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 Background: Malaysia is facing critical pollution and environmental deterioration 
issues as a result of massive consumption of plastic- since it takes more than 300 years 

to be disposed.  Introduction of biodegradable shopping bag (BSB) as a greener 

alternative is deemed as the best substitute for plastic bags, due to its disposability 
nature in order to preserve the environment, thus, preventing environmental distortion 

or environmental problem. Objective: The study aims to determine consumers‟ 

preferences and willingness to pay (WTP) towards Biodegradable Shopping Bag (BSB) 
product. Results: The Contingent Valuation Method (CVM) that is used to determine 

and estimate consumers‟ WTP towards the biodegradable bag products shows that the 

most important and significant factors in influencing a consumer‟s WTP are gender 
(male), household income, age and price levels. Result from the survey reveals that 

consumers are willing to pay an increment of RM 3.53 in the premium, which translates 

to consumers‟ willingness to pay an additional RM3.53 for every biodegradable 
shopping bag product. Conclusion: Findings from this study may guide and assists 

policy makers and business operators in revising the BSB price, while the valuation on 
consumers‟ WTP for BSB can be useful to both policy makers and other relevant 

parties to ensure success in replacing plastic bags usage with BSB in Malaysia.  
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INTRODUCTION 

 

 Malaysia is facing critical pollution and environmental deterioration issues because of the mass 

consumption of plastic bags, which leads to serious solid waste problem. Introduction of the biodegradable 

shopping bag (BSB) is seemed as the best substitute to plastic bags, for which the BSB is deemed capable to 

prevent environmental distortion or environmental problem. Biodegradable shopping bag is made from 

renewable resources and is regarded as an important material innovation because it decreases human‟s 

dependency on petroleum and reduces the amount of waste, while still yielding a product that provides similar 

benefits of conventional plastics.  

 Biodegradable shopping bag would typically be defined as an item that could be degraded as a result of the 

naturally occurring actions by micro-organisms such as bacteria, fungi and algae. "Biodegradable" means that a 

substance is able to be broken down into other substances and unlikely to persist in the environment, with the 

help of a significant change of chemical structure and the activities of living organisms (Raman, 2006). 

Biodegradable material consists of various types of sources.  

 According to Jan-Chan et al., (1990), one of the most common biodegradable material classes is the 

composition of polymers and additives that are readily consumed by microorganisms. Biopolymers are 

polymers generated from renewable natural sources, often in the form of biodegradable and nontoxic. They are 

either produced by biological systems (i.e. microorganisms, plants and animals), or chemically synthesized from 

biological materials (e.g., sugars, starch, natural fats or oils, etc.)  (Flieger et al., 2003). The biopolymers will be 

formed into specific end products and consumed by a consumer, before being disposed into a bio waste 

collection and later composted. This process will ultimately leave behind carbon dioxide and water, which are 

environmentally friendly by products (Lorcks, 1998). 

 The Ministry of Domestic Trade, Cooperatives and Consumerism have launched the „Use Less Plastic 

Bags‟ and „No Plastic Bag Day‟ campaign to reduce the use of plastic bags. In support of the “No Plastic Bag 

Day” campaign, almost all hypermarkets, supermarkets and superstores in Malaysia such as Giant, Carrefour, 
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and Tesco sells biodegradable shopping bag at a discount price and charge customers RM 0.20 per plastic bag. 

The objective of this campaign is to create environmental awareness among consumers, and also to encourage 

consumers to use the biodegradable shopping bags rather than the conventional plastic bag which is harmful to 

the environment.  

 Despite the introduction of „No Plastic Bag Day” campaign by the Malaysian government, the positive 

move is not well perceived by the public as some stubborn consumers still insist to buy plastic bag on the 

campaign day. Such paradigm pictures the low commitment level in implementing environmental attitudes 

among Malaysian consumers. Most hypermarkets in Selangor sell biodegradable shopping bag at an average 

price of RM 2, yet the consumers are still reluctant to buy the bag, hence the low number of consumers making 

full use of the bag when they go shopping. In this respect, the purpose of this study is to estimate the willingness 

to pay for BSB among consumers and also to determine the consumer awareness level towards environment and 

BSB usage. 

 

Introduction of green product and biodegradable shopping bag: 

 Green products are known as environmental friendly products or ecological products (Tan and Lau, 2010). 

According to Peter (2011), green products are products that are guaranteed involved in an environmental 

friendly production, in which it minimizes the impact towards the environment as opposed to their non-green or 

conventional counterparts. In recent years, the floriculture industry has seen a rise in biodegradable, 

compostable, or bioresin containers often called „„green‟‟ or „„sustainable‟‟ products (Lubick, 2007).  

 Despite the introduction of „„green‟‟ products as alternatives to already existing ordinary products, many 

customers still choose ordinary products with lower environmental quality because of factors such as price, 

performance, ignorance and disbelief (Ottman, 1998). Like most innovation activities, the development of green 

product is characterized by high levels of risk and uncertainty, and the introduction of biodegradable bag into 

the Green Industry marketplace is no exception. 

 Some countries have stopped using plastic bag and plastic packaging in daily usage and introduced 

biodegradable shopping bag in their hypermarkets. Turkey is an example of a country that is actively 

implementing the green product in their marketplace, in which its Ministry of Environment and Urban Planning 

has started an initiative to replace plastic bags with environmentally-friendly biodegradable bags. The new 

biodegradable bags are being introduced due to of concerns over the environmental outcomes of mass 

production. The biodegradable bags are planned to be launched to the market through supermarkets and public 

bazaars (Daily News, 2012).  

 On the other hand, IKEA introduces UK‟s first organic corn starch carrier (biodegradable) which has 

completely phased out the conventional plastic bags. To support World Environment Day in June 2006, IKEA 

UK starts charging for carrier bags and made a corporate pledge to reduce plastic bag consumption by 70%. In 

September the same year, IKEA introduces a biodegradable carrier bag, making IKEA the first retailer in UK to 

offer a „compostable‟ corn starch carrier bag. The bag costs 10p and the money raised from the sale will be 

donated to the Community Forests organization. 

 

Previous Study: 

 In the literature, there are several studies that analyze consumers‟ WTP for biodegradable product by using 

different approaches. Willingness to pay (WTP) is the value of money that any individual would be willing to 

pay for a goods or service. It also measures individuals‟ willingness to sacrifice their income (ADB, 2007). As 

the introduction of “biodegradable” product as an alternative to the existing ordinary products is still considered 

in its early phase, past studies focusing on the product is still little.  

 Yue et al., (2010) elicit floral customers‟ willingness to pay for biodegradable plant containers by using 

conjoint analysis. Results of the study show that participants are willing to pay a price premium for 

biodegradable containers, but the premium levels differ for different types of containers.  Barnes et al., (2011) 

study about consumer preferences and willingness to pay for non-plastic food containers in Honolulu, USA. The 

study uses a conjoint choice experiment to measure Tianjin residents‟ preferences for degradable and non-

plastic materials bags, where the results show that most people still prefer the usual plastic bags over the non-

degradable plastic bags and would opt to use bags made of other materials if they are sold at a reasonable price. 

 Contingent Valuation Method (CVM) has been intensely used for valuing green products throughout the 

world. These studies show how extensive CVM approach has been used in the valuation of environmental goods 

in some countries. Specifically, these studies use the Contingent valuation method (CVM): Dichotomous choice 

approach.  

 Kalashami et al., (2012) estimate the consumers‟ WTP for green chicken in Rasht city, Iran. Result reveals 

that income and education level have positive and significant effects on consumers‟ WTP. Radam et al., (2010) 

evaluate consumers‟ WTP for food products with “No Added Msg” labeling in Malaysia. Their finding shows 

that the respondents are willing to pay a premium of RM 0.43 for food products with “No added MSG” 

labelling. Meanwhile, Loureiro et al., find the mean WTP for eco-labelled apples in US is 4.99 cents/lb, with 
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stronger WTP is shown by female respondents with children, and strong environmental and food safety 

concerns. 

  

Research Methodology: 

 The Contingent Valuation Method (CVM) is becoming a common technique to evaluate goods that are not 

physically traded (Washida, 1999). CVM is widely used all over the world in various economics areas such as in 

health economics (O‟Shea et al., 2008; Borghi and Jan, 2008), cultural economics (Kim et al., 2007), and 

transportation safety and economics (Md Nor and Mohd Yusoff, 2003) as well as in environmental economics. 

This survey-based method is a method that enables researchers to statistically process the responses garnered 

from questions on how much the respondents are willing to pay for certain benefits. It is a simple, 

straightforward and flexible method, which has been widely used in environmental valuation.  

 Measuring the value of environmental safety of an individual is made possible by valuing an individual‟s 

WTP for biodegradable products. WTP can be measured empirically using the CVM. This methodology is also 

used to assess the values of non-market goods such as environmental amenities (Mitchell and Carson, 1989), 

mortality risk reduction (Jones-Lee et al., 1985) and morbidity risk reduction (Krupnick and Cropper, 1992). A 

number of studies have found that CVM is used not only applicable in natural resources area but also suitable in 

areas other than products from agricultural industry (Demura and Yoshida, 1999). Although CVM is a method 

primarily used for monetary evaluation of consumer preferences for nonmarket goods (e.g., unpriced natural 

resources), the method is still deemed as appropriate in the context of this study because the green market is still 

too “thin,” and  CVM is increasingly used by many researchers for valuation of green products throughout the 

world. 

 In this study, CVM is chosen because it directly asks the individuals on the amount of money they are 

willing to pay to conserve and preserve the environment by using biodegradable bags. Data are gathered through 

personal interview using closed ended and multiple categories. The primary data for the study are gathered 

directly from face-to-face interview sessions with respondents. The face-to-face interview approach is used in 

this survey because respondents‟ full comprehension is very important in answering the questionnaire.  

 Random sampling strategy is employed at each location to select potential respondents among the visitors. 

Respondents are asked to complete a questionnaire regarding their awareness, knowledge, attitude and 

perception with respect to environmental product (BSB) and also their profile. Initial sampling areas are within 

the Petaling district. Three hundred respondents from diverse demographics and socio-economic backgrounds 

are chosen, in which the survey data are obtained using in-person interviews. Subsequently, interviews are later 

carried out at Kelana Jaya Giant Hypermarket, Mutiara Damansara Tesco Extra Hypermarket and Kepong 

Carrefour Hypermarket. 

 In CVM format, each respondent is presented with a scenario based on the current environment situation 

and knowledge about Biodegradable Bag. The scenario is explained in order to give a brief understanding on the 

current situation regarding BSB. The format used is dichotomous choice single bounded: a “take-it-or-leave-it” 

approach. The question offers a randomly assigned monetary value to the respondents, where the respondents 

will provide information on their income levels and the price they are willing to pay based on the scenario 

given. Thus, the questionnaire has been specifically distributed into five different sets according to the bid 

amount used. The bid amount for questionnaire Set A is (RM1, RM1.5, RM0.5), Set B (RM2, RM2.5, RM1.5), 

Set C (RM3, RM3.5, RM2.5), Set D (RM4, RM4.5, RM3.5) and Set D is (RM5, RM5.5, RM4.5).  

 Generally, a “Yes” indicates willingness to pay for BSB and to help sustain and conserve the environment 

while a “No” signifies unwillingness to pay for BSB. In the case of unwilling respondents, they are required to 

choose the reason for not paying as stated in the questionnaire or they may also provide their own reason. 

Additionally, RM 0.5 is considered as a minimum for any increment or decrement in the bid price. The amount 

is also regarded as „reasonable‟ for an additional amount of conservation price for environmental product in 

Malaysia. Garrod and Willis (1999) stated that, the chosen bid vehicle should have a plausible connection with 

the amenity it is being used to value and perceived to be „fair‟ and „equitable‟ in its incidence in relation to the 

benefits derived for the proposed good. 

 In this study, CVM is used to analyse the data and the WTP is measured empirically by using this method. 

The research is modelled based on the Van Ravenswaay and Hoehn (1991) approach, an extension of 

Lancaster‟s attribute model (Lancaster 1971). The identified specification model for this study is as follows, 

  

WTP = f (P, Y)            (1) 

Where; 

WTP = willingness to pay; 

P = price (RM); 

Y = income (RM); 
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 Subsequently, the logit regression analysis is applied to evaluate the data for WTP because of its relative 

simplicity to compute. Using this approach, the probability of saying “YES” to bids at different levels of the 

independent variable is estimated as, 

P = (1 – e
-x

)
-1

            (2) 

 

Where; 

x = (“bid amount” (price)) @ estimated regression logit regression equation and; 

P = probability of accepting the price. 

 Mean of WTP is estimated as the area under this probability function. This area shows the proportion of the 

population who would consume the goods at each level, and their associated utility. The area under the curve is 

estimated by integration techniques and expressed as, 

 
Where; 

(1 + e
a + bPRICE 

)
-1

 is the probability of saying "YES" and; 

U and L the upper and lower limits of the integration respectively. 

 Estimation of the mean WTP within this framework relies on some assumptions about the upper and lower 

limits of the integral, i.e. knowing the price amounts at which the probability of saying "NO" is zero and the 

probability of saying "YES" is one. By applying this to the price behaviour, and assuming that individuals will 

not pay if they receive a disutility from it, negative WTP can then be ruled out and zero can be used as the lower 

limit.  

 Bishop and Heberlein (1979) and Sellar et al. (1986) use the upper range for the integration of the price 

amounts as the upper limit for the integration. Hanemann (1984) claims that such approach creates certain 

assumptions on the probability distribution for the unknown WTP in the sample. He argues that the upper limit 

should be infinity and using the highest offered amount may lead to a poor approximation of the mean utility 

estimate when integrating between zero and infinity. In this study, zero is chosen as the lower limit of the 

integral and the maximum value as the upper limit. Confidence interval of WTP is also calculated using the 

variance-covariance matrix and a technique adopted for dichotomous CVM by Park et al. (1991). 

 

RESULT AND DISCUSSION 

 

 This section presents the result of the study. The descriptive analysis discusses the socio-economic profile 

of the respondents, their awareness, knowledge and perception that lead to the willingness to pay (WTP) for 

biodegradable shopping bag (BSB). This is followed by the analysis of CVM to determine the level of WTP 

towards biodegradable shopping bag (BSB). 

 

Socio-economic profile of respondent: 

 As shown in table 1, more than half of the respondents are female, which makes up to 60.3% of the total 

respondents as compared to male respondents at 39.7 %. A majority of the respondents interviewed are Malays 

(78.3%), followed by Chinese (11%), Indian (5.3%) and others races (5.3%). In term of marital status, 55.3% of 

the respondents are single while the other 39.3% are married. Most of the respondents are below the age of 40 

(81.4%). These results amply picture Malaysia‟s social environment where the biggest age group for Malaysians 

is between 20 and 40. From the survey, more than half of the respondents (62.7%) have gone through college or 

university education, 58.7% work in the private sector and 73.6% of the respondents‟ income is below RM5000. 

 

Awareness Analysis: 

 Results on the frequency analysis of consumers‟ awareness and practise of biodegradable shopping bag are 

presented in Table 2. The result shows 55.7% of respondent agree with the existence of recycling facilities at 

their area and 44.3% oppose the idea of a recycling facility. Out of the number, only 43.7 percent respondents 

have used the recycle bin facilities in their area. Most of the consumers do their grocery shopping at Giant 

Hypermarket (55.0%) meanwhile, with 70.7% of these respondents respond “Yes” to eco-friendly bag usage and 

about 29.3% of respondents respond “No” because they never use eco-friendly bag when shopping at any 

hypermarket.   

 Consumers with “Yes” answer must proceed to the answer questions on biodegradable bag in the next 

section. However, a “No” answer will require them to answer questions regarding plastic bag. In the 

biodegradable shopping bag section, the most important source of information that the consumer get to know 

about biodegradable shopping bag is from the hypermarket (46.7%) as it is often placed next to the cashier 

counters and the promoters also promote this bag to consumer when they shop.  
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Table 1: Socio-Economic Profile of Respondent. 

Element Frequency Percent 

AGE                                      (Mean) 
Less than 20 

21 - 30  

31-40 
41-50 

51-above 

GENDER 
Female 

Male 

RACE 
Malay 

Chinese 

Indian 
Others 

MARITAL STATUS 

Single 
Married 

EDUCATION 

Primary School 
Secondary School 

College 

University 
OCCUPATION 

Government 
Private Employee 

Self-employee 

Student 
Pensioner 

Housewife 

29.9 
21 

176 

68 
23 

12 

 
181 

119 

 
235 

33 

16 
16 

 

166 
134 

 

2 
66 

44 

188 
 

93 
176 

16 

4 
5 

6 

 
7.0 

58.7 

22.7 
7.7 

4.0 

 
60.3 

39.7 

 
78.3 

11.0 

5.3 
5.3 

 

55.3 
44.7 

 

0.7 
22.0 

14.7 

62.7 
 

31.0 
58.7 

5.3 

1.3 
1.7 

2.0 

HOUSEHOLD GROSS MONTHLY INCOME 

Less than RM 5000 
RM 5001 - RM 7000 

RM 7001 - RM 9000 

   RM 9001 - RM 12000 
                                 RM 12001 - above 

 

221 
35 

12 

20 
12 

 

73.6 
11.7 

4.0 

6.7 
4.0 

Source: Author Survey (2012) 

 

 Majority of the consumer (64.3%) agree that biodegradable shopping bags are really effective in preventing 

environmental degradation while the other 35.7% consumers do not agree with the motion. Results also indicate 

that only 20.3% use the biodegradable shopping bag every time they shop and half of the respondents do not use 

this bag every time they shop (50.3%). However, 27.3% of the respondents also claim that they use 

biodegradable shopping bag because they feel obliged to support the “Go Green” campaign and the awareness 

on how harmful the plastic bags could be towards the environment (20%). In general, this indicates that a very 

high percentage of respondents are aware of environmental product related with BSB. 

 On the other hand, around 88 respondents (29.3%) are required to proceed with the questions regarding 

plastic bag. Table 3 below summarizes the reasons for not using eco-friendly bag and plastic bag respectively 

and also their knowledge on pollution caused by plastic bag. The findings unearth the important reasons on why 

they do not use the eco-friendly bag; always leave them in the car or at home (16%), inconvenience to carry and 

store them (8.7%), they are too expensive (3.3%) and uncaring attitude towards the environment (1.3%). The 

main reason why the plastic bag is preferred over the biodegradable shopping bag is because they are very 

handy (17.0%), despite knowing about the pollution created by plastic bag (22.7%). Surprisingly, a few 

respondents do not know the serious pollution caused by plastic bag (6.7%). 

 

Willingness-to-pay (WTP) for Biodegradable Shopping Bag (BSB): 

 Table 4 shows a summary of respondents‟ WTP for BSB at each price level increment. Previous studies 

have identified a variety of demographic characteristics that may affect consumers‟ WTP for green product. 

Initial estimation of the model involves socio-economic characteristics such as age, gender race, marital status, 

education level, occupation and income as the independent variables. Maximum Likelihood Estimation (MLE) 

of the specification for logit is calculated using LIMPDEP NLOGIT 4. The results of the estimated models for 

BSB are shown in Table 5, and a number of demographic factors are found to have significant influences on 

WTP for these products. 

 Firstly, the regression analysis indicates a significant and positive relationship between age and WTP. Most 

studies find that ages are able to influence the WTP, where older respondents are willing to pay higher than the 

younger respondents (Binam et al., 2004). Secondly, the odd ratio of male (0.558265) illustrates lesser WTP 

among male consumers with the bid offers 0.55 times less than female consumers. Concurrently, the finding 
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shows that female respondents in general are more willing to pay for BSB due to their higher health-

consciousness as compared to male respondents.  
 

Table 4.2: Consumer Awareness and Practice of Biodegradable Shopping Bag. 

Element Frequency Percentage 

The Existent of Recycling facilities 

No 
Yes 

Uses of Recycle bin  

No 
Yes 

Grocery Shopping at Hypermarket 

Giant 
Carrefour 

Mydin 

Tesco 
Jusco 

Others 

How often do grocery shopping 
Once in a month 

Twice in a month 

Every week 

Every day 

Uses of eco-friendly bag 

No (Plastic Bag) 
Yes (Eco-friendly bag) 

Information about Eco-friendly bag 
Television 

Hypermarket 

Newspaper 
Friends 

Internet 

Others 

 

133 
167 

 

169 
131 

 

165 
43 

26 

37 
16 

13 

 
86 

121 

81 

12 

 

88 
212 

 
37 

140 

18 
9 

6 

2 

 

44.3 
55.7 

 

56.3 
43.7 

 

55.0 
14.3 

8.7 

12.3 
5.3 

4.3 

 
28.7 

40.3 

27.0 

4.0 

 

29.3 
70.7 

 
 12.3 

46.7 

6.0 
3.0 

2.0 

0.7 

Effectiveness in preventing environment degradation 
No 

Yes 

Uses of Eco-friendly bag 
Every time I shop 

Not every time 

Why use Eco-friendly bag 
I feel obligated support the "Go-Green" campaign 

I am aware of how plastic bags harm the environment 

They're more durable 
Save money 

No Choice 

 
19 

193 

 
61 

151 

 
82 

60 

28 
21 

21 

 
6.3 

64.3 

 
20.3 

50.3 

 
27.3 

20.0 

9.3 
7.0 

7.0 

Source: Author Survey (2012) 

 

Table 3: Source of Knowledge and Causes of Using Plastic Bag. 

Element Frequency Percentage 

Reason don‟t use eco-friendly bag 
I always forgot them in the car or at home 

It is inconvenience carrying and storing them 

They are too expensive 
I don‟t care about the environment 

Reason use plastic bag 

They're easy 
Less exposure about biodegradable bag 

They're free 

I think they're durable 
Knowledge about pollution of plastic bag 

No 

Yes 

 
48 

26 

10 
4 

 

51 
9 

27 

1 
 

20 

68 

 
16.0 

8.7 

3.3 
1.3 

 

17.0 
3.0 

9.0 

0.3 
 

6.7 

 22.7 

Source: Author Survey (2012) 

 

Table 4: Summary of Consumer Willingness to Pay. 

Price (RM) Yes No Total 

Frequency Percentage Frequency Percentage Frequency Percentage 

1 32 10.7% 17 5.7% 49 16.3% 

2 29 9.7% 26 8.7% 55 18.3% 

3 28 9.3% 22 7.3% 50 16.7% 

4 16 5.3% 39 13.0% 55 18.3% 

5 19 6.3% 72 24.0% 91 30.3% 

Total 124 41.3% 176 58.7% 300 100 

Source: Author Survey (2012) 



542                                                                    Mohd Rusli Y. et al, 2014 

Australian Journal of Basic and Applied Sciences, 8(18) December 2014, Pages: 536-544 

 Thirdly, price is found to be statically significant and negatively correlated with WTP, implying lesser 

willingness to pay among respondents for any higher bid price offered, hence lesser likeliness among the 

respondents to pay for it. Bateman and friends (2002) state that perhaps the most fundamental expectations of 

the economic theory is that as the price of a good increases, the consumption of the good would fall. 

 Finally, the regression analysis also shows a significant positive relationship between income and WTP, 

indicating higher income earners are willing to pay higher amounts than lower income consumers (Olsen et al., 

2004). According to Bateman et al. (2002), economic theory predicts a positive association between the 

willingness to pay and respondent‟s income.  The MLE of the specification for logit model is shown in Table 5. 

The factor included in this model shows the expected signage and is found to be significant at 1%, 5% and 10 % 

level. The goodness of fit for the regression is given by McFadden R
2
,
 
which the performance of the overall 

model is estimated at 0.315171. The percentage of „correct prediction‟ is 77.7 percent. 

 
Table 5: Result of Logit Regressions Model. 

Name Coefficient p-value Significant 

const -1.09779 0.06392 * 

PRICE -0.601005 <0.00001 *** 

AGE 0.0373523 0.02976 ** 

GEN  (1=Male, 0=Female) -0.582922 0.06216 * 

INC 0.000408098 <0.00001 *** 

McFadden R- squared 0.315171 

Percentage of 'correctly predicted‟ 77.7% 

Source: Author Survey (2012) 

Note: 

* Significant at 1% level 
** Significant at 5% level 

*** Significant at 10% level 

 

 The mean of WTP is calculated using SPSS Statistics. Based on the estimation results, equivalent WTP 

measurements are performed through logit model using age and income levels (Table 6&7). Based on age and 

income levels, two conclusions could be made; i) older consumers are willing to pay more for BSB rather than 

younger consumers, and ii) consumers who earn higher income generally have higher WTP as compared to 

consumer with lower income. The average mean of WTP premium is about RM 3.53, which demonstrates 

consumers‟ willingness to pay an increment premium of about RM 3.53 per one biodegradable shopping bag. 

 
Table 6: Mean value of WTP based on Income Level. 

Income Level WTP (RM) 

Lowest than 5000 2.184 

5001-7000 4.595 

7001-9000 6.449 

9001-12000 8.199 

12001 and above 14.500 

Average Mean 3.530 

Source: Author Survey (2012) 

 
Table 7: Mean value of WTP based on age level. 

Age Level WTP (RM) 

Less than 20 1.272 

21 - 30 2.794 

31 - 40 4.535 

41 - 50 6.415 

51 and above 7.035 

Average Mean 3.530 

Source: Author Survey (2012) 

 

Summary and Conclusion: 

 The general objective of this study is to determine the consumers‟ awareness and their willingness to pay 

for biodegradable shopping bag. The study uses the Dichotomous choice of Contingent Valuation Method 

(CVM) to estimate WTP for conserving and preserving the environment by using biodegradable bags on the 

data collected from selected hypermarket in Selangor. More specifically, this study focuses on determining the 

value (price) of environment conservation by using BSB. Increasing price per bag technique is used to evaluate 

the WTP of consumer. The results show that price, age, gender (male) and household income are the most vital 

and significant factors in influencing and determining the amount of premium that an individual is willing to pay 

for these products. Findings in this study should be able to assist the governments, policymakers, producers and 

marketers in taking into consideration a product‟s market potential in the near future. 

 Results of the study indicate that a majority of the respondents appear to be aware of the biodegradable 

product, yet they have little understanding of the terms involved. The relevant parties should comprehend the 
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consumers on the importance and benefit of biodegradable products by utilising the education system as a 

medium. Educational campaigns on the importance of healthy environment with BSB should also be carried out. 

It is hoped individuals from all walks of life will be better educated on the significance of health values and 

consumption related with BSB usage, as to promote more positive perceptions, attitude and practice towards 

consumption of biodegradable products  

 However, based on the results in this study, it is recommendable for the policy makers, producers and 

marketers to revise the BSB price introduced to consumers. Even though the maximum price level according to 

consumer willingness to pay is an increment of RM 3.53, half of the consumers are still not willing to spend 

more for BSB (58.7%). Thus the government and business operators should collaborate to find an effective 

solution for this problem. Some of the potential solutions that could be practiced in order to increase the share of 

green products in consumers‟ consumption basket are; develop uniformed standards for biodegradable products, 

intensify control in shopping bag production firms and allocate subsidies to biodegradable products.  

 Accomplishment in the development of BSB and others biodegradable product is very dependent on the 

consumers‟ involvement and awareness of environment values, which is indicated by their WTP for the 

products. Hence, to ensure a better improvement in these products, there is a need to formulate proper standards, 

policies and promotions in coherence with putting more efforts in research and development (R&D) 

programmers to improve the technologies in the production of these biodegradable shopping bag products. 
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