Millennials' Percelved

by Jabatan Fungsional

Submission date: 04-Apr-2021 06:35PM (UTC+0700)
Submission ID: 1550015027

File name: Millenials_Perceive.docx (61.28K)

Word count: 4027

Character count: 23595



<]
The Millennials’ Perceived Behavioural Control on An Eco-
friendly House Purchase Intention

M Wijayaningtyas', F Handoko', and S Hidayat'

'Civil Engincering Department, National Institute of Technology, Malang
Industry Engineering Department, National Institute of Technology, Malang

maranathada@ lecturer.itn.ac.ad

Abstract. The millennial generatson has an smportant role in actualizing environmentally
friendly ressdence, Referring 1o the behavioural theoey, a consumer’s Perceived Behavioural
Control (PBC) is one of purchase intention antecadents. Studics revealing the milkeamials'
control behaviour on purchasing an eco-friendly house, especially in Indonesia, are still linmted.
Moreover, environmensally friendly housing is still mew to prospective house buyers in
Indonessa; so, how 1o control their behaviour toward purchasing behaviour or willingness to pay
has not been clearly known. Therefore, thas study s conducted o0 explore the millennial
generation’s PBC on an eco-friendly house purchase imtention. This & a qualitative rescarch with
a phenomenological spproach focusing on obscrving the perocived behavioural  coatrol
phenomenon of prospective howse buyers. The data was collected through a semi-structured in-
depth interview with nine prospective hougbuyers in Surabaya, Fast Java. Thas rescarch found
that the themes of mallennsal house buyers perocived behavioural control toward am eco-friendly
howuse parchase intention were 'perceived difficulty’ and *perceived benefit'. The finding implics
that housang developers and government should provide convenience 10 develop eco-fracmdly
houses and be consistent 1o complete the buildings with facilities; the facilities will especially
support the mallennial costumers” sustainable living and the sustainable development in
Indonessa.

L. Introduction

The nawral resources depletion and environment deterioration are the result of increased goods and
services consumption (1). This has been going on for the last fow decades and has shown impacts on
enviroggnental pollution, global warming and decline in flora and fauna ecosystems (2). Therefore,
mblkm“mwmupmehmedn'mhdww
movement encouraging vanous environmental innovations and green consumption. Green innovation
focuses on combininggnvironmental sustamability practices at cach stage of the goods and services
creation (3), whereas green consumption is related to the environmentally responsible consumption: in
other words, consumers consider the environmental impact of purchasing. using, and decomposing
various products and various green services (4).

Onc of ghe contributing factors to global warming is the use of energy in building construction.
Therefore, it is necessary 10 apply the concept of sustamable the buikling construction
industry, which is known as the ‘Green Blillin‘cooocpt The green building aims o reduce and
climinate negative impacts on the environment by improving unsustainable building quality in terms of




planning and implementing the design, construction, and operational practices: which ultimasely results
in eco-frendly housing of homes, apartments and condominmms (3),
In Indonesia, eco-friendly housing is being offered to the community since are many houses
ements that have exceeded the carrying capacity (5). These days, eco-fiendly houses emerge
as & new trend because most Indonesian consumers different perspectives when dealing with
chowxces 0 consume green products or the products are environmentally friendly. the
consumers have the same awareness and goals 10 save the environment. On the contrary, a pant of them
is influenced by the culture of only buying the best products (6).

Environmentally responsible purchases are very important bocause unplanned goods purchases can
seriously damage the environment. According to Hong (7), consumers’ houschold purchase is
responsible for 4074 of environmental damage. Consumers have the ability to prevent or reduce
environmental damage by buying green products. Consumers act as an important factor in successful
marketing and development of the eco-frendly housing; and there are varnous factors mfluencing their
behaviour, which includes desermining the behavioral intention in purchasing an eco-friendly house.

The theory most ofien used to determine consumers” behavioural intention i purchasing
environmentally friendly prodducts is the Theory of Planned Behavior (TPB) (8). There are three main
factors in TPB that influence the pradiction of behavioural intention: attitude. normative belief, and
perceived belavioural control. In a number of previous studies, rescarchers have tested TPB's ability by
using a quantitative method, both 1o test the relationship between parts or all of the factors and even to
add other varmbles to predict consumers’ intention and buying behaviour towards environmentally
friendly products (9-11). Alhough these stidies aim to mmpeove the ability o use TPB on green
purchasing behaviour, a personal study of cach consumer is still needed to support and enrich the
research on green purchases. Therefore, it is necessary to conduct a research to find out a valid measure
of consumers” perceivad behaviour control in terms of green purchase intention, so that it can deepen
the consumers’ understanding of the relationship between green, healthy and socio-economic buying
behaviour along with the vanations influencing consumers ' confidence in green purchascs, as well as to
find out the method to increase that intention,

This rescarghy focuses on the millennial generation, because according o a rescarch conducted by
Schmeltz (12), this generation shows more concern for, pays more attention to and has a positive attitude
towards saving the environment. Millennials also have betwer knowledge of the environmemt than the
previous genemtions, because they have been taught they were children (13) Thercfore, it s
expected that in the future they will be able yggive a impact by bringing forth new rules that
suppon sustainable development. However, a research conducted by Hume (14) reveals that although
they have a positive attitude towards the environment, it does not affect their actions m buying
environmentally friendly products.

Based on the resgits of the previous studics, further studies on the phenomenon of the millennial
generation and their perceived behavioural control towards an eco-friendly house purchase intention arc

. Therefore, this research’s objective is to explore and investigate the millennial generation’s
perceived behavioural control on an eco-friendly house purchase mntention. Furthenmore, this study
respectively explains the theory, the rescarch methods, the results ankd discussion as well as the
implications of the rescarch results.

2, Literature Review

2.1, Perceived Bekaviowral Control

Perceived behaviowral control is one of three behavioural intention antecedents in the TPB beside
amtitude and subjective norm. Perceived behavioural coatrol describes an individual's greeption of the
simplicity or adversity of executing the behaviour (8). Perceived behavioural control is constructed with
control beliefs which represent the personal evaluation of the existence or the availability of behaviour's
facilitators and inhibitors (time, money and skillsk and the percerved power is defined as the personal
assessment of the simplification or obstruction of the particular behaviour (8).




Ajzen (8) stated that the availability of particular product and price has become the main contribution
for the difficulty perception of an individual 1o conduct the given behaviour. Smith and Paladina (15)
that the main factor influencing consumers’ decisions to purchase green products is price. In addition, a
stly conducted by Michaclidou & Hassan (16) in the UK shows that Perccived Behavioural Caontrol
was measured by the avilability of green products for consumers so they have intentson to buy them.
The above researches were carried out in developed countnies with green products as obgects so the
research in developing countries is needed specifically for eco-friendly house. Thus, availability and
price have the possibility to restrict, to impede and to potentially limit or even to prevent the individual
from behaving m the context of green products purchase behaviour.

2.2, Eco-friendly Hou. w Indonesia

An eco-friendly house 15 a wise choice in land use; it is efficient and effective in energy and water usage.
Its maserials adbere to the conservation of natural resogees: it is also healthy and safe for the house
occupants. The green residence’s treatment and safety are also essential since the sustainability of an
eco-friendly residence must be accompanied by its inhabitants” eco-friendly behaviour. Understanding
the concept of an eco-friendly residence is the main factor that should be prionitized in order 1o avoid a
misunderstood ilea asserting that an environmentally friendly house is a residence requiring high
mainsenance costs or just having a lot of green land (17).

House buyers in Indonesza are now starting to reahize the serious impact of environmental damage
due o the environment's quality decline such as the danger of flooding. Therefore, they are secking
houses in an environment with “green” housing projects (18). According to Raspati (19), the green
housing property concept is equipped with a green open space and complete facilities such as markets,
shopping malls, hospital, school, sports venues and others, An eco-friendly house concept with a green
open space has finally tumed ino a trendd for housing developers, although it is not fully “green” yet.
They emphasize only on green landscapes and have not prioritized the problem on waste management,
water, and energy efficiency (19). However, the concept of an eco-fniendly house is still 1n an carly stage
for house buyers in Indonesia. Moreover, there bave not been many researches that discuss behavioural
intention toward an eco-fricndly house in Indoncsia and study the prospective house buyers' reason or
background when deciding to purchase a house.

3. Millennial Generation
days, rapid technological development can casily kead the millennial generation to consume and
to buy the desired products. The typical ¢ istics of millennial generation influence their buying
behaviouwr ( 13); therefore, they are assured Wat most of their activities bring negative impacts on global
climate change, and this ultimatcly encoumges them to buy environmentally friendly products,
Consumer market analysts have even estimated that the millennial generation has greater purchasing
power than the previous gencrations (13).

Global demography always plays an important role in cconomic growth, Now is the time when the
millennial generation as the majority has entered the workforce. Therr income = relatively high and
grows rapidly. This is determining the desirability of the present and future genceations” characteristics;
thus, it increasingly affects business and cconomic markets.

This gencration is also projected o take over 39% of Indonesia’s population or about 110 million of
285 mullion in 20239420). Thus, this study uses the millennial generation as the subject of research
because most of the people in this cra are from their generation, and they have the control over internet
use. In the future, this generation is also believed to be very influential gy determining trends of products
and services use, especially since we have entered the digital era. With the digital technology, the
millennials are very active in using social media and online nggdia to interact with their chosen brands,
However, from the surveys' results in developing countries, of the millennial generation will not
be interested in using products and services if the producers cannot provide the best experience for them
(21)




3. Materials and Methods

The qualntative method is employed m this study because it can reveal a new understanding based on an
existing phenomenon. to Creswell (22), a qualitative research explotes the informants” views
about a specific phenomenon. This research is expected to explore the informants® expeniences in order
1o understand the perceived behavioural control ofh.mllmnial generation prospective house buyers.
The prospective house buyers’ point of view was used in onder to obtam new discoveries and information
that would contribute to science. A qualitative rescarch provides an understanding of problems that
might be overlooked by a quantitative study (23).

Morcover, this study works with Schutz’s phenomenologscal approach since the research subjects
were the individuals engaging in social interaction. Schutz's phenomeggglogical approach perceives that
one's social action reflects his past experience, and that ong’s action is not only based on an individual's
inner influence: it also involves the others” influence as well as the socio-culture around the person (22),

The informants were selected from prospective house buyers visiting the marketing offices of nine
housing development regions in Surabaya that promoted their “green™ area The informants were
selected by purposive sampling method based on their birth years (1980-2000). A person from cach
housing area was selected so that there were 9 key mformants in total. Demographscally, there were five
male and four female informats; and their education kevels ranged from sensor high school to bachelor
degree.

The rescarch instrument was in the form of questions used as a gusdeline for the researchers to gam
the required iformation. This study utilized general questions in order to get broad answers from the
informants. The instrument was not only used to get direct answers from informants, but it was also
used as a guideline for the rescarchers to focus on the observation and 10 avoid unnccessary expansion,
The informants gave their answers orally; the mformation was recorded and used as the data to be
processed.

The interview responses were transcribed, interpresed, encoded, and analysed to obtan the theme.
The validity process was conducted in order to validae the data, The data was compared to the available
literatures, reseal tes and observation results durng the rescarch; it was also compared to other
data (24). The process of data triangulation was conducted by comparing notgy photos and videos made
during the process of data retrieval. Then, the next triangulation process was conducted by mndomly re-
interviewing five different informants 10 make sure whether their answers were the same as their
previous oncs, The results showed no significant difference.,

4. Results and Discussion

The results of the in-depth interviews with informants, supporting data analysis, and literature studics
were processed using qualitative data processing methods. The data obtained were encoded 0 look for
similaritics and summarized in sub-theme. Finally, the rescarchers found two major themes related to
the millenmials’ Percaved Behavioral Control (PBC) towards the eco-friendly house buying mtention;
both of the millennial's PBC themes are discussed in the following details.

4.1, Perceived Difficulty
The millennial generation’s perceived bebavioral control toward an eco-friendly house purchase
intention was explained in their difficulty to buy and to live in the house. All informants had the same
concept: 1t might be difficult for them to buy eco-friendly houses. They assumed that an eco-fnendly
house is more expensive and complicated in the construction process. Their views are illustrated by one
of the informants” opinions as follows:
"An eco-fnendly bouse, in my opinion, i a house that is fnendly to the environment such as having a
large garden, lots of greenery and trees, complete playing spaces in the arca. However, the possibility
of buying a house like that is cenainly difficult because it is definitely expensive because the cost of
construction materials and the processes must be complicated.”

The informant described the dfficulties faced when intending to buy an eco-friendly house, onc of
which is related 10 the cost problem. This shows that the informants’ behavioral control towarnds an eco-




friendly house is related to their financial capacity, Still related to financial difficultics, other than
personal financmng factoes are also influenced by funding from other partics such as banks with a Home
Ownership Credit (KPR) system, such as the opinion of two informants as follows:

Informant & "We are actually interessed in buying environmentally fricndly dwellings but for the
purchase funds there are none, even though they are assisted by home loans from the Bank, but paymg
attention to the continued increase in interest rates ... we ane womied that we cannot pay them ofT until
the end of the loan repayment persod.”

Informant b: “For me, banks should be able to provide facilitics in providing loans to have
environmentally fnendly houses. Because the government now has a rule that there is an increase in the
number of down payments for the purchase of second homes and subsequent homes.”

In addition, there were other difficultics stated by an informant related to the ability to manage an
cco-friendly bouse, which is written as follows:

"Even i1f | have the budget to buy an eco-friendly house, I will surely face difficultics in managing the
house to stay environment-fricndly.”

The informants’ opinions were not entirely wrong because their knowledge on eco-friendly houscs
were limited; and there are not many available literatures that are casy to rexd and known by the
informants. Furthermore, when viewad from their environmental backgrounds, the informants” opinions
are very reasonable because they rarely or even never discuss eco-friendly houses. This situation was
revealed in the study related cco-friendly house buyers conducted by Wijayaningtyas (24), The
informants only heard or read peeces of mformation from electronic or printed media. This depsction
appeared m the interviews, most informants scemed 10 misunderstand when asked about their
expenences in encountering with eco-friendly houses in their lives, They only revealed a recap of their
thoughts countmg on people’s words on an eco-friendly house.

In addition to the informants, perceived difficulty is also expenenced by consumers of other green
products as found by some experts such as Tamashiro and Silveira (26) and Elias ef al. (3). Smith and
Palkadina (15) in Australia also found that price was the most important facsor of consumer 0 buy green
product. The condition of financial difficultics to purchase eco-friendly homes 1s also expenenced by
the younger generation in China. The phenomenon revealed in this study s almost the same as Zhang
¢t al (27) rescarch in China, that due to the rapid urbanization it causes a significant increase in house
prices every year, including eco-friendly home. So most young couples who want o purchase a house
were mostly assisted with funds or funding from other partics,

4.2, Perceived Benefit

The next pereeived behavioral control of the millennials which also greatly influences their buying
intention towards cco-frendly houses is related 1o ‘perceived benefit”, Influenced by the behavioral
control in the previous section, it is important for the informants 1o gain both financial and health benefits
when they purchase an eco-friendly house. One of the mformants stated that according to the information
from the media, an eco-friendly house should save clectricity so it can reduce electricity experses: the
statement is as follows:

"Since an eco-friendly house usually has parks and plants, it wall chill the room and can significantly
reduce air conditioning usage. So, it can reduce electricity consumption.”

There are other informants who argue that their behavioral control of being able to purchase eco-
friendly houses is 8 rapid increase in the value of investments, This is because buying a house that is
environmentally friendly must have 2 good design and planned in detail, m a well-managed environment
amdd close with integrated facilities and public infrastructure; it can be concluded that the developer is
committed o maintzining and improving the quality of the environment,

Morcover, the informants agreed that buying an eco-friendly bouse woukd bring benefit in a bealthier
life duc 10 its concept of large green area, adequate lighting, and encrgy saving as stated by the
informant:

“The thing that prompted me to purchase an eco-friendly house was because it would provide comfort
and bealth for me and my family. When | saw examples of eco-fnendly homes, the house was designed




with wide windows and high ceilings so that #t was enough to use natural ventilation i the house, If
developer serous to buald that house, surely [ will try to purchase it."

This perceived benefit is supported by Elias er al. (3) that investigated a related topic i Malaysia; as
they live in a developing country, posential house buyers in Malaysia woulkd also consider health benefit
in their purchase inention of a sustainable house. Research conducted m other developing countries by
Synodinos (28) ako revealed a similar phenomenon that the younger generation has had the
environmental knowledge 1o protect the environment so that when faced with the choice to buy
environmentally friendly products they would certainly consider it. Their knowledge of the benefits
recerved when practxcing environmentally conscious behaviors such as healthy livng greatly mfluences
the purchase behavior of the millennial generation, especially toward the eco-friendly house.

5. Conclusion

From the analysis results, it can be concluded that the millennial gencration’s perceived behavioural
controls which influences their eco-friendly howse purchasing intention are “perceived difficulty” m
finance abality as well as post-purchase maintenance, and “perceived benefit” in financial and healthy
life. These controls are important for them:; because as reported by the information about an eco-fricndly
house, they understand that this house concept does not only offer benefits to h'mn life but it also
offers difficultics that will be faced ¢ither before or after the purchase, Therefore, it is essential for the
govemment and all parties 1o have good cooperation related to sustainable development, in the purpose
of providing the correct information on the importance of an cco-friendly house, especially for the
millennial generation. In addition, the millennials’ perceived behavioural control could be further
analysed with the quantitative study to find out which control will influence the behaviour of an eco-
friendly house purchase intention.
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