planned Behaviour (TPB), Theory of Reason Action 

(TRA) was first developed by Martin Fishbein and Icek Ajzen in 1967 to examine the 

attitude of a human being towards their action or behaviour (Kaiser, Wolfing and Fuhrer, 

1999). According to Sheppard, Hartwick and Warchaw (1988), TRA tends to be used in 

situations whenever the target behaviour is not completely under their control. Other than 
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that, any situation that involves a choice problem that was not addressed by Fishbein and 

Ajzen is also suitable for the model. 

 

Theory Reasoned Action is a theory created by Fishbein and Ajzen (1975) to measure the 

behaviour of the consumer. This theory explained about the change of behaviour based on 

the behaviour intention of the consumer, the social norm that influences the behaviour 

intention and the individual attitude towards the final behaviour. The researches by Khare 

(2015), Orr et al (2013) and Paul (2016) shows that social norms tend to be one of the 

reasons for green buying behaviour by the consumer. The social norm is the idea of how 

to behave which provide people with an expected idea of how to behave in a particular 

social group or culture. The idea of norms provides a key to understand social influence 

in general and conformity in particular. Social norms also can be considered as the 

standards of behaviour of social groups. 

 

This theory was later developed by Ajzen in the 1980s to be the Theory of Planned 

Behaviour (TPB) to predict a person's intention to engage in a behaviour at a specific time 

and place (Mathieson, 1991). The TPB focusing on explaining behaviours in which 

individuals have the one ability of self-control. The most important thing in this model is 

behavioural intention, which is being affected by the attitude about the probability that the 

behaviour have a certain expected result and the subjective assessment of the risks and 

benefits of that result (Jill, 1977). One way to forecast behaviour is intention. The intention 

is the cognitive representation of an individual’s willingness to execute a given behaviour, 
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and it is the immediate antecedent of behaviour. The intention occurs from three things, 

which is the attitude toward the specific behaviour, the subjective norms and the perceived 

behavioural control (Kaiser, Wolfing and Fuhrer, 1999). 

 

According to Khare (2015), to measure attitudes toward the behaviour, people’s subjective 

norms also need to be included such as the belief on the opinion from the people that they 

care towards the outcome behaviour. Knowing these beliefs is as important as knowing 

the person’s attitudes. Other than that, perceived behavioural control influences intentions. 

Perceived behavioural control refers to an individual’s perceptions of the ability to achieve 

a specific behaviour. All of these predictors lead to intention. The more encouraging the 

attitude and the subjective norm lead to a stronger intention to perform the behaviour in 

question. 

 

Several researchers such as Mathieson, 1991; Fenson-Hood, 2011; Kaiser et al, 1999; 

Apinhapath, 2014; Orr et al, 2013; Shu et al, 2017; Paul et al, 2016; and Khare, 2015 has 

conducted a study towards consumer behaviour activities over the years and some derived 

from sociology, psychology, economics, or social sciences. These researches are more 

concentrated on the effects of TPB towards their study which focusing on external 

motivations such as publicity, campaign, packaging, branding, availability, direct selling 

and social norms. 
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This theory is suitable to be adapted in this study, as this study would like to understand 

green-user consumer behaviour with the green campaign in Malaysia. By using this 

theory, the study can understand better what influcence the consumer to adopt a green 

lifestyle in their daily life and can contribute to a better understanding of green campaign 

limitations. This influence tend to focus on the knowledge part under TPB model that 

contribute to perceived behaviour contro, of consumer. Perceived behaviour control of 

consumer is the one that influence the behaviour intention to apply green lifestyle on daily 

basis.  This lead to better planning for the future green campaign in Malaysia by improving 

the knowledge part in terms of content of green campaign to influence consumer in their 

behaviour towards green campaign. 

 

2.8.2 Previous TPB Studies 

According to a study done by Orr et al (2013), TPB was used to identify the effect of 

immediate social context in health behaviour. The finding of TPB in this study shows that 

experience does give an effect on the decision-making made for health behaviour (in 

example: any negative experience lead to changes in decision making for health 

behaviour) and the intention of a person towards health behaviour is exactly as predicted 

(in example: people visit a doctor if they are not feeling well). Intentions can be predicted 

by three variables, which is attitude, subjective norms and perceived behavioural control 

(Kaiser, Wolfing and Fuhrer, 1999). Sheeran et al (2001) stated that attitude can be 

referred to people’s overall evaluation of their performing the behaviour and subjective 

norms refer to perceptions of social pressure from significant others to perform the 

behaviour. Perceived behavioural control is the person’s perception of the extent to which 
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performing a behaviour is under a person’s control and could directly predict behaviour 

(over and above the effects of intentions) (Sheeran, 2003).  

  

Another health study that also use TPB to predict long-term healthy eating behaviour and 

intention find that TPB can predict the performance of behaviour over considerable 

periods; also highlighted the importance of temporal stability of health cognition (Connor 

et al, 2002). Studies by Orr et al (2013) and Connor et al (2002) shows that TPB is useful 

when it comes to identifying attitude that leads to behaviour changes on health context. 

Many types of research on food-related behaviour tend to use TPB such as health-related 

eating behaviour (Ajzen and Timko, 1986), reduction in fat intake (Paisley and Sparks, 

1998), and healthy eating (Povey et al, 1999). However, these studies tend to focus on 

intention rather than behaviour (Connor et al, 2002). For this healthy eating behaviour 

research, past behaviour is a strong determinant of future behaviour due to the habit of 

previous eating behaviour (Kumanyika et al, 2000; Verplanken and Faes, 1999). The 

previous behaviour and future behaviour need to be measured to see the relationship 

between both of these (Conner et al, 1999). This study reported here implemented this 

method by using a self-estimated of healthy eating as the measure of previous behaviour 

and future behaviour using an authorized food frequency questionnaire (Conner et al, 

2002). The result shows that TPB tends to be predictive for healthy eating intentions and 

the previous behaviour was found to be predictive of intentions cross-sectional but not 

prospectively (Conner et al, 2002). Conner et al (2002) also mentioned that the lack of 

impact of perceived past behaviour in the prospective analyses is interesting because it 



 

65 

 

proposes that intentions are strongly controlled by the cognitive factors described in the 

TPB than by simple reflection on past behaviour. 

  

On the other hand, another health study that uses TPB was done by Sheeran et al (2001) 

which focus on the ability of TPB to predict attendance behaviour among patients to health 

screening over a certain period. The result of the finding of this study shows that TPB 

could not differentiate between consistent, initial and delayed patterns of attendance. It 

can only compare those who come and those who are absent from the event (Sheeran et 

al, 2001). These findings reveal an important limitation of the TPB in application to health 

behaviours. The TPB is suitable to use to identify attitude that leads to behaviour changes 

in health context but not suitable to explain the pattern of health behaviour change (in an 

example, the attendance of participant to health screening event, how many time people 

recycle, etc.). This is one of the gabs that need to be the focus on if a researcher wants to 

implement TPB in their study (under a health context). 

  

Other than health, TPB is a popular theory that tends to be used to determine the change 

of behaviour due to environmental context. This theory tends to focus on attitude, social 

norms and previous experiences that lead to a change of behaviour in the environmental 

context (Shu et al, 2017; Paul et al, 2016; Khare, 2015; Joachim, 2015; Greaves, 2013; 

and De Groot and Steg, 2007). The TPB is one of the most suitable theories to be used in 

environmental behaviour study due to it is accounted for both changes in self-reported and 

actual behaviour even though the predictive power is more towards self-reported (Greaves 
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et al, 2013). Armitage and Conner (2001) mentioned that TPB is an effective measure to 

predict intentions due to it tends to cover a wide range of areas and several studies have 

shown that TPB to be an effective predictor for environmental behaviour (Greaves et al, 

2013; Armitage and Conner, 2001; Kaiser and Gutscher, 2003). 

  

Another environmental study done by Shu et al (2017) shows positive connections in the 

pro-environmental planned behaviour (PEPB) model between the citizen and ecolabel 

products. The study uses the extended theory of TPB to measure citizen’s behaviour 

intention regarding mandatory and voluntary pro-environmental programs. Shu et al 

(2017) stated the government do have a proper campaign for the environmental awareness 

campaign and the mandatory program by the government is getting positive feedback 

from the citizen. This study shows that the correct support given by the government for 

the mandatory and voluntary program is needed to change citizen’s behaviour.  

  

Paul et al (2016) did an environment study that use TPB to predict green product 

consumption behaviour. The finding of this study shows that attitude is the strongest 

predictor of green buying behaviour followed by perceived behaviour control. The study 

tends to focus on those who are highly concerned about the environment first to sell green 

products related. When a consumer tends to have a positive attitude towards the green 

environment, they have more effort to buy a green product to reduce any environmental 

product (Singh and Gupta, 2013).  
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Joachim et al (2015) did a study on people’s behaviour in green building investment shows 

that motivations, intentions and belief, values and norms is the one that could influence 

the demand for green building investment. The study that uses TPB shows that social 

pressure arising from institutions; family, friends and society tend to have a high impact 

on behavioural motivations and intentions of green consumers (Joachim et al, 2015). 

Kaiser and Kibbe (2017) mentioned that pro-environmental behaviour could be 

approached from a person’s outside (ecological consequences such as recycling 

behaviour) or inside viewpoint (environmentally protective intentions such as willingness 

to pay to buy recycle bags instead of buying a plastic bag). This concludes that people 

green behaviour (in investing in green building) is very much affected by social norms 

and those who live in environmentally friendly areas tend to influence easier rather than 

those who don’t (Joachim, 2015; Kaiser and Kibbe, 2017; Khoshbakht et al, 2018). 

 

2.8.3 TPB Study limitation 

Based on the researches done on the TPB model on campaigns, it shows that changes in 

behaviour tend to be influenced by the previous experience and the intention of a 

consumer tend to suits the prediction depends on the situation (in example, people visit a 

dentist if they have gum issues). According to Kaiser, Wolfing and Fuhrer (1999), 

intentions can be predicted by three variables, which is attitude, subjective norms and 

perceived behavioural control. Any previous negative experience tends to influence the 

decision making of a consumer. The health campaign shows that TPB is suitable to be 

used to identify the attitude that leads to changes of behaviour however it is not suitable 

to explain the pattern of health behaviour change (Sheeran et al, 2001).  
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The TPB used in environmental study shows that behavioural changes tend to be 

influenced by the law or mandatory program created by the government. Attitude also is 

the strongest predictor of green buying behaviour as those who tend to recycle at home 

tend to buy a green product to support the green environmental lifestyle (Singh and Gupta, 

2013). When it comes to environmental study, it shows that social pressure also tends to 

have a high impact on consumer behaviour (Joachim et al, 2015). 

 

TPB normally tend to be used to see the changes of behaviour due to attitude, subject 

norm or perceived behavioural control (Joachim, 2015), and most of the research tend to 

focus on consumer’s behaviour changes toward the topic chosen (Shu et al, 2017; Paul et 

al, 2016; Khare, 2015; Joachim, 2015; Greaves, 2013; and De Groot and Steg, 2007). 

Most of the studies tend to focus on TPB’s impact on the social norm, attitude, motivation 

and experience (Paul et al, 2016; Joachim et al, 2015; Orr et al, 2013; Sheeran et al, 2001) 

due to that, this study focus on the influence of age group, price and law enforcement give 

impact towards consumer’s perception on No Plastic Bag campaign that leads to certain 

behaviour. This campaign did offer a considerate alternative (to bring own recycle bag, 

buy the 20-cent plastic bag and so on), but the TPB did not explain how the judgements 

are converted into certain decision-making. To come out with an inclusive theory for 

consumer behaviour, many researchers concentration on social psychological research 

focusing on behaviour formation (Fishbein and Ajzen, 1975). 
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The study then later can extend to cognitive dissonance to focus on how charged-plastic 

bag’s prices give influence consumer behaviour in buying the charged-plastic during 

groceries shopping. The research done by Zen et al (2013) shows that consumers tend to 

support the No Plastic Bag Campaign day in Malaysia; however, some of the consumers 

bought the 20-cent plastic bag due to not enough space and said that it is part of their 

behaviour of not use to bring their own recycle bag to the supermarket yet. This 

contrasting behaviour tends to suit the cognitive dissonance theory to see the reason for 

such behaviour among consumers is. 

 

2.8.4 Cognitive Dissonance theory 

This theory that originated from Festinger (1957b) stated that it is a situation whereby an 

individual has two different cognitions that are related to each other but at the same time 

is inconsistent with each other. This situation create conflict or dissonance what affect the 

final decision of an individual. If the cognition is relevant to each other, it can be consistent 

or inconsistent between each other. According to Harmon-Jones et al (2015), the cognition 

may be relevant or irrelevant to one another. The cognition can come from any 

understanding that a person has about the topic (for example the inconsistent cognition of 

a heavy smoker who is aware that smoking is harmful to their health). Whenever there is 

inconsistency (dissonance) between attitude and behaviour, something must change to 

remove the dissonance. If the dissonance element that occurs is a behaviour, people can 

change the behaviour to remove the dissonance. However, if behaviour element is the 

difficult part for the people to change (in example: stop smoking), the person might reduce 

the importance of the cognition (smoking can cause lung cancer) with their own belief or 
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attitude to remain the behaviour (in example: research had not proved definitely that 

smoking causes lung cancer). 

 

The research shown by Dietrich and List (2011) and List and Dietrich (2010) specified 

that it is subject to an individual’s preference to dictate actions and not the other way 

round. Archarya et al (2018) mentioned that individuals tend to follow their confirmation 

bias and motivated reasoning whenever they are facing cognitive dissonance. 

Confirmation bias occurs whenever individuals decline to participate with potentially 

conflicting information, thus choose to update the information with the previous existing 

attitude (Nickerson, 1998). While motivated reasoning is the tendency for people who 

view new suggestions as entirely consistent with their previous opinion (Schaffner and 

Roche, 2016). Both of the existence of this concept whenever individuals want to avoid 

cognitive dissonance. With confirmation bias, cognitive dissonance is minimized by 

avoiding potentially challenging information that could create mental discomfort; while 

with motivated reasoning, objective information is ignored to reduce mental discomfort 

(Druckman and Bolsen, 2011; Taber and Lodge 2006). 

  

Customers are exposed to public service announcements (PSA) daily such as a no smoking 

campaign, no drug campaign, global warming campaign, recycle campaign and many 

other awareness campaigns. The exposure can be in terms of visual, audio or written forms 

that comes from television, radio, poster, banner, newspaper and many other media. The 

media of social marketing have its great influence all around the world using the power 
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of persuasion and force in affecting the attitude and behaviour of people (Archarya et al, 

2018).  

 

According to Sharma et al (2012), persuasion tends to be an important element in a 

campaign to change people’s attitude, behaviour or perception towards certain topics 

highlighted in each campaign. This is much related to the theory of cognitive dissonance 

which stated that contradicting thoughts that work as a motivation that make the mind to 

be bound to obtain or create new beliefs or judgments or to adjust the existing belief to 

suits a certain campaign’s objective (Sharma et al, 2012). For instance, a person who 

knows the danger of plastic towards the environment is still using plastic rather than 

recycle bags due to he is used to not bringing recycle bags when he went shopping. This 

is a cognitive dissonance, which develops between what he thinks (plastic is bad for the 

environment) and the actual behaviour which is still using plastic rather than recycle bags. 

To reduce this dissonance, the person needs to adapt his behaviour to his attitude, by start 

using recycle bag, or adapt his belief and attitude (plastic is bad for the environment) to 

his behaviour. 

 

The cognitive dissonance theory developed by Festinger (1957a) suits into a category of 

counterintuitive social psychology theories, which are referred to as action-opinion 

theories. The essential characteristic of action opinion theories is that they can give an 

impact on one’s beliefs and attitude (Festinger, 1957a). This is is the opposite of the 

logical action that action is supposed to be the result of someone’s belief or attitude; and 
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not the cause of the action. However, additional research shows that these type of theories 

have spontaneous appeal in the theories, especially cognitive dissonance; which lead to 

pervasive people’s tendency to rationalize (Hall et al, 1998). An Effective recycle 

campaign or green campaign might lead to a change of attitude of people to start to recycle 

and taking care of the environment. 

  

Most of the no plastic bag campaigns tend to have a positive outcome from the research 

of the campaign effectiveness in the use of recycled bags (Jakovcevic, 2014; Yeow et al, 

2013; Ari and Yilmaz, 2016; Chang and Chou, 2018). However, these studies tend to 

focus more on the use of recycling bags and not on consumer’s behaviour towards 20-cent 

plastic bags offered by the supermarket. The cognitive dissonance theory is appropriate to 

use for this study to find the reason behind the intention to buy the 20-cent plastic bag.  

 

The theory of cognitive dissonance focus on the differences in attitude and behaviour of 

consumer that buy the 20-cent plastic bag at the supermarket. Based on a survey done to 

a group of 100 informant in Penang island shows that 98% of informant are aware that 

plastic bag is dangerous towards the environment and yet only 79% informant bring 

recycle bag to the supermarket. The survey also shown that 82% responded did buy the 

20-cent plastic bag with 58% of them stated that they bought the plastic bag due to forgot 

to bring recycle bag to the supermarket and 20% of them bought the plastic due to the 

need for an extra bag during shopping. The survey shows that there is a cognitive 
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dissonance between the attitude and behaviour of the informant with the purchasing of a 

20-cent plastic bag at the supermarket. 

 

This theory show the motivation of consumers that aware of the danger of plastic bags 

towards the environment to buy the charged plastic bag at the supermarket. The 

inconsistency of attitude and behaviour can lead to better campaign planning in the future 

that fills in the gap of not accept the charges for plastic bags in the supermarket. 

 

The cognitive theory able to discover the reason behind the conflict of the behaviour of 

consumer that is aware of the danger of plastic bag but still willing to buy the charged-

plastic bag. This study also identify the behaviour of the consumer on the certain price of 

a plastic bag that they are willing to purchase during groceries. This theory is the extended 

theory to the TPB to gather information on the effectiveness of the green campaign in 

Malaysia. 

 

2.9 Chapter Summary 

This chapter provides a review of the pertinent literature. Moreover, this chapter contains 

a discussion of these studies and a review of the basic concepts and terminology related 

to the green campaign in the framework of antecedents and consequences of the campaign. 

This chapter discussed about green campaign that had been done in Malaysia especially 

for the No Plastic Bag campaign in Penang. The previous study shows that even with 
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many green campaign available in Malaysia, this issue topic still not able to solve the issue 

with garbage issue and did not able to increase the recycle rate among the society. People 

still using plastic bag even with the no plastic bag campaign has been implement for the 

past 12 years. Research from other country show that they have been facing similar issues 

which lead to the study for this research which is to find out the green campaign issues 

and the usage of social media platforms in creating the awareness of green campaign.  
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Figure 2.3 Theoretical Framework 
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Figure 2.4 Summary of Literature Review 
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CHAPTER THREE  

METHODOLOGY 

 

3.1 Introduction  

This chapter is the methodology part of the study. This research apply the qualitative 

method to discover the fundamental of a campaign towards the consumer’s perspective. 

This chapter also discuss the research methodology and research design, the application 

of the procedure also discussed in this chapter. 

 

3.2 Research design  

A plan to conduct research is also known as the research design. This present study 

research design is to understand the green campaign specifically for No Plastic Bag 

campaign credibility information acquisition through new media platform, therefore this 

study apply a qualitative research approach. The qualitative method is applied when a 

group or population need to be study, or an investigation need to be done to find a solution 

to a problem, or the silent voice needs to be heard, or an understanding is needed for a 

certain issue or the researcher want to understand the contexts of setting in which 

participants in a study interpret their story, address their problem or issue, or raise their 

voice (Ting, 2018). 
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This method is also appropriate when a researcher aims to get a deeper understanding of 

the issue in informants own content, and at the same time, the qualitative research method 

is constructed to gain thought to a particular characteristic of human behaviour and to 

facilitate the investigation of experience (Creswell, 2007).  

 

In this research, the study tries to explore how the society seeks green campaign 

information through new media which research areas are rarely conducted. This study also 

focuses on informants understanding of the green campaign concept to see the 

effectiveness of the green campaign towards consumer’s behavior. A qualitative research 

method was implemented to achieve this purpose. In terms of number of research and 

types of approaches, qualitative research is applied here due to it tend to be more 

noticeable in research area and allow the informants to deliver more in-depth content to 

the research.  

 

The qualitative research understand similarities and differences and also pattern as a 

representative of the informants through observation, interview transcripts and audio 

recording (Polkinghorne, 2005; Mikėnė, Gaižauskaitė & Valavičienė, 2013; Erlingsson & 

Brysiewicz, 2013). By using this method in this research, the interview session able to 

capture the experience and understanding of the informants during interviewed. 

Furthermore, qualitative method give flexibility to the researchers to guide the study. By 

using this method, the researcher discovered the viewpoints of homogenous and 

heterogeneous among the groups of people to discharge the divergent viewpoints within 
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a society. Because social capital is interpersonal, asking a group of informants to answer 

to specific questions and hypothetical situations lead to more nuanced data compared to 

data collected from surveys (Dudwick, Kuehnast, Jones, & Woolcock, 2006; Merriam, 

2009) 

 

3.3 Phenomenological Approach 

The objective of this research is to explore the behavior of consumer in Penang on green 

campaign issue and the usage of social media platforms of green campaign. Husserl (1970) 

stated that individual’s expertise pre-reflector is considered as part of individual’s life 

world, without any choice of interpretations. According to Creswell (2007), “A 

phenomenological study describes the meaning for several individuals of their lived 

experiences of a concept or a phenomenon” (p. 57). This phenomenological approach 

focused on certain attitudes and individual’s assertion on words rather than statistics. 

Since this research focus on understanding consumer behavior in green campaign, 

phenolenology attempts to form objective assumptions of themes are considered as 

subjective. 

 

According to Menon et al (2014), the awareness and understanding of informants are 

sought through systematic reflection in order to determine the essesntial propertied and 

structures of experience. Mostly in phenomenology (evidence, emphathy, intention, life 

world and inter-subjectivity), the life world part is considered the most appropriate point 

to focus on. Life world can be explained as a basic or background of all the experience. 
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According to Hycner (1985), phenomenological anaylsis can be explained as “ the inner 

world of experience of the subject” and this is the most precise type of analysis whereas 

different researchers can explain the data in a different way and theres a margin to it to 

explain on the explanation. Since qualitative research tend to focus on observation, 

analysis of texts, interviews and focus group, this research used in-depth interview to get 

better understanding on the feedback from informants.  

 

The data collected from the in-depth interview then was interpreted and then go to the 

most important part which is the interpretation of phenomenological data. The phenomena 

generated then was reduced and the transcribe date leads to meanings. The interview 

session that was transcribed was read multiple times in order to get the sense of the whole 

interview data. The researcher then used arduous progression for every word, sentence, 

paragraph and the nonverbal expression during the interview to translate the informant’s 

notions. The result of this stage lead to a general meaning of the informant’s perspective 

related with the objective being examine in this research. The definition of meanings 

related to the research questions lead to a vital stage in the clarification of data. The 

researcher tend to addresses the research questions after the generic meanings of data have 

been identified (Moustakas, 1994; Polkinghorne, 1989; Creswell, 2007; Dukes, 1984; 

Tesch, 1990; Giorgi, 1985). Next stage, the list of units of relevant meaning are studied. 

The redundant data are removed. Through inspection for each answers of informant lead 

to the common theme. Then, from here, the researcher regulates the primary themes of 

these groups. Lastly, the themes found in all or most of the interview are grouped together 

as a generic theme.  
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3.4. In-Depth Interview 

This research uses a phenomenological approach using in-depth interviews to examine 

and collect data to answer all four of the research questions. An interview is crucial to get 

the story behind an informant’s experience. There are three major forms of qualitative 

interview, which is observation, in-depth interviews and focus group. According to King 

and Horrocks (2010), a qualitative interview is considered as an open-ended style, more 

flexible, and tend to focus more on people’s actual experiences rather than general beliefs 

and opinion. The researcher tries to explore the green campaign acquisition behaviour of 

the society, hence, the in-depth interview is a suitable data collection method for the 

present research.  

 

For this research, the researcher decided to use the in-depth interview to get the most 

honest answers from the informants, The informants are given four basic questions and 

they are given freedom to answer the question ion their own way. Based on the answer 

given, each informant is lead to more follow-up questions that enrich the answer to more 

detail that answer the objective of this research.  

 

In the interview method, there is a series of topics or a list of questions that used in the 

interview. The way on how and when the question to be delivered is flexible and the 

interviewee can respond to the interview in their way respectively (Edwards and Holland, 

2013). The flexibility is important to make sure that the interviewee feels comfortable to 
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tell the details of their story, and this add to better information to be collected for the 

present study. That is why this research let the informant to express their thoughts and 

opinion freely without being disturb in order to get the most genuine answer from each of 

the informant.  

 

The informants are allowed to be flexible in their answers and each of them tend to have 

unique answer based on their previous experience and different lifestyle. This situation is 

not only lead to variety of answers from the informant but also able to collect interesting 

data related to green campaign until the answer is considered saturated.  

 

For the qualitative research method, an interview can be considered as a standard process 

in collecting data. It is a technique used to comprehend the understandings of others by 

discovering the interviewee’s point-of-view, experience, emotional state and perceptions 

(Ting, 2018). Ting (2018) also stated that by using the qualitative method, the researcher 

can get the details from the interviewee to get to know the specific situation, to explain 

the interviewee’s perceptions of the situation and much more information from the 

observation on the informant during the interview session. 

 

The researcher can have more options in getting richer, better stories and information from 

an in-depth interview for the research project. The researcher also can get more 

elaboration from the question if they need more elaboration. The qualitative interview 

allows the informant to interpret their perception, thoughts and feelings through the in-
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depth interview. With a qualitative method, researchers can understand the process of an 

event rather than just a collection of what happened and how they react to it. This present 

study is to explore how society acquiring green campaign information through new media, 

hence the in-depth interview is a suitable data collection method. 

 

The researcher use ice-breaking questions first so that the informant who is a stranger feel 

comfortable sharing the information. This method of interview calls the Funnel Interview 

structure (Matsumoto et al, 2013) whereby the tough questions to be kept to the last part 

of the interview. This method help to make the informant feel ease during the interview 

and help to get the most quality answer from them. 

 

During the first interview, the informant tend to be quite tense and nervous at the 

beginning of the interview. After the researcher start to include the ice-breaking session, 

the informants tend to be more relaxed and able to answer the question properly compared 

to before researcher apply the ice breaking session. Due to this, the researcher applied the 

icebreaking session to all the informants and this method help the researcher to conduct 

the interview more effectively. Informants tend to be more flexible and talk more after the 

researcher start the interview with ice-breaking. The introduction session is important in 

order to make the rest of the interview session went smoothly, so the researcher make sure 

all the informants feel relaxed along the interview sessions.  
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Qualitative research can be done in many ways such as face-to-face interviews, phone 

interviews and online interviews. According to James and Busher (2009), informants can 

take control of the conversation by expressing their thoughts, sharing their experiences, 

telling the story in their way and explore detailed information on a certain issue.  

 

This study used a face-to-face interview to collect the data. The researcher have a list of 

questions as a guide for the interview and there are follow-up questions added along the 

way depending on the answer given by the informant. The interview is recorded in audio 

form to listen to and analyze later by the researcher.   

 

3.5 Data collection Design 

Qualitative research is a systematic approach to knowledge creation. It can be considered 

as an umbrella term under which a variety of research methods use data collection. For 

this current study, the in-depth interview is the method used to collect data to have a deep 

understanding of the research questions and topic. 

 

However, according to Sofaer (2002), personal characteristics of an interview might be 

one of the potential source of bias when it comes to in-depth interview data. The answer 

given by the informants might not be parallel with the informant’s thinking or behavior. 

Due to that this seen as risk characteristic in any research concerning qualitative methods. 

Therefore, the interview instrument of this research was developed with detailed 
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deliberation in mind. Sixteen informants was interviewed and the data collected was 

compared and analyze by the researcher that enable the researcher to develop upon the 

data obtained to explore prominent issues in more detail. The researcher conducted in-

depth face-to-face interview in English and Bahasa Melayu depends on the request from 

the informants. Before the interview, all informants were provided with the consent form 

which was signed and witnessed. The letter assured that all information obtained from this 

interview is confidential and only used for research purposes and that the informant can 

stop the interview session at any time during the interview. The interview was held at 

various location (offices) depend on the request of the informant. The location was secured 

to allow the informants to speak freely during the interview. The first interview was held 

on 17 December 2019, and the last interview was conducted on 4 January 2020 and each 

interview lasted between 45 to 60 minutes. 

 

The process of interview allow the informants to questions from simple to more specific 

questions and this technique help the researcher to stimulating the views of consumers on 

green campaign and obtaining vital data from the interview session. Before the interview 

session start, the researcher emphasized on the confidentiality, data protection and 

freedom of participation and this help to establish early relationship between the 

researcher and the informants. All the interview session was recorded. All the interview 

that was done in Bahasa Melayu was transcribed word by word in English and checked 

the translations and correctness by a Ph.D specialist from School of Language, Literacies 

and Translation, Universiti Sains Malaysia, Dr Marlina Jamal.  
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3.6 Design of the Qualitative Study Setting 

The researcher write the interview questions in English for submission to this research’s 

supervisors to establish their content for this research. After the interview question 

confirmed by the supervisors, the interview question was translate to Bahasa Melayu so 

that informants who prefer to use Bahasa Melayu can understand better. After completing 

the interviews, all the Bahasa Melayu transcript was translate to English and Dr Marlina 

Jamal from Literacies and Trabslation, Universiti Sains Malaysia verified the translation.  

 

In order to complete data collection, the first step is to get the official letter from Universiti 

Utara Malaysia and given to all the informant. This is to make sure they understood about 

the research objective and also the necessary informantion about this research. The 

researcher follow this steps in collecting data: 

a. approached Tesco Jelutong, Penang to get permission to approach the customer in the 

premise.  

b. Once the permission given by the management, researcher stand in front of the cashier 

counter so that can monitor the consumer before approach them.  

c. introduced herself and her university. 

d. make appointment for the interview session with those who fulfilled the criteria for this 

research and agree to be the informant for this research.  

e. Design a schedule for the interview session based on each informant availability to 

conduct the interview. 
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During the interview session, each of the informant was asked to introduced other friends 

that suits the criteria for this research. The researcher then contacted each one of them and 

approach them whether they willing to be the informant for this research.  Each of the 

informant stayed in Penang Island so the interview session was done at their office on the 

time set based on their preference. The researcher able to completed 1 to 3 interviews in 

one day since the interview lasted in 60 minutes each and the location is not far from each 

other.  

 

3.7 Location, Informant Selection, and Interview Protocol 

3.7.1 Location 

According to the Malaysia Population (2019) website, Malaysia has approximately 32 

million population all over the country and Penang alone have 1.746 million population 

in the state. However, there is no reliable statistic on the green-user consumer data 

population as a general in Malaysia or specific state in Malaysia.  

 

Penang is chosen as the location for the research to take place as this is the first state in 

Malaysia that implement the No Plastic Bag campaign on daily basis and had been 

implementing this campaign for the past decade (No plastic bags from January, 2010). 

Choosing Penang state as the research location is more suitable as the people who live in 

Penang tend to be exposed to this campaign for quite some time and they are more aware 

of the No Plastic Bag campaign. The location for each informant as shown in Table 3.2. 
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3.7.2 Informant Selection  

There are a few criteria needed to choose the informant for this study. First, the informant 

must stay in Penang for the past 10 years to be aware of all the green campaigns that are 

implemented in Penang state. This is to see the understanding of green campaign 

implementation as stated by previous scholars (Howe and Teufel, 2014; Barve et al, 2015; 

Belt and Paolillo, 1982). These criteria also able to understand how society determine the 

concept of the green campaign in Penang. 

 

The second criteria is whether the informant has at least one social media account to 

analyze the outcome of the social media platform used by the government for green 

campaign implementation in Penang. This measure is needed since social media is one of 

the most used platforms to reach a wider audience, effective tools for communication 

(Irwin et al, 2012; Merchant, 2012; Kimmons, 2014), and only require low cost; which 

makes it the best method to use in green campaign awareness.  

 

The third criteria are the informant need to be aware of the policy of the No Plastic Bag 

campaign in Penang. This is to investigate what is the antecedent and consequences of the 

green campaign implemented in Penang from the informant perspective. This specific 

campaign is used as a measure due to the campaign has been implemented for the past 12 

years in Penang and is a good guide to look at the antecedence and consequence part of 

the study. 
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The researcher choose to stay at Tesco Jelutong from 10am to 3pm on weekend and 

approach the customers that went shopping at Tesco. When the researcher first randomly 

approach the customer, she introduced herself and the purpose of this research. After that, 

if the customer seems to be interested to be part of the research, the researcher asked the 

three important criteria to make sure the customer is suitable to be the informant for this 

research. Those who suits the criteria then were given date and time for the interview 

session.  

 

This research did not have specific selection for gender as it use heterogenous method in 

collecting data as long as each informant fulfill the creteria needed as stated above. All 

this criteria shown in Table 3.1, help to explore the reason behind their action and relate 

it to the theory used in this research. The finding lead to the future planning for better 

implementation of green campaign in Penang.  
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Table 3.1 

Criteria needed for each informant 

No. Informant criteria 

1. Must stay in Penang for the past 10 years 

2.  Has at least one social media account 

3. Need to be aware of the policy for No Plastic Bag campaign in Penang 

 

Table 3.2 

Date, time and location of interview in data collection 

Informant    Date  Time  Location 

Informant 1: Zakiah  17 December 2019 11.45 a.m. Jalan Perak 

Informant 2: Alyssa  10 January 2020 9.45 p.m. Teluk Kumbar 

Informant 3: Edreal Ho 6 January 2020 2.38 p.m. Bayan Lepas 

Informant 4: Ms Ng  17 December 2019 9 a.m.  Gelugor 

Informant 5: Valentino 10 January 2020 9 a.m.  Jelutong 

Informant 6: Vasuki  18 December 2019 11.05 a.m. Bukit Jambul 

Informant 7: Azalina  17 February 2020 8.30 a.m. Batu Feringghi 

Informant 8: Farid  10 January 2020 6.05 p.m. Balik Pulau 
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Informant 9: Mohamad 31 December 2021 9.30 p.m. Taman Tun Sardon 

Informant 10: Siti Khadijah 25 February 2020 3.45 p.m. Batu Uban 

Informant 11: Azie  27 February 2020 9.45 p.m. Jelutong 

Informant 12: Munirah 27 February 2020  9.45 a.m. Persiaran Gurney 

Informant 13: Farah  28 February 2020 8.30 p.m. Persiaran Gurney 

Informant 14: Josephine Tan 6 January 2020 10.00 a.m. Georgetown 

Informant 15: Mohd Firdaus 4 January 2020 12.00 p.m. Gelugor 

Informant 16: Subramaniam 4 January 2020 6 p.m.  Gelugor 

 

3.7.3 Purposive sampling 

This study used purposive sampling to select the informants. Purposive sampling is 

important to this study because data gathering contribute to a better understanding of the 

content (Bernard, 2002). Selecting the suitable method in collecting data and from whom 

the data acquired is important to ensure the credibility of the data (Tongco, nd). The 

purposive sampling technique or called judgement sampling is the deliberate choice of 

informants due to the qualities of the participant process (Etikan et al, 2016). The 

researcher determine the needs that need to be known and select people who can and are 

willing to provide information based on their knowledge or experience (Bernard, 2002). 

This type of sampling is often used in qualitative research to identify and select 

information from available sources (Patton, 2002). This includes identification and 
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selection of informant that are well-informed with a phenomenon of interest (Creswell et 

al, 2011). Other than knowledge and experience, the availability and willingness to 

participate are also important in purposive sampling (Bernard, 2002; Spradley, 1979). The 

purposive sampling tends to focus on being able to assist with the study (Etikan et al, 

2016). 

 

The researcher start by identifying certain criteria needed and once the criteria are fulfilled, 

the consumer asked whether he/she is willing to be the informant for this study after the 

purpose of the research is brief to him/her. He/She then exchange contact details with the 

researcher to set an appointment for an interview session. Other than that, the researcher 

also can observe at the supermarket and identify people that fulfil the needed criteria and 

approach them if they are willing to be part of the informant of the research. The 

researcher continue to recruit informants for this research using both methods until the 

number of the needed informant is achieve. Eventually, the researcher able to get enough 

informants until data is saturated. The informants of this study come from the main 

hypermarkets in Penang. The entire interview conducted in English and Bahasa Melayu 

depending on the preferences of the informant. 

 

The researcher start with Puan Zakiah, Alyssa and Azalina whom the researcher met at 

Tesco Jelutong and they agreed to be part in this research. Fom Puan Zakiah, she 

introduced the researcher to Ms. Ng and Ms. Vasuki and they be part of the informant in 

this research. Alyssa introduced Edreal and Valentino who then agreed to be the informant 
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for this research too. From Ms Azalina, she introduced Azie, Mohamad and Farid who 

agreed to be part in this research. Farid later introduced Siti Khadijah and Mohamad 

introduced Mohd Firdaus, Josephine Tan and Subramaniam. Azie introduced Munirah and 

Farah and that total up to 16 informants which reach the saturation point for this research. 

Refer to Figure 3.1 for informant’s selection process. 

 

 

Figure 3.1 Informant’s Selection Process 
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Figure 3.2 Map of Penang 

 

3.7.4 Interview protocol   

This study use a in-depth interview protocol which conducted conversationally with one 

informant at a time, using a language that confortable by the informant that lead to 

cooperative investigation (Coleman, 2019). Coleman (2019) added that the in-depth 

interview tends to use more relaxed or loose structured interview in a qualitative research.  

 



 

95 

 

This study have two parts to collect data. The first part is the ice-breaking session 

interview, which collect the experience of the informant on the No Plastic bag campaign. 

During this session, the researcher create the informant profile, which contains the 

demographics of the informants. The second part is the questions, which developed from 

the research questions. Appendix 4 and 5 present the interview protocol in English and 

Bahasa Melayu. 

 

The interview conducted in Bahasa Melayu during the appointment date, as soon as the 

interview is conducted, the researcher conducted a transcript in Bahasa Melayu, and send 

it back to the interviewee to let them confirm or make some additions. After the researcher 

gets confirmation from the informant, the researcher translated the transcript from Bahasa 

Melayu to English, after finished the translation, the researcher send it to a professional 

who has the certification of the Bahasa Melayu- English translation for final confirmation. 

Only after this final confirmation, the English transcript imported in NVivo as data for 

analysis. 

 

3.8 Data Analysis Technique  

The outcome from the in-depth interview collected by the researcher will then be analyzed  

using the NVivo qualitative software analysis. According to Bazeley (2007) this software 

did not influence on the design of research and at the same time tedn to increase the 

accuracy of the qualitative research. Nvivo software enable the researcher to analyze the 

data in simple way in organizing the data; manage the understanding of the concept of the 
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research; provide traceability data; provide structure and standard method (Bezeley and 

Jackson, 2013). 

 

The data was systematically analyze by following the details: 

1. Transcribe the audio recording (interview) 

2. Read and re-read the transcription for better understanding 

3. Import the data to the Nvivo coding program 

4. Coding / grouping the themes in order to combine the related themes together and 

identify the specific individual topic as independent factor. This coding lead to four 

subjects: green campaign concept/ media platform used for green campaign/ antecedent 

and consequences of green campaign/ future planning 

5. Axial coding where the researcher continuously checked the themes coded in the 

process. This has lead to generating the first theme that generated three sub-themes and 

four sub-topics at the end of coding. Second theme generate two sub-theme and eight sub-

topics at the end of the coding. Meanwhile, theme three has generated two sub-themes and 

six subtopics. Finally, five sub-themes and four sub-themes have been made for the fourth 

theme.  The researchers therefore were able to analyse the data based on research 

objectives systematically throughout the process. 
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3.9 Validity and Reliability 

Researcher depend on the previous literature and own experience to address the issue of 

validity and reliability of her research. In qualitative study, to lay down on specific validity 

and reliability is quite clear but in order to apply it is often quite confusing in qualitative 

research because according to Noble and Smith (2015) validity and reliability is debatable 

whether it is appropriate to be used to evaluate qualitative research. Validity in qualitative 

study tend to focus on the integrity and application of methods used in order to make sure 

the findings is accurate; while reliability refer to the consistency within the employed 

analytical procedures (Morse et al, 2002). For this research, the researcher use the Lincoln 

and Guba (1985) model to check the validity and reliability of this research.  

 

3.9.1 Validity 

The validity of an instrument tend to focus on all processes in qualitative instrument and 

not just depend on the qualitative findings (Maanen, 1983; McCall and Simmons, 1969). 

However, Clark and Creswell (2015) argue that validating refers to a research that use 

strategies in order to ensure the accuracy and credibility of the findings, and this is part of 

the analysis process. One of the method that are most used are Lincoln and Guba (1985) 

which also used in this research. This method focus on credibility, transferability, 

dependability and confirmability as the technique used to establish validity in qualitative 

approach. Several techniques can be used to establish each of this criteria. Refer Table 3.3 

for the techniques to establish validity in a qualitative research. 
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Table 3.3 

Techniques to establish validity in a qualitative research  

Criteria Techniques Used 

Credibility  Observation 

Prolonged Engagement 

Negative Case 

Peer debriefing 

Triangulation 

Analysis Referential 

Adequacy Member-checking 

Yes 

Yes 

No 

Yes 

Yes 

No 

Yes 

Transferability Thick Description Yes 

Dependability Inquiry Audit 

 

Yes 

Confirmability Audit Trail 

Confirmability Audit 

Reflexivity 

Triangulation 

Yes 

No 

No 

Yes 

 

For this research, the researcher first collect all the data from all the informants and then 

transcribe the content in paper to analyze the data. All the transcribe data was given back 

to each of the informant to get their confirmation on the data that written on paper is the 

same as what they gave during the interview. After the researcher get the confirmation 

from each of them, then only the researcher proceed with the analysis process. This part 

is vital to ensure the validity of data used is the same as given by the informant during the 

verbal interview.   
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3.9.1.1 Credibility 

This research achive the credibility by approach the informants at the supermarket in order 

to create understanding on the research and create connection with the informants before 

the interview was conducted. During the approach, the researcher emphasize on the 

objective of the research before the interview, during the consent form was reviewed by 

the informants.  

 

Lincoln and Guba (1985) stated that persistent observation is identify as “those 

characteristics and elements in the situation that are most relevant to the problem or issue 

being pursued and focusing on them in detail” (p. 304). This research achieved this by 

focusing on specific questions develop in the interview as in appendix 5. 

 

In this research, peer debriefing is achieved when the informant reviewed the interview 

questions in Appendix 5. The triangulation characteristic applied in this research when 

comparing the viewpoints of informants in the interview and then analysis the 

triangulation by having professional to check for potential blind spots in the analysis. 

Creswell and Miller (2000) mentioned that this technique is “a validity procedure where 

researchers search for convergence among multiple and different sources of information 

to form themes or categories in a study” (p. 126). Due to that, any of the data collected 

that refer to the same question about a topic from different informants is considered as 

triangulation of sources. A total of 16 informants are the source for this research. The 
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experiences and perception of each informants were verified in contradiction of each other 

to create a better understanding about green campaign issue.  

 

3.9.1.2 Transferability 

The transferability was achieved in this research by gathering all the data collected in the 

interview session. According to Lincoln and Guba (1985), transferability is considered as 

what described as thick, rich, which means achieving the external validity. By explaining 

the content in detail, to the extend to conclusion drawn can be transferable to other setting 

situations, periods and people can be achieved.  

 

3.9.1.3 Dependability 

Guba (1981) stated that dependability is refer to the stability of data and it need to be 

constant. The process of the data and study need to be explain in detail in order to get the 

necessary findings (Shenton, 2004). This research include this technique by including 

Assoc. Prof. Dr Nik Adzrieman Abdul Rahman as the external auditor for this research 

procedures and general interpretations, which arisen from the research findings. He is 

qualified to be the external auditor as he have the sufficient knowledge on qualitative 

analysis techniques and consumer behavior. There are two steps in the evaluation which 

is; the first one is when he reviewed the research by chapters and evaluated the whole 

procedure of this research. The second steps is when he gave his report to the researcher, 

when he did confirmed the justification of the themes as well the findings and 

interpretations collected from the themes which is considered logical.  
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3.9.1.4 Confimability 

This research used audit trail to ensure confirmability of the finding. This method is 

organized to verify the research development by keeping a journal of all procedures, the 

detail of the development of the data collection, and the recording data investigation. This 

researchs included keeping raw content, keeping process journal, and instrument 

development notes like preliminary agendas, and recording formats. 

 

3.9.2 Reliability 

According to Leung (2015) consistency is essence of the reliability for qualitative 

research. However, Hammersley (1992) claimed that “reliability refers to the degree of 

consistency with which instances are assigned to the same category by different observers 

or by the same observer on different occasions” (p. 67). This research allow the researcher 

to gain experience as when the interview was conducted, and able to focus on the follow 

up questions in the next interview. This process helps the informants to provide response 

needed in order to answer the research question at the end of research finding.  

 

3.10 Interview ethical issue 

This study takes an ethical issue in a serious matter. In the first step to recruit the 

informants, the researcher see if the person suits the criteria needed for this research. The 

researcher then approach to ask if they are willing to be part of this study. After the 
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introduction, the researcher fully explain the study to the informant and exchange the 

contact details for appointment setting in the next stage.  

 

In the second step, the researcher explain the research project and the research objective 

to them. The researcher also answer all their questions related to the present study, if they 

have any. After the informant is fully understood about the present research project, the 

researcher send the formal invitation letter to them to confirm the present study is the 

formal research. Given some of the informants might only speak Bahasa Melayu language, 

the formal invitation letter was written in English and Bahasa Melayu, see appendix 1 and 

2, to make sure they can fully understand the content of the letter. 

 

In the third step, when the informant is willing to be the informant for the research, the 

researcher send them the interview consent letter. The interview consent letter written in 

English and Bahasa Melayu as well, see appendix 3 and 4, the informant given enough 

time for them to read the letter and sign on it and give it back to the researcher, in this 

process the researcher again answer all the questions related to the present research. The 

interview consent letter explains that pseudonyms used to denote the informants 

throughout the report of the study. 

 

Next step, the researcher set a date for an interview with the informant. Before the 

interview started, the informant need to read and understand the Interview Protocol of 

Convergent Interview form in English and Bahasa Melayu, see appendix 5 and 6. The 
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form needs to be filled in before the interview session start. The interview was recorded 

in audio form with the consent of the informant; to be used as a record for analyzing 

purposes. In this form (appendix 5), data such as how long have they been stay in Penang, 

are they consider themselves as a green consumer or not, do they have any social media 

account and whether they bring recycle bag or bought the charged plastic bag during 

shopping. All these questions give answers to informants’ awareness, experience, 

impression and understanding about green campaign in Penang.   

 

3.11 Chapter Summary  

This chapter presents an overview of the methodology part that applies to this research. 

An in-depth interview is used in this study to collect data. The process of choosing the 

informants to collect the data is explained in this chapter. The data analysis process is 

discussed in Chapter Four. 
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CHAPTER FOUR 

RESULTS 

 

4.1 Introduction  

This chapter presented the data analysis process and findings. This data is based on data 

analysis created by Nvivo 11. This report start with the demographic findings of the 

informant and followed by the findings of the research objective. 

 

4.2 The Demographic of the Informant 

This report focused on three items of the informants: the age, gender and green user 

consumer among informants, which discover the informant experience with the green 

campaign in Penang Island. 

 

4. 2. 1 The gender and the distribution of the informants. 

The total of sixteen informants a mixture of six male and ten female, see Table 4.1 that 

show the gender distribution and percentage of informants.  
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Table 4.1  

Gender number and percentage of the informants 

Gender Number of matching 

cases 

Percentage of matching cases 

Male 6 37.5% 

Female 10 62.5% 

 

Among the sixteen informants, nine is 35 years old and above and seven is 25 years old 

and below. This leads to 56.25% and 43.75 respectively. However, this research did not 

have specific selection for gender as it use heterogenous method in collecting data as long 

as each informant fulfilled the creteria needed for this research as stated in Chapter 3. 

 

4.3 Research Finding One: The Concept of Green Campaign 

Based on the data analysis, the researcher found that there is a various concept of the green 

campaign that determine by the informant the lead to their understanding of a green 

campaign. The researcher categorized the concept of a green campaign into three groups: 

recycling products at home, product friendly environment, and supported by government 

and NGOs campaign as shown in figure 4.1. Product friendly environment concept 

includes taking care of the environment and saving the environment. While supported by 

government and NGO includes the Non-government organization and government. Figure 

4.2 mapped the research finding of the concept of the green campaign, and in these three 

groups, product friendly environments are repeatedly used by informants to determine the 

concept of the green campaign. 
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Based on a preliminary study done to a group of 100 informant in Penang island shows 

that 98% of informant are aware that plastic bag is dangerous towards the environment 

and yet only 79% informant bring recycle bag to the supermarket. The survey also shown 

that 82% responded did buy the 20-cent plastic bag with 58% of them stated that they 

bought the plastic bag due to forgot to bring recycle bag to the supermarket and 20% of 

them bought the plastic due to the need for an extra bag during shopping. The survey 

shows that there is a cognitive dissonance between the attitude and behaviour of the 

informant with the purchasing of a 20-cent plastic bag at the supermarket. 

 

 

Figure 4.1 Three categories of concept of green campaign 
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Figure 4.2 Mapping the research finding for the concept of a green campaign. 

 

4.3.1 Product friendly environment 

Based on the data analysis, the research categorized product friendly environment into 

taking care environment and saving the environment. See Figure 4.3. 

 

Figure 4.3 Product friendly environment group and subgroups. 
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4.3.2 Taking care environment  

There are five informants who mentioned that they understand the concept of a green 

campaign as part of taking care of the environment. Informant 8 said: 

Table 4.2 

Informant 8 

 “Emm..the green campaign, from my point of view must have relation with the trees, 

nature and also the sea. Nature is not only focus on the land…mmm.. but also the sea so 

green campaign should be focusing on all of these. For me the concept of green campaign 

need to be focus on various places like the city, drainage system, the sea and river, all of 

these need to be repaired la.” 

 

Similar content related to taking care of the environment is also mentioned by informant 

7, which also highlight: taking care of nature, animals and reducing plastic as part of 

taking care of the environment. 

Table 4.3 

Informant 7 

“For me, mmm…when people say green campaign, what’s come to me is actually taking 

care of the nature and animals and also reducing plastics and anything like that. 

Mmm..this is in order to preserve the nature and animals.” 

 

This opinion also supported by informant 11: 

Table 4.4 

Informant 11 

“ talking about green campaign, err what I can think is green color, the forest, cool breeze 

air, fresh water, wild life…so, it means that taking care of all of these elements.” 
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When the informant talking about ‘taking care of the environment as part of the green 

campaign concept, they explain how green campaigns normally tend to lead to a better 

environment and healthier environment to live in, in the future. The informant also 

mentioned that most of the green campaigns that they see tend to have the element of 

taking care of the environment such as encourage people to recycle, create awareness on 

the danger of plastic bags, remind people to save electricity and water and many more 

green campaign that create awareness that lead to having better environment in the future. 

 

4.3.3 Saving the environment  

‘Saving the environment’ was another kind of concept of a green campaign. This focused 

on avoiding and preserving natural resources which means saving or conserving animal 

life, marine life, clean water, natural resources plant life and so on. 

Table 4.5 

Informant 11 

“ok umm… green campaign, talking about green campaign, err…what I can think of is 

green color, the forest, cool breeze air, fresh water, wild life animal… so it means umm… 

all that needs to have an… a very one organized system  in order to have all that.” 

 

Similar content related to saving the environment mentioned by informant 7 and 5, which 

emphasize on nature; or environment and animals as part of saving the environment.  
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Table 4.6 

Informant 7 

“When people say green campaign, mmm.. what’s come to me is actually safe nature and 

animals and also reducing plastics and anything like that. In order to save the nature and 

animals.” 

 

Table 4.7 

Informant 5 

“I determine the concept of green campaign is typically when a person is introduce to a 

green campaign is basically to most probably they will be aahh.. focus towards saving the 

environment, saving the earth and stuff and more for me personally I determine the green 

concept by saving what is already damage.” 

 

Informant 15 and 3 highlighted: reducing pollution habit as part of saving the 

environment. 

Table 4.8 

Informant 15 

“Penang’s government’s hope for green campaign in Penang is to ensure the use of 

plastic is lessen, mm.. to make people use less product with no expired date and to reduce 

pollution.” 

 

Table 4.9 

Informant 3 

“The concept of green campaign for me mmm.. is actually saving trees, reusable and also 

clean.” 
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4.3.4 Other findings 

Other than two most answer given by the informant: saving the environment and saving 

the environment, the researcher found a couple other concept mentioned by the 

informants such as recycling product at home, and supported by government and NGO 

as the concept for green campaign. 

 

Informant 1,4,12 and 13 mentioned on how recycle is one of the concept needed in 

green behavior as it is one of the most crucial part in green campaign. 

Table 4.10 

Informant 1 

“..as far as I understand. green campaign is more on the usage of whatever product that 

preserve the environment, such as non-degradable plastic or non-usage of plastic, 

straws, taking care of the environment, not polluting the environment, recycling and 

many other ways of maintaining the environment for the future.” 

 

Table 4.11 

Informant 4 

“..to me green campaign is that aaa you do all things that you can in your daily life to 

care for earth la. as little as bringing recycle bag to the supermarket and try to 

segregate those things in the correct recycle bin.” 

 

Table 4.12 

Informant 12 

“For me, when you say green campaign, my mind totally think about the 3R’s, reduce, 

reuse and recycle. That is for me lah what I’m thinking about. Because in a way you can 

cut down the wastage like with the one that use plastics, when you go to shopping mall 

bringing your recycle bag, or in a way you say like if lets say in the office, we don’t 

prefer any printing, like that.” 
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Table 4.13 

Informant 13 

“Well, for me my personal opinion would be mmm… for example, I’m going to give 

example. When I went for a grocery shopping, I will always bring my own shopping bag 

and also try my best to avoid purchasing any plastic bag from the cashier. And then 

another thing is recycling, whereby I have like a bucket in my house so that I can 

segregate my recycling items such as plastics, aluminum, papers or boxes like that.” 

“I would say both thing that I mentioned is more towards on recycle because I am more 

particular on that portion. I am not really umm… educated or knowledgeable more 

other than the recycling portion.” 

 

Other than recycle, green campaign concept normally tend to be supported by the 

government and NGO as stated by Informant 7, 10 and 6. 

Table 4.14 

Informant 7 

“ok, the green campaign hmm. For me the green campaign is something that we trying 

to save our, nature. In terms of animals, nature like all the trees, all the animals. Lets 

say if we can see now, they try to save the penyu (turtle), other than that is like we try to 

reduce our plastic bag, umm all the stuff that kind of thing. And this kind of campaign 

need support by the government normally. Hmm.. and also NGO. So that it can be more 

effective.” 

 

Table 4.15 

Informant 10 

“As far as I know, one of the oldest campaign that related to green campaign are 3R 

which is the recycle, reuse and reduce. But nowadays, there’s more green campaign that 

exist mmm.. such as no plastic bag campaign, and the latest one is the straw made from 

bamboo or lemongrass. So from my opinion, green campaign nowadays tend to grown 

from many current ideas. Mostly the NGO that tend to play important role in green 

campaign. Hmm such as WWF, Go Green, and many more lah.” 
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Table 4.16 

Informant 6 

“…actually I get the idea about the campaign mostly from the state government policies, 

you know. for like for example they banned plastic bags, they banned container. its not 

like I on my own start doing it. its because when I get to the shopping mall and they 

don’t actually give you plastic bag. so I absorb the green campaign through this kind of 

enforcement.” 

 

Based on the data analysis in this section, in the concept of the green campaign group, 

‘saving the environment’ is the most frequent concept mentioned in the group, see figure 

4.4. The informant focus on saving nature, animals and reducing pollution is needed when 

focusing on saving the environment. Saving is more towards action to do something in 

order to save nature in the future. 

 

 

Figure 4.4 Saving the environment concept group and subgroups with reference 
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4.4 Research Finding Two: Media platform used for green campaign 

Based on the data analysis, there are many ways to gain information regarding green 

campaigns and according to the analysis, the researcher categorized the concept of the 

green campaign into two groups: new media and traditional media. New media includes 

Facebook, Instagram, Twitter, television and Whatsapp. While Traditional media includes 

printed newspapers, printed magazines, and highway billboards. Figure 4.5 mapped the 

research finding of the media platform used for the green campaign. 

 

 

 

Figure 4.5 Media platform used for green campaign group and subgroups. 

 

4.4.1 New Media 

In the New Media group, Facebook is repeatedly used by informants on media platforms 

used for the green campaign. There are five groups under new media which are Facebook, 
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Instagram, Twitter, Whatsapp and Televisyen. Most of the informant agrees that Facebook 

is the most used medium when it comes to green campaign in new media and the second 

most used medium in social media is Instagram, see figure 4.6. 

 

 

Figure 4.6 New Media group and subgroups with reference 

 

4.4.1.1 Facebook 

There are eleven informants mentioned that they mostly get information about the green 

campaign through Facebook, such as informant 14 and 9. 

Table 4.17 

Informant 14 

“It is more easy and instant communication and connects to other people all over the 

world in order for us to send the green messages by using these platforms. PGC has 
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utilized few social networks to spread and share the green initiatives, policies and sharing, 

for example Youtube Channel, Facebook, Instagram, Blog Page, Official Website, 

Linkedin, Twitter and hard news (newspaper, magazine) too.” 

 

Table 4.18 

Informant 9 

“I prefer FB compared to other social media because of the flexibility in using text, image 

and also video. Hmm.. for example, if we use twitter, we have certain amount of words 

only that can be used. So, I prefer FB” 

“Normally the content about green campaign will pass my wall (FB). Mmm.. mostly 

comes from people sharing and also government’s page. Mostly the content about green 

campaign tend to give clear information on the objective of the campaign.” 

“I have seen green campaign from NGO such as, hmm.. WWF, the one about orang utan 

and dolphin. Other than that, I’ve seen one from Australia, something to do with plastic 

in the ocean, but I don’t remember the name of the NGO.,,” 

 

Informant 1, 7 and 10 also stated similar content regarding Facebook as the medium to 

get information for the green campaign. 

Table 4.19 

Informant 1 

“I have been using FB since the beginning of the of social media involment, haha.. so I 

am comfortable using FB if compared to other social media. Hmm.. its easier for me to 

use it because for me, its quite user friendly.” 

“I use Facebook (FB) and IG. Specifically I don’t remember la any government green 

campaign in FB but articles and umm information, there’s a lot shared by people around, 

your friends, your social media friends about green campaign and the usage of it.” 

“I have seen many from NGO. One of it is Clean Up Australia, Malaysia WWF, Green 

Peace Malaysia.. mmm.. and a lot more actually. But I cannot remember the name, haha, 

sorry..” 
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Table 4.20 

Informant 7 

“I have quite a number of social media account. My most used and favourite will be, 

hmm.. I can say FB lah. Because I have more friends in FB compared to my other social 

media. Hmm.. its more personal to me (FB).. I tend to share interesting information to my 

friends in FB.” 

“I also have seen from Australia facebook. They are promoting their green campaign at 

their site...like they will put like koala bear like that and from there I can see everything 

about the green campaign that there are try to share with others. Mm.. I think it is effective 

because it attract me to actually read or watch the video. And also get more information 

about it.” 

 

Table 4.21 

Informant 10 

“Normally I will see a lot of green campaign in my FB timeline about plastic bag, the 

issue with turtle and straw, other than that, mmm..ya, about whale impacted by plastic 

bag and a lot more that give impact to our ecosystem.” 

“ I don’t really remember the name of the NGO but mostly about plastic laa.. plastic in 

ocean la, plastic stuck at turtle la,mostly plastic. Mmm, got recycle stuff also but I don’t 

remember.” 

 

4.4.1.2 Instagram 

There are seven informants agreed that they tend to get information about the green 

campaign from Instagram, such as informant 5 and 13.   

Table 4.22 

Informant 5 

“Mmm..I do see green campaign but not in FB but I’ve seen in Instagram before. Usually 

like a pop-up ads saying about Australia has started to use all paper bag, paper straw 

and everything. So that we can implement from that (the awareness).” 

“I prefer IG because its straight to the point, mostly photos and videos la. Less writing. 

Hmm, I prefer visual la I can say” 
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Table 4.23 

Informant 13 

“I have twitter, Fb and also Instagram. Umm but sadly I never seen any green campaign 

content in my timeline (FB) so far. I am not sure maybe because I don’t follow the page, 

or… ya I would say I didn’t follow the page but I do follow hmm… the world wide 

recycling campaign in IG but I don’t remember the campaign name. But not from our 

government and not from Penang state as well.” 

“I mostly used FB and IG. Hmm..main reason? Because I have more friends here. Others 

don’t have many friends” 

 

Informant 09, 10 and 1 also stated similar content regarding Instagram as the medium to 

get information for the green campaign. 

Table 4.24 

Informant 9 

“For now… I tend to use Facebook, Instagram and twitter. I think social media is a good 

way to get information or to communicate with people.” 

“Got many campaign in Instagram that use photos and infographic, I like it because easy 

to understand. Hmm, but cannot remember the name of the NGO..” 

 

Table 4.25 

Informant 10 

“I think umm.. social media tend to be one of the important communication medium 

nowadays. I tend to use a lot of Facebook, Instagram and twitter. My favourite will 

be..hmm.. FB and IG. I use that two a lot” 
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Table 4.26 

Informant 1 

“I use FB and IG. I think using social media as a platform is a very-very powerful and 

successful tools, mmm.. will be a successful tools because as we can see now the 

youngsters and even the not so young group of citizen are very much into social media. 

so with social media, a lot of umm input can be umm distributed at a very-very short span 

of time to a very large group of people.” 

 

4.4.1.3 Twitter  

Twitter is another medium mentioned by the informant as one of the media used to get 

information about the green campaign. Informant 13 said: 

Table 4.27 

Informant 13 

“I do think social media is considered the best platform for you to convey any messages 

or any campaign, umm… not only to the young generation but also the older generation 

because even my mom, she is very active in FB and tend to get a lot information from FB 

and sometimes from Twitter. So it’s the best medium for… probably for government to use 

to really educate Malaysian in this green campaign.” 

 

Informant 9 and 10 also stated similar content regarding Twitter as the medium to get 

information for the green campaign. 

Table 4.28 

Informant 9 

“For now… I tend to use Facebook, Instagram and twitter. Umm.. I think social media is 

a good way to get information or to communicate with people.” 

“Twitter is very straight to the point, less wording. Hmm, easy for me to understand” 
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Table 4.29 

Informant 10 

“I think social media tend to be one of the important communication medium nowadays. 

Mmm.. I tend to use a lot of Facebook, Instagram and twitter. Mostly I will get the 

information from friends sharing and NGO’s FB. Sometimes from news in social media. 

Rarely I got from the government FB.” 

 

4.4.1.4 Whatsapp  

There is two informants that use WhatsApp as the medium to get information about the 

green campaign, such as informant 12 and 2: 

Table 4.30 

Informant 12 

“For me, umm.. social media is a good communication medium and now everyone have 

all sort of social media like facebook, Instagram, Twitter, so everything can be seen in 

social media platform. So its good for the government for any awareness to do on the 

social media.” 

 

Table 4.31 

Informant 2 

“I actually found out about No plastic bag on Monday at Penang not through facebook 

but through whatsapp like it was shared by one of, the one of the messages that got 

forwarded around so its like.. errr I think I got it from a group chat with my family, they 

just started sharing and I was like oo… ok cool.” 

 

4.4.1.5 Television  

The last medium used to get the green campaign in new media is television as stated by 

informant 5 and 8: 
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Table 4.32 

Informant 5 

“I tend to use all the social media that I have regularly. to be honest, from the government 

,no... But articles wrote by others, like newspaper agencies or magazine, err.. they come 

out with some news and some sensational news like say no plastic starting jan 2020. it’s 

like they are the spokespersons for the government (NGO). But straight from the 

government I have never seen in my social media.” 

“Yes… I would say it’s lacking because emm most probably they are using word of mouth, 

highways billboards, all that kind of stuff and another thing is the television advertisement 

which is not suitable for the current audience, mmm.. because most of them are more to 

social media.” 

 

Table 4.33 

Informant 8 

“Yes… I do think that social media plays an important role in creating awareness. Many 

advertisement and campaign was a success using social media.” 

“However, I don’t really see any (green campaign) from the government except for 

advertisement in television.” 

 

4.5 Research Finding Three: Antecedent and consequences of green campaign 

implementation 

The information on the green campaign gained from new media and traditional media do 

give an impact on the informants and based on the data analysis, the researcher categorized 

the findings into two groups: antecedent and consequences. Antecedent includes ‘stricter 

government policy’, ‘create awareness’, and ‘using new media channel’.  While 

consequences include ‘society bring own bag while shopping’, ‘awareness of taking care 

of environment’, and ‘green campaign competition’. Figure 4.7 mapped the research 

finding of objective three. 
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Figure 4.7 Antecedent and consequences of green campaign implementation 

 

4.5.1 Antecedent of green campaign implementation 

In the antecedent group, ‘stricter government policy’ is repeatedly mentioned by 

informants as the antecedent of green campaign implementation. There are three groups 

under antecedent which are ‘stricter government policy’, ‘create awareness’, and ‘using 

new media channel’. Most of the informant agrees that ‘stricter government policy’ is 

needed to ensure the effectiveness of the green campaign in Penang, see figure 4.8. 
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Figure 4.8 Antecedent of green campaign implementation group and subgroup with 

references. 

 

4.5.1.1 Stricter government policy  

There are eleven informants who mentioned that: stricter policy helps to make a green 

campaign more effective; as stated by the informant: 

Table 4.34 

Informant 6 

 “So yes, enforcement in government policy is good, it is the single most important factor 

for me.” 
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Similar content related to the antecedent of green campaign implementation is also 

mentioned by informant 11, who highlights how stricter government policy is a must for 

the green campaign to be effective. 

Table 4.35 

Informant 11 

“after 11 years of implementation of No Plastic bag campaign, mmm.. I can see that theres 

a lot of people that bring their own plastic bag, but still there are people like me who will 

keep on asking for plastic bag. Ermm most of the times I tend to forgot and even if I bring, 

I will need more bag. So when they (consumer) still have that option, I think we cannot 

have that option (charged plastic bag). We need to cease all that. The government should 

have a stricter policy.” 

 

Other informants also agree that stricter government policy is needed to ensure an 

effective green campaign. Informant 10 and 16 stated: 

Table 4.36 

Informant 10 

“For now… I think this no plastic bag campaign is quite successful because it able to 

force us to bring our own recycle bag from home. It some sort like changing so it is a 

success. So the law (policy) is forcing people to adapt with the new shopping style and 

people have to follow it and this lead to success of the campaign.” 

 

Table 4.37 

Informant 16 

“Fine can be used to educate people to apply green lifestyle on their daily basis. Ermm.. 

stricter fine is important to ensure people will not do the same mistake twice.” 
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4.5.1.2 Create awareness among the society  

Another antecedent of green campaign implementation mentioned by the informants is to 

create awareness among society. There are seven informants who agree green campaigns 

do create awareness among society. 

Table 4.38 

Informant 2 

“the objective I guess was probably to encourage of more environmental friendly kindda 

lifestyle, I think that would be my understanding.” 

 

Informant 13 and 8 also mentioned similar content related to the antecedent of green 

campaign implementation. 

Table 4.39 

Informant 13 

“I think mmm.. the government should cooperate with the private sector to create 

awareness on green campaign because you know theres a lot of people that I can see, for 

personal housing I would say. You know in my house I have my own bin but I’m not sure 

about others.” 

 

Table 4.40 

Informant 8 

“Ok, the plastic bag nowadays charged for 20 cent, that one is more to ‘want’ and not a 

‘need’… If people want a plastic, then pay la. Some people don’t want to bring recycle 

bag, so there’s still demand to buy plastic bag from the consumer. So the objective of No 

Plastic Bag campaign actually is to reduce the use of plastic bag, but it is not effective. 

Because for me, other than being in construction industry, I also have part time job as a 

fisherman. From people’s eyes, this campaign look like a success but for me as a 

fisherman who dealing with the sea, I can see many garbage, plastic, can that settled on 

the seabed. There’s also some plastic that washed away in the sea. If people sit at the 
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beach, they cannot see all of this and it looks like no garbage in the sea. But… if we took 

the boat, we can clearly see all these garbage washed away all over the sea.” 

 

4.5.1.3 Using a new media channel  

There are three informants mentioned about the importance of using new media channel 

to create a more effective green campaign. Informant stated:   

Table 4.41 

Informant 14 

“While the world is moving towards digitalisation, social media has been a common tool 

to disseminate information and educational materials. Ermm..everything is now at our 

fingertips, using social media, we can reach a wider community. This phenomenon is ever 

more viable after the Covid-19 Pandemic; every one of us has to adapt ourselves into this 

New Normal and digital platform is become necessities and must use platform nowadays. 

Social media has the influence and impact in reaching different categories of citizen, from 

children, young adults and working adults.” 

 

Comparable content is given by informant 13 and 5 that highlight the importance of a new 

media channel for a more effective green campaign. 

Table 4.42 

Informant 13 

“I tend to get the information about green campaign in Penang such as recycling 

campaign, No Plastic Bag campaign and so on usually from the mall itself. Like now 

there’s no plastic bag at all. Mmm.. so it’s a good campaign but it’s just that for me it’s 

not like really been executed correctly or strongly executed I would say. Need to make use 

of the social media for greater impact” 
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Table 4.43 

Informant 5 

“Yes… I would say its lacking (using social media) because emm most probably they are 

using word of mouth, highways billboards, all that kind of stuff and another thing is the 

television advertisement which is not suitable for the current audience, because most of 

them are more to social media. Ya… they should move from there la...” 

 

4.5.2 Consequences of green campaign implementation 

As a consequence of the green campaign implementation group, ‘society brings recycles 

grocery bag to the supermarket’ are repeatedly mentioned by informants as the 

consequences of green campaign implementation. There are three groups under 

consequences which are ‘society bring recycle grocery bag to the supermarket’, 

‘awareness taking care of environment increase’ and ‘green campaign competition’, see 

figure 4.9. 
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Figure 4.9 Consequences of green campaign implementation group and subgroup with 

references. 

 

4.5.2.1 Society bring recycle grocery bag to the supermarket  

There are seven informants mentioned that society bring recycle grocery bag to the 

supermarket is the consequences of the green campaign as stated by the informant: 
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Table 4.44 

Informant 2 

“I’m usually seeing people bringing their recycle bags to shopping mall err sorry 

groceries store and all that so in that aspect I think it has succeeded. Personally I do try 

to take aa my own bag to do grocery shopping, because one it is more convenience and 

two its meant  I don’t have to keep on paying for plastic bags.” 

 

Similar content repeated by informant 6 and 13 that highlight the consequences of the 

green campaign that lead to people to start using recycle bag.  

Table 4.45 

Informant 6 

“Consequence is like it or not, you have to convert and accept the campaign. at beginning 

ya lah, a bit uncomfortable la because its easier to just get the free plastic bag right. But… 

its just a change of paradigm la for example bringing your own mug, and all sort of small 

things la.” 

 

Table 4.46 

Informant 13 

“well the changes or impact that I can see from this campaign is that in the mall we can 

see a lot or more people are more aware of this and they bring their own shopping bag 

for grocery shopping usually” 

 

Informant 7 also mentioned how the consequences of the green campaign give an impact 

on her to bring her own recycle bag. 
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Table 4.47 

Informant 7 

“Personally, the campaign is effective for me as I start to bought the recycle bag after the 

campaign. For other people, from my observation, I can see they brought their own 

recycle bag.” 

 

4.5.2.2 Awareness taking care of environment increase  

The next consequences repeated by 5 of the informant is that the green campaign should 

increase awareness of taking care of the environment as mentioned by informant 11: 

Table 4.48 

Informant 11 

“I think ermm.. fear is more effective in create awareness because through telling them 

what will happen to the ecosystem, the world climax that will impact us umm… as people 

in the world and also like on our children health, and also the animals especially the 

endangered species, I think some sort like that.” 

 

Informant 8, 5 and 10 tend to focus on how green campaign can create awareness taking 

care of the environment through recycling and using less plastic. 

Table 4.49 

Informant 8 

“The plastic that sit on the bottom of the sea will leak the chemical discharged and 

polluting the sea that will give effect to the sea creature. If we change the plastic straw to 

steel straw and we will be charge lets say 50 cent per straw, I’m sure we will not simply 

throw the straw. Same thing apply to bag plastic, if the charged plastic bag increased to 

more expensive, people will start think twice to ask for charged plastic bag.” 
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Table 4.50 

Informant 5 

“We started to be green and when school started to implemented in every school, so the 

youngster felt like you know what, I need to teach my parents. so then we teach our parents 

don’t bring plastic bag, use recycle bag and for example, for Tesco, they sell recycle bag 

at the front checkout counter so can just buy that and then like accumulate by time and 

then you will have a lot already.” 

 

Table 4.51 

Informant 10 

“I think this no plastic bag campaign is quite successful because it able to force us to 

bring our own recycle bag from home. Ermm.. it some sort like changing so it is a success. 

The citizen tend to be more responsible to take care of the environment.” 

 

4.5.2.3 Green campaign competition  

There are 2 informants who that mentioned green campaign competition can be used to 

make a green campaign more effective. 

Table 4.52 

Informant 5 

“I was in the nature club in my school so the nature club in my school, we had to 

implement all this in my school as well. Ermm what they did was they make the students, 

the youngster to involve. They did this green campaign competition among schools in 

Penang. so the school that use the most recycle things they will win and then they will get 

a cash price, I think around 20k or something and the 20k will be use to upgrading the 

school stuff. so I was part of that project for 3 years. for 2 years straight (2011-2012) we 

won the 1st place and then last year (2013) we won for 1st runner up. So we start to 

understand. because the big people (adult) they don’t understand why we should recycle 

because plastic bag is just a normal thing. when they grew up that was normal for them 

but then when the youngster grow up, they understand the consequences of it.” 
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Table 4.53 

Informant 7 

“Can start some sort of competition for primary school, starting from standard one. 

Maybe they can have like green campaign to the school and show the kids what is the 

purpose. Why we are trying to do this kind of green campaign. And maybe from there I 

think the kids will know like ok, it’s like this, what is the reason and so on. So from this 

they will know that oo plastic bag is not really good for our nature.” 

 

The finding shows that the antecedent and consequences of the green campaign do have 

some repeated content from the informant. The content for antecedent tend to focus more 

on the things that can be done for a better green campaign and the consequences show that 

the green campaign does achieve its objective; lead to some green awareness and also 

created some green competition among schools in Penang. 

 

4.6 Research Finding Four: Future planning for better implementation of green 

campaign 

The data analysis shows the future planning need for better implementation of green 

campaign. The researcher categorized the findings such as ‘lack of facilities’, ‘climate 

change’, ‘lack of green campaign activity’, ‘pollution getting worse’ and ‘human attitude’ 

in figure 4.10. Figure 4.11 mapped the subgroup of research findings for objective four. 
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Figure 4.10 Categories of objective four 

 

 

Figure 4.11 Future planning for better implementation of green campaign 
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4.6.1 Lack of facility  

There is 4 informant that has similar content when asked about why the green campaign 

needs to be sustained in future. The finding shows the 4 informants mentioned that the 

current green campaign is lacking facilities and this is the thing that needs to be improved 

in future for a green campaign. Informant 16 stated that: 

Table 4.54 

Informant 16 

“For me the government need to expand the green campaign in order to change people’s 

behaviour towards green lifestyle. Ermm if I want to compared to the previous era, I can 

see that the community nowadays are lacking with communal work (gotong royong). 

People during my time (60-80’s) did not rely to the MBPP labor to clean their home yard. 

Like my mom always tell me to clean our home yard ourselves because that is our 

responsibility. People nowadays tend to rely too much on the labor and even if the labor 

did help to clean up their home yard, there will be many complaints occur after that. so it 

is hard to apply green campaign especially related to cleanliness” 

“The campaign cannot success if the society did not implement it at home. Hmm.. can see 

la few houses recycle but most of the houses didn’t..” 

 

Comparable content mentioned by informant 13, 4 and 11: 

Table 4.55 

Informant 13 

“The facilities is also not enough. Mmm.. I don’t see recycling bins around. In the mall, 

yes. For example you don’t really see it on the street and then, I’m not sure about school. 

Probably they have it already now.” 

“For me, as long as the faciliries is not complete, hmmm, the campaign is not considered 

as successful. Need to improve the facility to motivate people to do green stuff laa..” 
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Table 4.56 

Informant 4 

“Yes, like my flat… I don’t see any of the bins there and there’s not even umm nearby. 

like maybe I know the flat maybe relatively comparatively small in the sense that the 

density is not that high. but at least nearby the neighborhood there’s this huge bin there 

for us to throw in according to the category, then it’ll meet the government expectation of 

the green campaign.” 

“It’s a bit sad that not all areas is having that kind of facility like my place. My flat… we 

don’t have that (near Penang Hill). Even with ‘advance places’ examples the aah one of 

the factory in the Bayan Lepas area, renowned brand, of course I am not going to mention 

about the brand, they have one of the most beautiful cafeteria for thousands of their 

worker, they don’t have the bins for different category for you to recycle like papers, 

plastics, glasses. but sadly to say, when the cleaner, the workers, when they try to, umm 

what do you call that umm try to pick up the rubbish, the recycle item ok, they just pour 

everything in into a huge bag. So that comes back to the square one. so that bin doesn’t 

serve any purpose.” 

 

Table 4.57 

Informant 11 

“First remove all the green garbage bin that we have right now and replace it through 

out the country. I think that will take some time and it does need a lot of money involve 

but they have to do it. Or else it will not create awareness.at least from there they will 

know which house is not recycling or obeying to the law and maybe from there they can 

go further by impose some penalty or something.” 

“Number two is to enhance the facilities. Because they are lacking the facilities here. I 

think they going halfway. They did the campaign, did the billboard and so on but they did 

not provide the facility. They need to go all round.” 

“Need to improve to consider as successful campaign.. I think long way to go la.” 

 

4.6.2 Climate change  

There is 3 informant that mentioned climate change as the reason why the green campaign 

needs to be sustained in future. Informant 13 stated that: 
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Table 4.58 

Informant 13 

“Ermm.. the climate exchange is very serious nowadays. So we want a better world. So I 

think that is the main point why we would like this green campaign to be execute and to 

be a successful campaign.” 

 

Similar content given by informant 10 and 6. 

Table 4.59 

Informant 10 

“I think mm.. with what is happening to the world nowadays, the weather, and mostly 

effect our health, all of this will give impact to everything not just human, but also all the 

animals, nature, sea creature and many more. So by extending the campaign in future will 

help our environment. This will also help us in our health. And… it will also give positive 

impact to all human, animals and nature in the future.” 

“If the campaign is already a success, thenwe won’t be having all this issue right now 

la.” 

 

Table 4.60 

Informant 6 

“ok, actually for number 1 maybe for overall big picture like climate change… and we 

are living in island, sea level rising. what else, umm, Empathy towards sea animals and 

anything dumping in the sea. Umm… landfill. landfill is not healthy for us when they start 

release the gas and everything… that why I prefer to have green campaign and 

recyclable.” 

 

4.6.3 Pollution getting worse  

Three similar findings refer to pollution getting worse as mentioned below: 
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Table 4.61 

Informant 13 

“there’s a lot of pollution around the world and as a Malaysian mmm.. I would say we 

would want to be one of the best country in the world that can prevent this from happening 

to our future generation…” 

 

Table 4.62 

Informant 12 

“So everybody should get awareness like us in Penang so that we are not using more 

plastic bag, start recycle and start to adapt green lifestyle so that we can help the earth 

by doing that. Mmm.. the pollution nowadays is getting worse and we need to change our 

attitude to preserve the nature” 

 

Table 4.63 

Informant 11 

“the government should expand the green campaign activity in future to make the world 

a better place, a safer place. We need to control the pollution. Like collaborate with the 

NGO’s. Ermm.. I think first they need to cease all the plastic bags and just change the 

system (policy). Ask people to bring their own canvas or paperbag. Or offer paperbag, 

that’s all. Be strict about that.” 

 

4.6.4 Lack of green campaign activity 

One of the reasons why green campaigns need to be improve to have better green 

campaign in future is lacking green campaign activity. The informant mentioned that 

green campaign activity is lacking from both the government and the non-government 

organization (NGO) as shown in Figure 4.12, 
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Figure 4.12 Subgroups of ‘lack of green campaign activity’ point with references. 

 

4.6.4.1 By NGO  

Informant 13 and 11 have similar content on lack of green campaign by NGO. 

Table 4.64 

Informant 13 

“I think the government should cooperate with the private sector (to create awareness on 

green campaign) because you know theres a lot of people that I can see, for personal 

housing I would say. You know in my house I have my own bin but I’m not sure about 

others. So if it’s started from the house, and then probably from the school and companies 

itself so that it can be umm… a lifestyle. Instead of you know a temporarily thing to do. It 

has to be a lifestyle thing.” 
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Table 4.65 

Informant 11 

“The government should expand the green campaign activity in future to make the world 

a better place, a safer place. Like collaborate with the NGO’s. Ermmm.. I think first they 

need to cease all the plastic bags and just change the system (policy). Ask people to bring 

their own canvas or paperbag. Or offer paperbag, that’s all. Be strict about that.” 

 

4.6.4.2 By Government  

There are 5 informants that have similar content on the lack of green campaign by the 

government. 

Table 4.66 

Informant 13 

“Ermm.. in order to make the campaign more effective, one is that a stronger campaign 

from the government in terms of social media and the television because I think everybody 

have it nowadays so that during whatever commercial they (government) can show and 

educate more and parents or teachers, and companies they should provide or educate the 

youngsters and also the employees so that you know, the recycling bins can be provided 

in schools. But I can see in housing area nowadays umm.. they have that baskets or like a 

cage of recycling things that you can go and put it there. So it’s a good gestures la from 

the government but I think it need to increase in term of the campaign.” 

 

Table 4.67 

Informant 6 

“apparently I think the state government has come out with something like you have to 

recycle and so on, but our apartment, umm.. I don’t know how they are going to do it, and 

when they are going to do it. and again, if I would to recycle, if the apartment force me to 

recycle only I will recycle.” 

“So yes, enforcement in government policy is good, it is the single most important factor 

for me. I don’t know about others la... But lack of facilities also demotivate me to recycle 

if its goes to the same place.” 



 

140 

 

 

Similar content is given by informant 15, 12 and 9. 

Table 4.68 

Informant 15 

“The government should expand the green campaign in the future so that people can be 

aware with the importance of cleanliness. Umm.. currently we have one recycle campaign 

(green campaign) and so far we can see that there is positive feedback from Penang 

citizen. Only some of the citizen still did not want to follow the campaign so for those who 

did not follow the campaign they will not understand the concept of recycling.” 

 

Table 4.69 

Informant 12 

“in order for the government to enforce, I think they should be fine (penalty) if we just 

don’t use the plastic bag or we throw way the… I think they better be fine  if they did not 

follow the order given by the government.” 

“I am referring to the policy, the law to be more strict. I think those who guilty for 

throwing away the plastic and so on should be fine by doing CSR work, like that.to give 

them penalty based on individual.” 

 

Table 4.70 

Informant 9 

“To improve the green campaign, the government need to be strict. Mmm.. means that the 

rule need to be clearer and have proper policy on it.” 

“the government need to be more strict with the waste disposal policy. Means people who 

simply throw the plastic should be fine so that they will not do that again. So… I believe 

policy plays an important role to any green campaign.” 
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4.6.5 Human attitude  

Another reason green campaign need better future planning for better implementation is 

human attitude. There are two repeated point mentioned in human attitude which is ‘need 

to be kept reminded’ and ‘littering’ as shown in Figure 4.13 

 

 

Figure 4.13 Subgroups of ‘human attitude’ point with references. 

 

4.6.5.1 Need to kept reminded  

There are a total of 7 informants that mentioned similar content on why green campaign 

need to be sustained in future as stated by informant 16, 4 and 15. 



 

142 

 

 

Table 4.71 

Informant 16 

“Umm.. people during my time (60-80’s) did not rely to the MBPP labor to clean their 

home yard. Like my mom always tell me to clean our home yard ourselves because that is 

our responsibility. People nowadays tend to rely too much on the labor and even if the 

labor did help to clean up their home yard, there will be many complaints occur after that. 

so it is hard to apply green campaign especially related to cleanliness.” 

 

Table 4.72 

Informant 4 

“This is a must because umm human brain is very special, they need to be kept reminded 

what need to be done. This is quite similar to the marketing strategy implemented. Why 

those famous brand keep on advertising themselves, because the potential and existing 

customer need to be frequently reminded. Hey look, this is us, don’t forget us. Like coca 

cola... anybody don’t know coca cola? but why they keep on throwing, spending billions 

of dollars to advertise, because people need to be reminded. People are very forgetful. so 

I would think that yes, this is definitely a must for the government to keep on telling, 

because our awareness may be very high at times but if we are not reminded then, there 

it goes.” 

 

Table 4.73 

Informant 15 

“Nowadays we have one new operation called ‘Waste Segregation At Source Policy’ on 

every Saturday. We will give flyers and inform the citizen to prepare a can and teach them 

how to segregate different types of leftover trash. This campaign started umm.. in early 

2019 and there’s a lot of banner that was launched in the website to explain how this 

campaign is running. Actually this campaign have positive feedback from the citizen 

however there’s still some of them who did not want to follow the policy.” 

“For those who did not want to follow the policy, umm.. normally we (the MBPP officer) 

will give fine to make sure they follow the policy accordingly. The problem is, most citizen 

don’t really bother with MBPP’s fine as they don’t take it seriously.” 
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4.6.5.2 Littering  

Two informants mentioned littering as one of the reasons why the green campaign need 

to have better implementation in future. 

Table 4.74 

Informant 13 

“about the recycling center, umm..previously I do sell it to one recycling centre but 

nowadays they already have that cage that you can dump everything for the recycling 

thing. But one thing about it theres also rubbish included. So that’s a sad scenario I would 

say. It’s that the Malaysian are not well educated, the morale that need to be improve. So 

probably, I don’t know the government can do a stricter law enforcement on this recycling 

issue.” 

 

Table 4.75 

Informant 15 

“The campaign have positive feedback from the citizen umm.. however there’s still some 

of them who did not want to follow the policy. Normally we can see those who with higher 

education background tend to easily follow the green campaign policy. The one with less 

education actually.. tend to take easy way out and not following the green campaign on 

how to segregate different types of leftover trash.” 

 

4.7 Conclusion of the research findings 

The conclusion for the data analysis to this study can be seen in Figure 4.15 based on an 

in-depth interview. Firstly, most mentioned the concept of the green campaign is to save 

the environment and taking care of the environment. Secondly, the most used social media 

platform for the green campaign was Facebook, followed by Instagram and Twitter. 

Thirdly, the antecedent and consequences of the green campaign are shown. The 
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antecedent shows these as the result: stricter government policy, create awareness and 

using new media channel, while consequences show these result: the society starts to bring 

own plastic bag while shopping, the informants start to have awareness of taking care of 

the environment, and numerous of green campaign competition exists among schools and 

the industry. Lastly, the green campaign needs better implementation in future shows 

several results such as lack of facilities, climate change, lack of green campaign activity, 

pollution getting worse and human attitude. 
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Figure 4.14 Mapping of research finding 
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4.8 Chapter Summary 

This chapter presented the research findings followed the sequence of the research 

objective. The researcher identified the understanding of the green campaign concept, the 

media platform used by Penang residents for green campaign information acquisition, and 

the antecedent and consequences of the green campaign in Penang. This chapter also 

includes the reason for the green campaign need to be sustained in future. In addition, 

unexpected findings are also reported in this chapter.
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CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

 

5.1 Introduction   

The last chapter aims at summarizing the findings of the study that focused on the research 

objective which is the concept of green campaign; the antecedent and consequences of 

green campaign; the social media used to find green campaign content; and future 

planning for green campaign. Based on the findings, this chapter discusses the research 

question and research objective based on the findings, it continues with a discussion on 

the implications by highlighting on the theoretical-methodological, and practical 

implication which related to the study’s findings, the chapter outlines the limitations of 

the study and some suggestions and directions for future research. 

 

5.2 Research findings summary 

This research used a qualitative approach to try to deeply understand the antecedent and 

consequences of the green campaign among consumers in Penang. The researcher firstly 

identified the understanding of consumers on the concept of the green campaign in 

Penang. Secondly, the researcher analyzes the outcome of the social media platform used 

by the government for green campaign implementation in Penang. Thirdly, the researcher 

investigates the antecedents and consequences of green campaign implementation in 
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Penang and lastly the researcher explore the need for a green campaign to be sustained in 

Penang. 

 

The research findings show that most of the consumer defines the concept of the green 

campaign as recycling and using the environmentally friendly product and the social 

media platform that the government tend used for green campaign is Facebook. The 

consumer mentioned that the antecedent of the green campaign implementation shows 

that stricter government policy tends to be effective as it does contribute to the 

effectiveness of the campaign, while consequences of the campaign show that consumer 

starts to bring the recycle bag to the supermarket. The consumer also mentioned that the 

green campaign needs to be improved in terms of facilities as the current facility is lacking. 

 

5.3 Discussion on Research Finding 

Penang starts the No Green Campaign in 2009 and was the first state in Malaysia to ban 

the use of the plastic bag in the supermarket (Ng et al, 2015). The need to recycle and use 

environmentally friendly products is needed as the issue of plastic in Malaysia seems to 

never end. According to Alyssa and Wong (2019), only three out of seven categories of 

plastic can be recycled in Malaysia which lead to a greater need to reduce the use of plastic 

on daily basis. As reported by Chu (2019), Malaysian need to be more aware of the green 

campaign and start to segregate waste as the figure of waste increased from 19000 tonnes 

of waste a day in 2005 to38142 tonnes in 2018. Solid Waste Management and Public 

Cleansing Corporation (SWCorp) deputy chief executive officer stated that approximately 
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40% of waste was recyclable (Chu, 2019) so the consumer needs to start recycling at home 

and apply a green lifestyle to ensure a better future for the next generation. 

 

5.3.1 The concept of a green campaign 

The research found that the conceptualization of the green campaign from the perspective 

of the informant in Penang had two main groups. The first group represent taking care of 

the environment. Most of the informants understand that for a campaign to be considered 

green, the campaign must have the element of taking care of the environment. The element 

of taking care of the environment mentioned by the informants including taking care of 

nature such as the land and the sea, also the animals. Some of the example given is to take 

care of the wild animals, to take care of the nature to get better quality of air and to start 

recycling to avoid any harm of plastic to nature. The second group comprises saving the 

environment which focuses on creating a safe environment for nature and animals by start 

recycling and reducing the pollution to control the damage to the environment.  

 

The research shows that the informants understand the concept of a green campaign as 

something to do with saving and taking care of the environment. The informant also agrees 

that recycling, using the friendly product and applying a green lifestyle is good for the 

environment. The informant agreed that conceptualization of the green campaign needs to 

be included in the green campaign content to make it more effective in creating awareness 

in society. Some of the example of green campaign content is to include the word saving 

the environment and taking care of the environment by including samples of benefit gain 
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from green behavior that will save the environment. Including statistics and facts on how 

green behaviour can help taking care of the environment can influence the behavior 

intention of a consumer to act appropriately to save the environment as stated in the 

campaign.  

 

This current study supported the findings of several studies that have emphasized that 

different geographic areas might have a different understanding of the green campaign 

concept. New Zealand has a different concept of the green campaign for the Western and 

non-Western society which in Western, the recycling habit tend to focus more on own life 

principle while the non-Western focus on the social norm in recycling to please others 

(Nair and Little, 2016). Differently, in United Stated the concept of green campaign tend 

to rely on culture and societal level which focusing more on recycling, technology and 

government policy (Prakash, 2002). Similarly in India, the consumer determines the 

concept of the green campaign as using technology to handling sewage and air pollution 

to ensure the environment is safe (Ghoshal, 2011). Australia’s society understands the 

green campaign concept as something that is concerned with pollution and waste disposal 

that affect the environment (Ragusa and Crampton, 2017). Each concept show the 

different habits of society in implementing a green lifestyle to what they understand to 

help the environment. Research by Wong et al (2012) shows that people still 

misunderstand the meaning of recycling products with green products. However, this 

current study found that taking care of the environment is the concept understood by the 

informant which comprised most of the studies mentioned above. The correct 
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understanding of the green campaign concept help the government or non-government 

organizations to create a more effective campaign message. 

 

The finding from this research shows that international society tend to have more specific 

when it comes to green campaign concept, for example society in US tend to focus on 

recycling, technology and government policy, while Australia’s society tend to focus on 

pollution and waste disposal, and society in India tend to focus on handling sewage and 

air pollution (Prakash, 2002; Ghoshal, 2011; Ragusa and Crampton, 2017). Informant in 

Penang tend to give more basic answer which is to save and taking care of the environment 

without specifically determine what to safe and take care of. Each of the other country 

tend to be more specific on what they want to focus on as that part is considered as an 

issue in their country so the society want the green campaign to be focus on the specific 

issue. This finding shows that society in Penang did not have a specific idea on what is 

the part that need to be priotise in green campaign.  

 

There is one specific point discussed by informant but are not the majority which is 

recycling issue at home as one of the concepts of the green campaign. The informant 

mentioned that apply a green lifestyle to a daily routine can save the environment and 

need to be applied to all people. A few of the informants did mention that they do recycle 

at home even though it is quite challenging since they did not have a proper recycling 

facility in their housing area. According to the informant, lacking recycling facilities 

sometimes demotivate them to recycle as they need to travel far just to find a recycling 
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centre to dump the recycling materials. This issue is one of the issue that can be 

highlighted in the green campaign as it is more specific and detail and will lead to better 

understanding to the society on how to start saving the environment; which is to start 

recycling at home.  

 

This finding is supported by Ramayah and Rahbar (2013), who found that recycling has 

become more evident and most developed countries tend to have 50% or higher recycling 

rates. However, Faridah and Afham (2017) stated that their research shows that recycling 

practice among students is moderate and an awareness campaign is needed for 

environmental sustainability, thus an effective green campaign is crucial to educate people 

about the concept of green campaign. 

 

The second concept of the green campaign used by the informant is product friendly 

environment. The research shows that this concept is divided into two; Taking care 

environment and saving the environment. This is mostly supported by Pavan (2010), 

Ottman (1993), Adkins (2004), Norazah (2013), Hosseinpour (2015), Krajhanzl (2010), 

and Soonthonsmai, (2007). Most of the study shows that taking care of the environment 

and saving the environment is one of the criteria in creating a green environment. 

However, some of the studies show that there are other criteria involved in creating a 

green environment such as reducing pollution and minimizing waste (Morrison, 2012; 

Ragusa and Crampton, 2017; Ghoshal, 2011). This two point is also quite basic and did 

not have a specific issue or point to focus on. Due to this, every one of the society might 
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have different understanding on how to take care of the environment and lead to 

ineffective green campaign since not everyone are doing recycling or stop using plastic 

bag or buying environmental friendly product.  

 

The third category found from an informant about the green campaign concept is the 

campaign supported by government and NGOs campaign. The informant mentioned that 

most of the green campaigns that they have seen came from certain NGO or state 

government initiatives. Some of the green campaign mentioned was the no plastic bag 

campaign, recycling campaign, beach cleanup campaign, no free plastic bag campaign, 

climate change campaign and many more. This statement about most of the green 

campaigns is initiated by the NGOs and government is supported by Hosseinpour (2015), 

Yuliawati and Enjang (2018). However, other than this, the government’s campaign and 

NGO also have a campaign that related to political (Brady, Johnston and Sides, 2006; 

Lees-Marshment, 2014; Schafferer, 2017) and most of the campaign from NGOs tend to 

focus more on donation collection based of each NGO objectives (Di Lauro, 

Tursunbayeva and Antonelli, 2019; Wiencierz, Pöppel and Röttger, 2015). Most of the 

study shows that policy tend to be very effective in motivate people to start green lifestyle. 

However, this means that once the policy is no longer available, the society will start to 

their previous behavior and no longer implement the green behavior. 

 

Understanding the concept of a green campaign is vital in order to ensure the right 

message were send to society. Objective 1 of this research to understand the concept of 
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the green campaign among society shows that most of the informants agreed that the green 

campaign concept needs to have the word saving or taking care of the environment. Any 

action that leads to that is considered a green campaign initiative. Using the correct word 

in a green campaign is important to ensure the campaign is understood by the viewers and 

also to make it more effective. More specific point will lead to better understanding rather 

than using very vague wording.  Objective 1 is set at the cognitive dissonance part shown 

in the theoretical framework that contribute to the perceived behavioural control in the 

Theory of Planned Behaviour. Informant’s intention about green campaign contribute to 

their behaviour intention when buying a product or applying a green lifestyle to their daily 

routine. This intention lead to consumer behaviour whether the consumer want to recycle 

at home or using recycle bag at shopping complex. It is important for the informant to 

understand the concept of green campaign which is to save or taking care of environment; 

in order to have proper intention towards the campaign. The correct intention lead to the 

correct behaviour that suits the green campaign.  

 

5.3.2 Social Media Platform 

To spread awareness in this millennial era, social media is one of the most effective way 

to reach to wider audience and increase public awareness. With the advance of gadget 

nowadays and no monetary requirement needed for the social media account make it more 

popular among the society. Due to that, this research found that social media is the most 

suitable medium to be used to reach society. The green campaign content normally shared 

by government institution, non-government organization (NGO) and the society in form 

of audio, visual and written content. The informant agreed that both social media and 
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traditional media tend to spread content related to green campaign however they tend to 

rely more to social media for green campaign content due to it is easier to get news related 

to green campaign from social media. 

 

The conceptualization of the green campaign needs to be included in the green campaign 

content to make it more effective in creating awareness in society. To spread awareness, 

this research found that social media is the most suitable medium to be used to reach 

society. In Penang, majority from the informant tend to choose Facebook as their main 

used social media. The informant agrees that Facebook tend to be the most effective social 

media for green campaign awareness. According to the informant, this is because 

Facebook is easier to use and it allows video, audio and lengthy wording to be used at the 

same time in one post makes it convenient to use. It also tend to reach wider range of age 

groups because all ages were familiar with using Facebook compared to other social 

media. The content of green campaign content normally be shared by a government 

institution, non-government organization and the society. 

 

This research found that almost all the informant agrees that Facebook is the most used 

platform to find green content, followed by Instagram and Twitter. This finding is 

supported by Voorveld (2018), Appel et al (2019), Knoll (2016), Ashley and Tuten (2015) 

and Clark et al (2018). All of these study shows that Facebook is the most used social 

media platform by users to collect information for specific purposes including green 

content, to promote and inform about product and services; and to socialize with other 
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people. However, Duggan (2015); Duggan, Ellison, Lampe, Lenhart, and Madden (2015) 

and Alhabash and Ma (2017) said that Facebook does have a 5% drop in usage between 

2013-2015 due to the existence of new social media platforms such as Instagram and 

Twitter. 

 

The second most used social media platform found in this research is Instagram and this 

is supported by research from Sanaz and Haliana (2019), Farook and Abeysekara (2018), 

Sokolovaa and Kefi (2019) which stated that Instagram is also an effective social media 

platform to influence positive purchase intention, to do research on product and services 

and to collect information on the certain issue including green content. Instagram tend to 

be more effective with the influence of influencer from many sectors such as health, 

fashion, beauty and food to name a few (Sokolovaa and Kefi, 2019). The influencer 

showed positive and significant influence on environmental issues based on studies done 

in Australia, Sweden and Netherlands (Abidin and Ots, 2015; Jargalsaikhan, Korotina, 

and Pantelic, 2016; Braatz, 2017). 

 

The last most used social media platform mentioned by informants from this research is 

Twitter. This is supported by research from Roberts, Sadler and Chapman (2018), Klar et 

al (2020), Appel et al (2019) and Schwartz (2019). This study shows Twitter being used 

as a viable source of information towards people’s feelings, to gather academic-related 

information, and see the tweet from environmental issue perspectives.  
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Other than social media, the finding shows that traditional media is also use by the 

consumer to get the content for the green campaign. The medium mentioned by the 

informants is printed newspapers, printed magazines, and printed billboards. The printed 

newspaper is the most used medium for newsgathering. This is supported by Habib, Idrees 

and Khursheed (2010),   However, this is not agreed by Mohd, Ros and Fauziah (2012) as 

the study stated that interactive media is better compared to traditional media. 

 

Social media platform have become one of the most effective communication media 

nowadays and to choose the most suitable platform to ensure the message to reach more 

target audience. Green campaign content also use social media as one of the platforms to 

convey messages and create awareness among the society (Rainie et al 2012; Irwin et al, 

2012; Merchant, 2012; Kimmons, 2014). According to Appel et al (2019), Facebook alone 

reported having 2.38 billion monthly active users and up to 1.56 billion daily active users. 

This gives a huge opportunity for social media marketing to reach many target audiences 

just by using the social media platform. Social media advertising tends to be quite 

effective as 64% of online shoppers agreed that they are very much influenced by the 

advertisement in social media to make purchasing decisions making (Statista, 2019b). Due 

to that, this tool can also be used to create awareness of the green campaign and using the 

correct social media platform is crucial to ensure the message is effectively conveyed. 

 

Choosing the right medium is crucial as it enable the message to reach the correct target 

audience and to ensure the budget used is fully effective. It is vital to choose as there are 
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many options available to be chosen nowadays from interactive media to traditional 

media. Due to that, objective 2 of this research to analyze the social media platform used 

by the government for green campaign implementation shows that Facebook is the most 

used to spread green awareness. Thus, it is more effective for a green campaign to use 

Facebook to create awareness towards the public. Objective 2 of this research is set at the 

knowledge part shown in the theoretical framework that contribute to the perceived 

behavioural control in the Theory of Planned Behaviour. The information gain from social 

media contribute to the knowledge of the audience for a better understanding of the green 

campaign. All information about the certain green campaign in social media is crucial as 

it added value to the understanding of the consumer about the importance of the green 

campaign. The knowledge and intention in the theoretical framework lead to appropriate 

results in Perceived Behaviour Control that lead to the behaviour intention of the 

consumer. 

 

5.3.3 Antecedent and consequences 

The research shows that the information of green campaign gained from social media 

developed to two different results: antecedent and consequences of the green campaign. 

The finding shows that the antecedent of the campaign reveals that firmer government 

policy is the reason why society tends to follow the green campaign objective in the first 

place. The government strategy to ban the use of plastic bags and charged single used 

plastic bags does give an impact on the behaviour of some of the society. The same thing 

applied to the recycle policy where some places are forced to recycle their garbage at 
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workplaces and shopping complexes. This decision (policy) made by the government has 

made people in Penang to start using recycle bag and also recycling in their daily routine. 

 

Contrarily, the consequences of this research shows that people start to bring their own 

recycle bags to the shopping complex either with their willingness or by force (the policy). 

The finding shows that forcing the society is more effective to create awareness among 

the society as still many of the consumers tend to buy the charged plastic bag at the 

supermarket.  

 

The cognitive direction of a green campaign is to ensure the message have a significant 

influence on the target audience. Due to that, it is crucial to see the differences between 

the antecedent of a green campaign and the consequences that occur from the green 

campaign. Several studies show green campaigns tend to influence limited cognitive 

factors like environmental knowledge and purchase behaviour (Mohd, Ros and Fauziah, 

2012; Monhemius, 1993; Davis, 1993; Finger, 1994).  

 

This research found that the antecedent that needed for the green campaign in Penang that 

repeatedly mentioned by the informants are: stricter government policy, create awareness 

and using new media channels. The informant insists that these are needed to create an 

effective green campaign and this is supported by Leonidou L., Leonidou, C. and Kvasova 

(2010); Chan and Lau (2000); Barbarossa, Camilla; De Pelsmacker, Patrick  (2016).  
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Most of the informants suggests having a stricter government policy as one of the 

antecedents needed for the green campaign. This is due to many of the informants said 

that they are forced to bring recycle bags because of the policy and this is not from their 

own willingness. The policy does play an important role in contributing to the success of 

the green campaign in Penang. Based on the study, the result shows that the new media 

channel also play an important role in the distribution of green campaign content to the 

target audience. The social media repeatedly mentioned by the source to get the green 

campaign content are Facebook, Instagram, WhatsApp, Twitter and television. The 

consumer tends to use Facebook and Instagram as their most use social media but tend to 

rely much on Facebook and WhatsApp to get information about the green campaign in 

Penang. 

 

Next, the consequences found from this research shows that the repeated answers given 

by the informants are; the society starts to bring own plastic bag while shopping, the 

informants start to have awareness of taking care of the environment, and numerous of 

green campaign competition exists among schools and the industry. The majority of 

informant said that they start to bring own plastic bag as the consequences of the policy 

(forcing) from the No Plastic Bag campaign. The research shows that forcing the society 

is more effective to create awareness among the society as still many of the consumers 

tend to buy the charged plastic bag at the supermarket. The decision of the government to 

stop supplying single-use plastic bags starting January 2021 in Penang is a good decision 

as it did not give any option for the customer but to bring their own recycle bag. 
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This outcome is supported by several researchers such as Zen et al (2013), Asmuni et al 

(2015) and Ahmad et al (2011) mentioning that consumer starts to use recycle bag after a 

green campaign is introduced. However Ramli and Tih (2015) and Tough (2007) disagree 

as their research shows that the use of recycling bags is still minimal and the use of 

recycling bags trend to be more dangerous to the environment compared to a normal 

plastic bag that leads to global warming issue. Ahmad et al (2011) and Sharifah et al 

(2011) also stated that the awareness of people from the green campaign can be considered 

low and need to have a better approach in a green campaign. 

 

Identify the antecedent and consequences of certain campaign is needed in order to ensure 

the effectiveness of the campaign. Objective 3 of this research is to investigate the 

antecedents and consequences of green campaign implementation shows that stricter 

government policy is the reason why society tends to follow the green campaign objective 

in the first place. However, the society starts to bring own plastic bag while shopping after 

used to it and start to have awareness to take care of the environment. The informant 

answer shows that even it started with force, the behaviour tend to became routine which 

lead to change of behaviour. However, the according to the informant, they still purchase 

the charged plastic bag and most of them mentioned that they prefer if the option to buy 

the charged plastic bag are available during purchase at the shopping complex.  
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Objective 3 of this research is set at the perceived behavioural control part as shown in 

the theoretical framework that contribute to the perceived behavioural control in the 

Theory of Planned Behaviour. This is when both the intention from objective 1 and 

knowledge from objective 2 give effect to the antecedent and consequences of the green 

campaign. Even with proper knowledge gain from the awareness created from social 

media and good intention formed by the understanding of the green campaign concept, 

the cognitive dissonance that exist in objective 1 might effect the result due to any obstacle 

or barrier faced by the person that lead to behaviour intention as the end result. The 

perceived behaviour control finding in objective 3 shows that informant tend to change 

their behaviour due to policy set by the government to avoid from getting the penalty. 

However, they agree that they have the tendency to return to their normal routine if the 

policy is no longer apply.   

 

5.3.4 Campaign to sustain 

It is important to see the reason why green campaign needs to sustain and based on the 

interview, the result shows that the informant mentioned that green campaign need to be 

sustained in Penang due to several reasons. Some of the reasons mentioned are ‘lack of 

facilities’, ‘climate change', ‘lack of green campaign activity’, ‘pollution getting worse’ 

and ‘human attitude’. Most of the informant agrees that the green campaigns need to be 

sustained in order to change the consumer behaviour towards green lifestyle. The result 

shows that society needs to be reminded constantly to adopt green behaviour on daily 

basis. Thus it is a must to sustain the green campaign even though it has been implemented 
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in Penang for the past 11 years. Consumer needs a frequent reminder in order to ensure 

they are aware with the green lifestyle.  

 

Most of the informants suggested that the green campaign in Penang can be more effective 

if the facilities of recycling are improved. Many mentioned that lacking of recycling centre 

tend to leads to frustration to recycle at home. The existing recycling centre is neither too 

far nor is the recycle bin provided not effectively managed. Other than that, the informant 

also feels that it is essential to create the awareness to the public towards air pollution. 

Due to that, a green campaign about air pollution is also needed in order to have a greener 

environment for the future. This is because pollution is getting worst and people need to 

start noticing this before it is too late. 

 

These finding is supported by several previous research. Masoumeh et al (2015), 

Nekmahmud et al (2020), Kardos et al (2019), Faridah and Afham (2017) and Abdul 

Rahim (2012) established that constant reminders needed in order to motivate people to 

practice green lifestyle. Other researcher, Kao (2019), Faridah and Afham (2017) and 

Joshi and Rahman (2015) agreed that a green campaign is needed to remind people about 

climate change and lead to positive behaviour towards green purchase. Other researcher, 

Chin et al (2019), Joshi and Rahman (2015), Kao (2019) and Kronrod et al (2012) agreed 

that awareness to air pollution is important and need to be sustain to avoid global warming 

issues in future. 
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Another feedback from the informant is lacking green campaign activity by a non-

government organization (NGO) and the government itself. Most of the green campaign 

created by the government tend to be more towards creating awareness, which the 

informant think that it needs to be more towards hands-on campaigns such as no plastic 

bag campaign and recycling campaign. Hands-on activity and volunteering are important 

as they can lead to discipline and forcing people to care more about the environment and 

this is supported by Kinoti (2011) and Lee et al (2012). The last reason mentioned by the 

informant is the human attitude which acknowledging that people nowadays are more 

selfish and forgetful which lead to a lack of awareness of the environment and tend to 

litter a lot. This statement was agreed by Sandhu et al (2010), Schuitema and De Groot 

and Steg (2007), Abdul Aziz et al (2019) and Borin et al (2011) in their research. 

 

Identify how to sustain the green campaign is important in order to create a better green 

campaign that is effective and also efficient. Due to that, objective 4 of this research to 

explore the future planning made by the government for the implementation of the green 

campaign shows that there are quite a number of things need to be change. However, the 

most important thing is to improve the recycling facilities to motivate people to start 

applying green lifestyle on daily basis. The lack of recycle center tend to demotivate to 

most of the informant to continue their green lifestyle. 

 

Objective 4 of this research is set at the behaviour intention part as shown in the theoretical 

framework that contribute to the final consumer behaviour in the Theory of Planned 
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Behaviour. The behaviour intention that resulted from objective 1, 2 and 3 shows that 

informant tend to give a mixed feeling in continuing to recycle due to the lacking of 

recycle facility that demotivate them to continue recycle at home. Lacking of hands on 

campaign also lead to not effective result in certain green campaign result even with full 

understanding on the green campaign concept. Informant also mentioned that green 

campaign need to be sustain due to climate change issue that tend to be worst in future. 

Human attitude that tend to be easily change also one of the reason for the green campaign 

to be sustain. All of this shows that even with full understanding of the green campaign 

concept and using the best medium in delivering the green campaign awareness, still; 

people tend to change their behaviour with so many excuses to not applying green 

campaign in their daily lifestyle. This finding prove the existence of Cognitive Dissonance 

theory in the Theory of Planned Behaviour as shown in this study’s theoretical framework. 

  

5.4 Research Contribution  

5.4.1 Implication Contribution 

The research finding shows that most informants agree that they understand the concept 

of a green campaign as taking care of the environment and saving the environment. They 

believed that any action that leads to saving or taking care of the environment such as 

recycling, buying an environmentally friendly product, applying a green lifestyle and so 

on. So campaign that they concluded as a green campaign is any campaign that leads to 

taking care of or saving the environment. So any campaign that leads to a green campaign 

should have this element to be considered as a green campaign by society. 
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The next objective finding on the media platform used for the green campaign shows that 

informant tends to rely both on social media and traditional media to get information on 

the green campaign but do prefer the social media more. Facebook is the preferred social 

media medium as mentioned by most of the informants. This means that any new content 

on the green campaign should use the mentioned social media to ensure the content reach 

the target audience effectively and successfully. Any other medium might not have much 

impact compared to Facebook.  

 

The next research finding on the antecedent of the green campaign in Penang shows that 

policy is the reason that leads to the effectiveness of the green campaign in Penang. The 

consumer repeatedly mentioned that the policy is the one that encourages them to follow 

the new rules of the green campaign in Penang such as start using recycle bags, did not 

use polystyrene containers and start recycle from home. Policy tends to be very effective 

so the government should focus on the policy whenever they want to implement any new 

idea for the green campaign in Penang. Society needs to be forced to start something 

before they can start to get used to it on their own. 

 

The consequences of the green campaign show that people start to get used to the norms 

of bringing recycled bags to the shopping complex in Penang. However, the green 

campaign still did not lead to recycling behaviour among the citizen. This might be due 

to the reason of lacking in recycling centres and facilities in Penang which lead to 
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demotivation among citizens in applying a green lifestyle on daily basis. The green 

campaign creator in Penang might want to emphasize more on recycling and at the same 

time, the government need to improve the facility of recycling in Penang to motivate 

people towards a green lifestyle.   

 

The last finding on the objective shows that the informant agrees that the green campaign 

needs to be sustained due to several reasons mentioned repeatedly such as lacking green 

campaign facility/activity and also the human need to be reminded constantly. This shows 

that for a green campaign to be effective, it must be consistent to create awareness for 

people. Proper facilities are also needed to keep the motivation to those who want to start 

being green. Other than that, the green campaign needs to be sustained due to society need 

to be reminded of the importance of a green lifestyle and what is done to the environment. 

The message is to remind society to take care of the environment by starting a green 

lifestyle on daily basis. 

 

5.4.2 Theoretical Contribution 

This research finding shows evidence in the existence of the Theory of Planned Behaviour 

(TPB) in the consequences of the campaign towards consumer behaviour. The finding 

shows that society starts to bring recycled bags to the supermarket (Objective 3) due to 

the No Plastic Bag campaign. Also, this consumer behaviour was led by the policy created 

by the government to ensure society start applying a green lifestyle on daily basis. Based 

on the research from the previous study shows that age, policy and price also do give an 
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impact on the consequences of the green campaign, however, the finding shows that in 

Penang, the policy is the main thing that influences the consumer to follow the green 

campaign in Penang.   

 

However, even though society understand the concept of a green campaign (objective 1) 

and are aware of the importance of recycling to the environment through all the social 

media platform messages (objective 2), but they are still demotivated to recycle at home 

due to the lack of facilities of recycling at their housing area. This behaviour is supported 

by Cognitive Dissonance Theory which shows that there is an inconsistency between 

attitude and behaviour among the consumer due to lack of facility that leads to a negative 

outcome in consumer behaviour.  

 

The inconsistency of behavior can be avoid in future by including more specific objective 

in the green campaign rather than have very basic green campaign such as No Plastic Bag 

campaign. For example the no plastic bag campaign can be focused on more specific target 

audience like primary school by encouraging students to bring own food container rather 

than using plastic bag at the canteen. This can later implement to secondary school and 

later on to all government staff. By encouraging people to start using food container rather 

than plastic will lead to daily norm and eventually they can implement the behavior at 

home. The most important point here is to encourage the campaign to become part of daily 

routine or daily norm for the society. 
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Thus, the green campaign needs to be sustained in future (objective 4) to ensure 

consistency in creating awareness towards the society to keep on reminding and to ensure 

consumers applying green lifestyle in future. Because constant reminder is needed in order 

to make sure society are aware and following the policy stated about green campaign (in 

example the no plastic bag policy). 

 

This study proves that knowledge (objective 2) and cognitive intention (objective 1) do 

influence Perceived Behaviour Control (objective 3) that lead to different behaviour 

attention (objective 4) and conclude the behaviour of a consumer (cognitive dissonance). 

 

5.5 Limitation, suggestions and directions for future research 

This research does have some limitations in the study. The first limitation detected is; this 

research applied qualitative research to understand better the understanding of consumers 

of the green campaign concept and how the knowledge about the green campaign from 

social media does influence the behaviour of the consumer in Penang. However, this 

present study cannot represent the understanding and knowledge of all Penang citizens as 

only a limited number of informants were involved in this study. The number of the 

informant depends on the data collected is considered saturated and need not recruit new 

informant; which is 16 informants from Penang Island as the total at the end of this 

research finding.  
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Secondly, the researcher tried to get a consistent education background as possible but it 

all depends on the willingness of the informant to take part in this interview. The outcomes 

show that the study was a monopoly by degree holder (8 informants), followed by SPM 

holder (4 informants, master holder (3 informant) and diploma holder (1 person). Thus the 

education variable cannot be taken into consideration in this study.     

 

Hence, for future research, the researcher can apply qualitative research to the larger 

informant to get consistent diversity in education level and more informants including the 

Seberang Perai location to determine the understanding of Penang residents overall. 

 

5.6 Conclusion 

This research applies the qualitative research method to Penang Island resident-only using 

the in-depth interview data using NVivo software. This research includes 16 informants 

from various education levels all-around the Penang Island area randomly.  

 

People determine that a green campaign is considered as any campaign that has the 

element of saving or taking care of the environment. The organizer of the green campaign 

should include social media as the medium to deliver the green campaign objective as it 

is proven more effective compared to the traditional medium. The finding has shown that 

policy main an important role to ensure society to apply green behaviour such as did not 

use plastic bags; however, lacking facilities is the one that needs to improve as it tends to 
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demotivate them from start recycling at home. This lead to proven that Cognitive 

Dissonance theory does exist in the Theory of Planned Behaviour because it leads to 

contrast behaviour from the expected campaign objective. The last finding shows that a 

green campaign needs to be sustained in future as a constant reminder is needed to ensure 

people apply a green lifestyle on daily basis. 
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Appendix 1: Interview Invitation Letter 

 

 

Rafidahtul Abdul Rahim 

(Matric No: 902707) 

Awang Had Salleh Graduate School of Multimedia Technology and Communication 

Universiti Utara Malaysia 

06010 UUM Sintok 

Kedah Darul Aman  

MALAYSIA 

Tel: 012 5527027 

Email: rafidahtul@gmail.com 

 

 

Interviewee Name: 

Address: 

 

 

Date:  

 

Dear Sir/ Madam, 

 

Research Project Title: 

EXPLORING THE CONCEPT AND CONSEQUENCES OF GREEN CAMPAIGN ON 

SOCIAL MEDIA PLATFORMS 

 

I am taking a research project in partial fulfilment of the requirements for the Doctor of Philosophy 

(PhD) in Communication at the Awang Had Salleh Graduate School of Multimedia Technology 

and Communication under the supervision of Dr Nik Adzrieman Bin Abdul Rahman.  

  

I am conducting interviews to investigate the credibility of the green campaign in Penang. This 

research aims to better understand the concept of the green campaign among society and to 

investigate the antecedence and consequences of the campaign towards the consumer.  

  

Therefore, I would like to invite the consumer who lives in Penang to be part of this research. 

Participant in this research is an entirely voluntary basis. The participant may withdraw from this 

research project at any time without giving a reason. He/she also has the option to withdraw any 

input that may identify him/her. 

  

mailto:rafidahtul@gmail.com
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The interview consists of a set of questions which will take approximately 30 minutes. The 

participant will be required to answer questions in regards to his/her experience as a consumer in 

Penang. The participant will also be asked for some demographic information.  

  

The participant input consists of vital information regarding the participant experiences on 

consumer behaviour towards green campaign in Penang Island. The participant’s permission will 

be asked to tape-record the interview session, to enable me to accurately document the information 

the participant convey. If any time during the interview, the participant wishes to discontinue the 

use of the recorder or the interview itself, he/she is free to do so. All data collected in the interview 

is confidential. 

  

After this research project, a summary of the results and associated reports will be made available 

should the participant request for it. The final result of the interview will be reported in a 

dissertation to be submitted for Ms Rafidahtul’s Phd degree, and as appropriate, in papers for 

presentation at conferences or publication in journals.  

  

Should you require any clarification and/or additional information. please do not hesitate to inform 

me at rafidahtul@gmail.com or by calling/text me at 012 5527027. 

  

To agree to participate in this research project, kindly contact the researcher at the above-

mentioned contact information. The date, time and venue of the interview will be set according to 

the participant preference. The consent form will be signed by the participant before the interview 

session.  

  

I would like to thank you in advance for your consideration to participate in this research project. 

 

 

Thank you, 

 

 

Your sincerely, 

Rafidahtul Abdul Rahim 
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Appendix 2: Surat Jemputan Temubual 

 

 

Rafidahtul Abdul Rahim 

(Nombor Matrik: 902707) 

Pusat Pengajian Teknologi Multimedia dan Komunikasi 

Universiti Utara Malaysia 

06010 UUM Sintok 

Kedah Darul Aman  

MALAYSIA 

Tel: 012 5527027 

Email: rafidahtul@gmail.com 

 

 

Nama responden: 

Alamat: 

 

 

Tarikh: 

 

Kepada Tuan/Puan, 

 

Tajuk Penyelidikan: 

EXPLORING THE CONCEPT AND CONSEQUENCES OF GREEN CAMPAIGN ON 

SOCIAL MEDIA PLATFORMS 

 

Untuk makluman pihak tuan/puan, saya perlu melaksanakan projek kajian ini sebagai memenuhi 

keperluan pengijazahan Doctor of Philosophy (Phd) di Fakulti Awang Had Salleh, Pusat Pengajian 

Teknologi Multimedia dan Komunikasi dibawah penyeliaan Dr. Nik Adzrieman Bin Abdul 

Rahman.  

 

Untuk tujuan diatas, saya berhasrat mengadakan temubual untuk mendalami kredibiliti kempen 

hijau di Pulau Pinang. Kajian ini adalah bertujuan untuk memahami konsep kempen hijau dengan 

lebih mendalam dikalangan masyarakat dan kesannya terhadap pengguna.  

 

Oleh yang demikian, saya amat berbesar hati untuk menjemput pengguna yang tinggal di Pulau 

Pinang untuk mengambil bahagian dalam penyelidikan ini. Penglibatan pihak tuan/puan dalam 

penyelidikan ini adalah secara sukarela. Pihak tuan/puan boleh menarik diri daripada penyelidikan 

ini pada bila-bila masa tanpa memberi sebarang sebab.  

 

Temubual ini akan mengambil masa lebih kurang 30 minit. Responden adalah dikehendaki 

menjawab soalan berdasarkan pengalaman mereka memgenai pengalaman sebagai pengguna di 

Pulau Pinang. Responden juga akan diminta untuk memberi maklumat tentang demografi.  

 

Input responden adalah berdasarkan pengalaman sebagai pengguna terhadap kempen hijau di 

Pulau Pinang. Kebenaran pihak responden akan diminta sekiranya temubual itu akan dirakam 

secara audio/video untuk membolehkan saya memperolehi maklumat lebih tepat yang ingin 

disampaikan oleh responden. Pihak responden berhak menghentikan temubual tersebut pada bila-

bila masa. Kesemua data yang diperolehi adalah sulit.  
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Di akhir penyelidikan ini, ringkasan daripada hasil kajian ini dan laporan-laporan yang berkaitan 

akan dibekalkan kepada responden jika dipohon. Hasil akhir kajian temubual ini akan dilaporkan 

dalam disertasi yang akan dikemukakan untuk ijazah PhD Puan Rafidahtul, termasuk penerbitan 

di jurnal dan penyertaan konferensi. 

 

Jika terdapat sebarang pertanyaan atau penjelasan, sila hubungi saya di rafidahtul@gmail.com 

atau ditalian 012 5527027. 

 

Sebagai persetujuan untuk menyertai penyelidikan ini, sila hubungi saya seperti diatas. Tarikh, 

waktu dan tempat akan ditentukan mengikut kesesuaian responden. Persetujuan akan 

ditandatangani oleh responden sebelum temubual diadakan.  

 

Kerjasama pihak tuan/puan didahului dengan ucapan terima kasih.  

 

 

 

 

Terima kasih, 

 

 

Yang ikhlas, 

Rafidahtul Abdul Rahim 
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Appendix 3: Consent to Participate in a Research Project Form 

 

Title of the research: EXPLORING THE CONCEPT AND CONSEQUENCES OF 

GREEN CAMPAIGN ON SOCIAL MEDIA PLATFORMS 

 

 

 

Investigator 

Name: Rafidahtul Abdul Rahim 

School: Awang Had Salleh Graduate School of Multimedia Technology and Communication 

Tel: 012- 5527027 

Email: rafidahtul@gmail.com 

 

Supervisor 

Name: Dr Nik Adzrieman Bin Abdul Rahman 

School: Awang Had Salleh Graduate School of Multimedia Technology and Communication 

Tel: 014-8992178 

Email: adzrieman@uum.edu.my 

 

Dear participant, 

  

Thank you for taking the time to participate in this research project. The interview will take 

approximately 30 minutes. You will be required to answer questions in regards to your 

experiences in your green-user behaviour. 

  

Purpose of the Research Project 

  

This research project investigates the credibility of the green campaign in Penang. This research 

aims to better understand the concept of the green campaign among society and to investigate 

the antecedence and consequences of the campaign towards the consumer. 

  

Ethical Concerns 

  

All data collected in this interview is confidential and anonymous. 

  

Your permission to tape-record this interview is required. The recorded interview will assist me 

with my data analysis. Please note that you are free to push the “pause” button of the tape 

recorder at any time during the interview and you can terminate the interview at any time that 

you wish. 

  

  

 

 



 

216 

 

 

  

Benefit Associated with Participation 

  

There are no direct benefits for participating in this research project but your input will provide 

vital information regarding the green campaign in Penang. 

  

The final results of the interview will be reported in a dissertation to be submitted for Ms 

Rafidahtul’s Phd degree, and as appropriate, in papers for presentation at conferences or 

publication in journals. 

  

Voluntary Consent by Participant 

  

By signing below, you indicate that: 

o This study has been explained to you; 

o You have read this document or it has been read to you; 

o Your questions about this research project have been answered; 

o You are entitled to a copy of this form after you have read and signed it; 

o you voluntarily agree to participate in the research entitled:  EXPLORING THE 

CONCEPT AND CONSEQUENCES OF GREEN CAMPAIGN THROUGH SOCIAL 

MEDIA PLATFORM 

 

 

Participant’s Name : 

_______________________________________________________________ 

Participant’s signature : 

_______________________________________________________________ 

Date        : 

_______________________________________________________________ 

Time   : 

_______________________________________________________________ 
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Appendix 4: Borang Persetujuan untuk menjadi responden kepada Projek Penyelidikan 

 

Tajuk Kajian: EXPLORING THE CONCEPT AND CONSEQUENCES OF GREEN 

CAMPAIGN ON SOCIAL MEDIA PLATFORMS 

 

 

Penemuramah 

Nama: Rafidahtul Abdul Rahim 

Fakulti: Pusat Pengajian Teknologi Multimedia dan Komunikasi 

Telefon: 012-5527027 

Email:rafidahtul@gmail.com 

 

Penyelia 

Nama: Dr Nik Adzrieman Bin Abdul Rahman 

Fakulti: Pusat Pengajian Teknologi Multimedia dan Komunikasi 

Telefon: 014-8992178 

Email: adzrieman@uum.edu.my 

 

Peserta yang dihormati, 

 

Terima kasih kerana sudi meluangkan masa untuk menyertai projek penyelidikan ini. Temubual 

ini akan mengambil masa selama 30 minit. Responden perlu menjawab soalan berdasarkan 

pengalaman responden mengenai cara hidup hijau. 

 

Tujuan Projek Penyelidikan 

 

Projek kajian ini bertujuan untuk menyiasat kredibiliti kempen hijau di Pulau Pinang. Kajian ini 

adalah bertujuan untuk memahami konsep kempen hijau dengan lebih mendalam dikalangan 

masyarakat dan kesannya terhadap pengguna. 

 

Etika Temubual 

 

Kesemua data yang diperolehi adalah sulit.  

 

Kebenaran pihak responden akan diminta sebelum temubual dirakamkan secara audio/video. 

Rakaman audio/video tersebut adalah untuk membolehkan saya memperolehi maklumat lebih 

tepat yang ingin disampaikan oleh responden. Bagaimanapun pihak responden berhak 

menghentikan temubual tersebut pada bila-bila masa. 
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Faedah berkaitan dengan Penyelidikan  

 

Responden tidak mempunyai faedah secara langsung dengan menyertai projek kajian ini. Tetapi 

input temubual ini adalah penting untuk menambahbaik kempen hijau di Pulau Pinang. 

 

Hasil akhir kajian temubual ini akan dilaporkan dalam disertasi yang akan dikemukakan untuk 

ijazah PhD Puan Rafidahtul, termasuk penerbitan di jurnal dan penyertaan konferensi. 

 

Persetujuan adalah sukarela oleh responden 

 

Dengan menandatangani di bawah, responden bersetuju bahawa: 

o Tujuan kajian ini telah dijelaskan kepada responden; 

o Responden telah membaca dokumen ini secara keseluruhan; 

o Soalan responden mengenai projek kajian ini telah dijawab; 

o Responden layak untuk mendapatkan salinan dokumen ini selepas responden membaca 

dan menandatangani dokumen ini; 

o Responden adalah secara sukarela bersetuju untuk mengambil bahagian dalam kajian 

yang bertajuk: EXPLORING THE CONCEPT AND CONSEQUENCES OF GREEN 

CAMPAIGN THROUGH SOCIAL MEDIA PLATFORM 

 

Nama responden : 

_______________________________________________________________ 

Tandatangan responden : 

_______________________________________________________________ 

Tarikh        : 

_______________________________________________________________ 

Masa   : 

_______________________________________________________________ 
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Appendix 5: Interview Protocol of Convergent Interview  

 

 

 

 
 

 

Rafidahtul Abdul Rahim 

Doctor of Philosophy (PhD) 

Universiti Utara Malaysia 

Tel: 012 5527027 

rafidahtul@gmail.com 

 

 

Title of the research: EXPLORING THE CONCEPT AND CONSEQUENCES OF 

GREEN CAMPAIGN ON SOCIAL MEDIA PLATFORMS 
 

Interview Protocol of Convergent Interview 

 

 

Date   : ____________________ Time: ______________am/pm 

 

Participant’s Name : 

_______________________________________________________________ 

Occupation       : 

_______________________________________________________________ 

Education       : 

_______________________________________________________________ 

 

Introduction 

 

Dear Participant, 

Thank you for taking the time to participate in this research project. This interview will take 

approximately 30 minutes. You will be required to answer questions in regards to your experiences 

in your green-user behaviour. 

  

Purpose of the Research Project 

  

This research project investigates the credibility of the green campaign in Penang. This research 

aims to better understand the concept of the green campaign among society and to investigate the 

antecedence and consequences of the campaign towards the consumer. 
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 Ethical Concerns 

  

All data collected in this interview is confidential and anonymous. 

  

Your permission to tape-record this interview is required. The recorded interview will assist me 

with my data analysis. Please note that you are free to push the “pause” button of the tape recorder 

at any time during the interview and you can terminate the interview at any time that you wish. 

  

Do you have further questions regarding the aim or procedure of this interview? 

  

Benefits Associated with Participant 

  

There are no direct benefits for participating in this research project but your input will provide 

vital information regarding the green campaign in Penang. 

  

The final results of the interview will be reported in a dissertation to be submitted for Ms 

Rafidahtul’s PhD degree, and as appropriate, in papers for presentation at conferences or 

publication in journals. 

  

Your cooperation and generosity in participating in this study are highly valued and appreciated. 

Thank you, 

 

 

Rafidahtul Abdul Rahim 

902707 

Phd 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

221 

 

 

Interview Questions: Part 1 
  

1. Where do you live? 

 

  

 

2. Do you consider yourself a green-user consumer? 

 

  

 

3. How long have you been a green-user consumer? 

 

  

 

4. Do you have at least one social media account? 

 

  

 

5. Do you bring recycle bag when you shop? 

 

  

 

6. Have you ever bought the charged-plastic bag before?  

 

  

 

Penang 

Others 

Yes 

No 

 

Less than 10 years  

More than 10 years 

Yes 

No 

Yes 

No 

Yes 

No 
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Interview Questions: Part 2 
  

 

  

Question 1: 

How do you determine the concept of the green campaign? 

  

Question 2: 

What is the outcome of the social media platform used by the government for green 

campaign implementation? 

  

Question 3: 

What is the antecedent and consequences of green campaign implementation? 

  

Question 4: 

Why should the green campaign to be expand in the future? 

 

Follow up Question: 

1. What is your favourite social media acoount, and why? 

2. Can you name some of the green campaign that you have seen in social media? 

3. Do you think the green campaign in Penang is considered a success? 

4. What is the part that need improvement in green campaign? 

5. What kind of green lifestyle that you applied on daily basis? (No plastic bag/ recycle/ 

bought green product/etc) 

6. What is your hope in green campaign? 

7. How about green campaign from different country, have you seen any green campaign 

none other from Malaysia (in social media)? 

8. Do you think our government is lacking of creating awareness in social media? 

9. When people said green campaign, what is actually the characteristic that they must 

have in the green campaign in order for it to be a green campaign? 

10. How do you get to know about this (green campaign) information via social media 

normally? 

11. Have you seen any green campaign from the government in your timeline (social 

media)? 

12. Any green campaign that you remember? That you’ve seen before in social media? 

13. Do you think policy helps in the green campaign? 

14. What is lacking about recycling campaign in Malaysia? 
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Appendix 6: Protokol Temubual konvergen  

 

 

 

 
 

 

Rafidahtul Abdul Rahim 

Doctor of Philosophy (PhD) 

Universiti Utara Malaysia 

Tel: 012 5527027 

rafidahtul@gmail.com 

 

 

Tajuk Kajian: EXPLORING THE CONCEPT AND CONSEQUENCES OF GREEN 

CAMPAIGN ON SOCIAL MEDIA PLATFORMS 

 

 

Protokol Temubual konvergen 
 

Tarikh   : ____________________ Masa: ______________ 

 

Nama responden : 

_______________________________________________________________ 

Pekerjaan       : 

_______________________________________________________________ 

Pendidikan       : 

_______________________________________________________________ 

 

 

 

Pengenalan 

 

Terima kasih kerana sudi meluangkan masa untuk menyertai projek penyelidikan ini. Temubual 

ini akan mengambil masa selama 30 minit. Responden perlu menjawab soalan berdasarkan 

pengalaman responden mengenai cara hidup hijau. 

 

Tujuan Projek Penyelidikan 

 

Projek kajian ini bertujuan untuk menyiasat kredibiliti kempen hijau di Pulau Pinang. Kajian ini 

adalah bertujuan memahami konsep kempen hijau dengan lebih mendalam dikalangan masyarakat 

dan kesannya terhadap pengguna. 
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Etika Temubual 

 

Kesemua data yang diperolehi adalah sulit.  

 

Kebenaran pihak responden akan diminta sebelum temubual dirakamkan secara audio/video. 

Rakaman audio/video tersebut adalah untuk membolehkan saya memperolehi maklumat yang 

tepat yang ingin disampaikan oleh responden. Pihak responden berhak menghentikan temubual 

tersebut pada bila-bila masa. 

 

Adakah anda mempunyai soalan lanjut tentang prosedur atau matlamat temubual ini? 

 

Faedah berkaitan dengan Penyelidikan  

 

Responden tidak mempunyai faedah secara langsung dengan menyertai projek kajian ini. Tetapi 

input temubual ini adalah penting untuk menambahbaik kempen hijau di Pulau Pinang. 

 

Hasil akhir kajian temubual ini akan dilaporkan dalam disertasi yang akan dikemukakan untuk 

ijazah PhD Puan Rafidahtul, termasuk penerbitan di jurnal dan penyertaan konferensi. 

 

Kerjasama anda dalam menyertai kajian ini adalah sangat dihargai. 

 

 

Terima kasih, 

 

 

Rafidahtul Abdul Rahim 

902707 

Phd 
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Soalan Temuduga: Bahagian 1 
 

1. Di mana anda menetap? 

 

  

 

2. Adakah anda menganggap diri anda sebagai pengguna hijau? 

 

  

 

3. Berapa lama anda sudah menjadi pengguna hijau? 

 

  

 

 

4. Adakah anda mempunyai sekurang-kurangnya satu akaun media sosial? 

 

  

 

5. Adakah anda membawa beg kitar semula semasa membeli belah? 

 

  

 

6. Pernahkah anda membeli beg plastik 20 sen semasa membeli belah?  

 

  

Penang 

Lain-lain 

Ya 

Tidak 

 

Kurang daripada 10 tahun 

years Melebihi 10 tahun 

Ya 

Tidak 

Ya 

Tidak 

Ya 

Tidak 
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Soalan Temuduga: Bahagian 2 
 

 

Soalan 1: 

Bagaimana anda menentukan konsep kempen hijau? 

 

Soalan 2: 

Apakah hasil dari platform sosial media yang digunakan oleh kerajaan untuk 

perlaksanaan kempen hijau? 

 

Soalan 3: 

Apakah ramalan dan akibat daripada perlaksanaan kempen hijau? 

 

Soalan 4: 

Mengapa kempen hijau perlu dikembangkan pada masa akan datang? 

 

 

Soalan susulan: 

1. Apakah akaun media sosial kegemaran anda, dan mengapa? 

2. Bolehkah anda namakan beberapa kempen hijau yang telah anda lihat dalam media 

sosial? 

3. Adakah anda rasa kempen hijau di Pulau Pinang dianggap berjaya? 

4. Apakah bahagian yang memerlukan penambahbaikan dalam kempen hijau? 

5. Apakah jenis gaya hidup hijau yang anda amalkan setiap hari? (Tiada beg plastik/ 

kitar semula/ membeli produk hijau/dll) 

6. Apakah harapan anda dalam kempen hijau? 

7. Bagaimana pula dengan kempen hijau dari negara lain, adakah anda pernah melihat 

kempen hijau tidak lain dari Malaysia (dalam media sosial)? 

8. Adakah anda fikir kerajaan kita kurang mewujudkan kesedaran dalam media sosial? 

9. Apabila orang berkata kempen hijau, apakah sebenarnya ciri yang mereka mesti ada 

dalam kempen hijau untuk menjadi kempen hijau? 

10. Bagaimanakah anda boleh mengetahui maklumat (kempen hijau) ini melalui media 

sosial? 

11. Pernahkah anda melihat sebarang kempen hijau daripada kerajaan dalam akaun anda 

(media sosial)? 

12. Mana-mana kempen hijau yang anda ingat? Yang anda pernah lihat sebelum ini 

dalam media sosial? 

13. Adakah anda fikir dasar membantu dalam kempen hijau? 

14. Apakah kekurangan kempen kitar semula di Malaysia? 
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Appendix 7: Sample of Answer from Informant  

 
 

 
CONSTRUCTING AN INTERVIEW REGARDING THE CONCEPT AND 

CONSEQUENCES OF GREEN CAMPAIGN ON SOCIAL MEDIA PLATFORMS 

 

  

 

 

INTERVIEW TRANSCRIPTION 

INTERVIEW FOUR 

 

 

Interviewer: Rafidahtul Abdul Rahim (PhD student at Universiti Utara Malaysia) 

Interviewee: Informant Four, Ms Ng  

Time: 9 AM  

Date: 17 December 2019 

Place: Gelugor 

Acronyms: RAR,   Rafidahtul Abdul Rahim  

                   I-4,    Informant Four 
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RAR: I want to thank you for taking the time to provide ma an opportunity to conduct 

this interview. My name is Rafidahtul Abdul Rahim and I am taking yours interview for 

purely research purpose. Our discussion should take about 15-30 minutes. The purpose of 

our study is to understand the concept and consequences of green campaign through social 

media platform. In this discussion, we will be talking about how do you determine the 

concept of green campaign, what do you think is the outcome of the social media platform 

used by the government for green campaign implementation, what do you think the 

antecedent and consequences of green campaign implementation and why do you think 

the government should expand the green campaign in future.     

If it is okay with you, I would like to record our discussion to help ensure accuracy. The 

recording will only be used to help me to write my report on the finding from this study 

and it will be securely stored. Besides me, the only other individual who will read to the 

and/or read the transcript is the supervisor of this study: senior lecturer Utara University 

Malaysia. Dr Nik Adzrieman. As soon as the report is completed, the recording will be 

destroyed. Would it be okay if I record down this conversation? 

I want to remind you that the participation in this study is voluntary. our discussion today 

is confidential in nature and your name will not be used in our report or any other papers 

that come from this study. I also have a form for you to complete which gives me consent 

to interview you. Please take a few minutes to read it. Do you have any questions before 

we begin? 
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RAR: 

Do you please help me by providing details about your demographics consisting 

your personal details i.e. age, gender, education and other relevant information? 

Age  35 years old 

Gender Female 

Educational background Master  

Social Media that you currently own? Facebook  

Years of living in Penang More than 10 years  

Do you consider yourself as green-

user consumer?  

Yes 

Have you ever bought the charged-

plastic bag before? 

Yes 

 

RAR: 

How do you determine the concept of the green campaign?  

I-4: 

“to me… green campaign is that aaa you do all things that you can in your daily life 

to care for earth la. as little as bringing recycle bag to the supermarket and try to 

segregate those things in the correct recycle bin. but it’s a bit sad that not all areas is 

having that kind of facility like my place. my flat… we don’t have that (near Penang 

Hill). Even with ‘advance places’ examples the aah one of the factory in the Bayan 

Lepas area, renowned brand, of course I am not going to mention about the brand, 

they have one of the most beautiful cafeteria for thousands of their worker, they don’t 

have the bins for different category for you to recycle like papers, plastics, glasses. 
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but sadly to say, when the cleaner, the workers, when they try to, umm what do you 

call that umm try to pick up the rubbish, the recycle item ok, they just pour everything 

in into a huge bag. so that comes back to the square one. so that bin doesn’t serve any 

purpose. cause I have a friend that works there and that’s what she saw and she told 

me. I said, what? I thought prestigious company yes no doubt they are having, it’s a 

foreign company. no doubt that they have umm their company here locally here in 

Malaysia but its just like nice to see but its not actually giving any effects. unlike 

what I see in Japan… I used to visit Japan 3 years ago, which I think its quite recent. 

their market, their wet market is obviously clean. I can actually see fishes swimming 

in the longkang, drain. and the drain is so clean the water. we actually got amaze 

because the whole trip, the other tour mates aah all from Malaysia. and we were like 

one point at a time where is, is there any ever any dustbin in any places in Japan. they 

don’t have dustbin. let say now I  eating something and I have the pack or the wrapper 

that I should have some place to throw, no they don’t. they actually keep the wrappers 

or the box or whatever and they will clean it, rinse it with water and they will have 

their own different category of recycle bin at home. so for Malaysian to have that 

right concept because concept as far as I can see, is not that this concept in 

everybody’s brain. No lah…” 

 

“education is definitely aa big part of it. not many people see the importance of our 

environment, not many people actually understand sustainability. I’m saying this 

because umm… yes education but even educated people err they don’t really bother 

to categorize the rubbish. they feel like aiya why so troublesome. means sampah 

buang, buang la. I think awareness somehow is there but to get the concept and 

importance to be ingrain in our mind, its still a long way to go. like the Japanese I 

said ahh, their people really have this ingrained there. they prove it in their street, in 

their road, at the lorong. even lorong, you know. you couldn’t see a dustbin, a rubbish 

bin in any of the merchants shop. you cannot see.” 
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RAR:  

What is the outcome of the social media platform used by the government for 

green campaign implementation? 

 

I-4: 

“I have facebook but I am totally unaware what kind of, umm you know facebook 

we always have that username. I totally don’t know what is our government’s green 

campaign. I totally don’t know.”  

 

“No, not at all, I cant even name you one green campaign that I’ve seen in Facebook.” 

 

RAR: 

What is the antecedent and consequences of green campaign implementation?  

I-4: 

“somehow I would think it does bring certain positive effect like people know that 

now you go anywhere you don’t hope to get a plastic bag unless you are willing to 

pay. but pay also it is good that supermarket actually implement 20 cent per plastic 

bag. that will force the shoppers to remember to bring their recycle bag. while I think 

this will take slightly a longer time like the first question that we discuss earlier, there 

is this good effect but this good effect to me is a little bit too slow. like Penang ok, 

we get it, but I have the chance of travelling to Kedah, some places in Kedah, Alor 

Setar. They still use the foam package to pack their food and then I was like, sorry 

ahh uncle I thought this one we are not allowed to use by the government. can lah, 

can lah. and they were like offering you how many plastic bag do you want. I said no 

uncle I don’t want any plastic bag, I don’t even want this foam (package). I was 

travelling time that time, okla kind of travelling, I send my mom to the hospital in 
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Alor Setar so I got to stay like a week there. umm you know those food packaging 

sometimes they use this recycleable container. the one that we can use many times 

one. I will go back and wash and use it in my next purchase of economical rice. cause 

I don’t want them to use the new one... and then everytime when they give me the 

form, I was like uncle, this one cannot. and then the uncle or the auntie that sell the 

economical rice will give me that kind of very funny look. they are like where are 

you coming from? I mean you are not like any resident here. clearly I’m not the 

resident here.”  

 

“government policy is important. like in Penang, the government actually forbidden 

the use of that container. I find that its important and umm this awareness campaign, 

you just need to keep on repeating. telling your people. and enforcement is also very 

important.  like now Penang slowly from plastic bag we talk about straw, plastic 

straw. and now you can see even supermarket to the certain extend like I know 

GAMA supermarket, if you buy a lot they will give, like rm100 from certain 

department... then they will give you a free steel type of straw. they even give you 

the cleaner, the cleaning material of the tools for you to clean your steel straw. I think 

that is good. slowly, at least the merchant are doing something. so far… I only see 

GAMA is doing that. Because I often buy things from there. I’m not sure Tesco, Giant 

is doing that. yes we are slow at least we are progressing. but because Kedah and 

Penang is different. I am not saying that Kedah is not good but it seems that people, 

those merchants they are not aware. they are still thinking that its superbly ok to use 

foam (container). even some of the primary school in the Kedah side or Perlis, they 

still using foam (packaging). and then I got really uneasy when I saw them use the 

foam (packaging).” 

 

RAR: 

Why should expand the green campaign in future? 
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I-4: 

“this is a must la... This is a must because umm human brain is very special, they 

need to be kept reminded what need to be done. this is quite similar to the marketing 

strategy implemented. why those famous brand keep on advertising themselves, 

because the potential and existing customer need to be frequently reminded. hey look, 

this is us, don’t forget us. like coca cola... anybody don’t know coca cola? but  why 

they keep on throwing, spending billions of dollars to advertise, because people need 

to be reminded. people are very forgetful. so I would think that yes, this is definitely 

a must for the government to keep on telling, because our awareness may be very 

high at times but if we are not reminded then, there it goes. I just mentioned in the 

beginning of our discussion, the four colored recycle bin, I don’t think its working 

very well. I don’t think seriously. Nampak sajalah. permukaan wajah lah. but 

effectiveness, no. like I was telling my dad, I am not shy to share... I say, dad, I think 

this one we will need to segregate it la. You know the glass, then the plastic, the paper 

and stuff. then my dad said, no need la segregate, where do you want me to bring this 

to throw, there’s no place for me to throw.” 

 

“Ya, like my flat… I don’t see any of the bins there and there’s not even umm nearby. 

like maybe I know the flat maybe relatively comparatively small in the sense that the 

density is not that high. but at least nearby the neighborhood there’s this huge bin 

there for us to throw in according to the category, then it’ll meet the government 

expectation of the green campaign.” 

 

“I couldn’t remember which county is that, they actually make this green campaign, 

they had this special vending machine constructed. the government specially 

constructed this vending machine. but this vending machine is not the vending 

machine that sells, it’s the vending machine whereby you drop in the recycle product 

and they give you in return maybe a few cents or a dollar…” 
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“I think we need to start somewhere. and one of the country, I think its an Asian 

country but I couldn’t remember. Ahh… they put that recycle product in the vending 

machine then the coupon come out. you can use that coupon to go and redeem bus 

ticket. long haul bus ticket. isn’t that good? people need to be motivated in the 

beginning and when they are in the mood, its become a behavior, or habit to do it 

then they will do it automatically.” 

 

Transcription symbols 

....                   Small interruptions, pause  

“Quote”         Quotes 

[Laugh]           Nonverbal Ques  

(Explanation) Additional details  

SUMMARY OF INFORMANT FOUR'S INTERVIEW 

 Her own concept of green campaign is to do all you can to take care for earth.  

 She believes that recycle and sustainability in lifestyle is important in green 

campaign concept. 

 She never seen government’s social media content about green campaign. 

She believe the government need to make use of social media to create 

awareness for green campaign. 

 She believe that the most widely used to get green campaign content locally 

and internationally is the Facebook in general because it is the easiest and 

most familiar among people. 

 She believe that the antecedent and consequences of the green campaign 

shows that it does bring certain positive effect in creating awareness about no 

plastic bag will be given during the checkout unless consumer are willing to 

pay for it.  
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 However, she think that the progress is too slow and government policy is 

important in order to ensure the effectiveness of a green campaign. 

Government enforcement will lead to better outcome when it comes to green 

campaign.  

 She agree that the government need to extend the green campaign in future 

as people need to be motivate or remind frequently in order for them aware 

about green campaign.  

 The government should pay more attention to add more recycle center and 

recycle bin as the state did not have enough of these to encourage people to 

have a sustainability in their lifestyle.  

 

CONCLUSION 

The conclusion from this respondent shows that the respondent understanding on 

green campaign is to do all you can to take care for earth. The respondent believe 

recycle and sustainability is the core in green campaign concept. The government 

policy is important to ensure the success of a green campaign. The respondent thinks 

that the progress of No Plastic Bag campaign is too slow and proper enforcement is 

needed to get better outcome.  The respondent agrees that the government did not 

fully use of social media to spread the awareness of green campaign content. The 

respondent think that the government need to extend the green campaign in future as 

people need to be motivate or remind frequently in order for them aware about green 

campaign. The respondent believe that more recycle centre and recycle bin is needed 

in order to create sustainability in people lifestyle.  

Thank you so much for your kind cooperation and valuable time. 
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