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ABSTRACT

Name : Louis Yosen Primsa T

Student number : 09 06 58 59 50

Program Study : MM — MBA

Title : PRELIMINARY STUDY ON DEPOSIT REFUND SYSTEM
(DRS) ON TEH BOTOL SOSRO

This research is designed as advanced study of Deposit Refund System (DRS) as
an alternative tool to increase the recycling rate of used glass bottle of Teh Botol
Sosro. Keypoint studied is the integration of Customer Perceived Value (CPV)
and supply chain management to make implementation of DRS focus on business
perspective. The modification of supply chain from traditional to reversed
approach is intended to optimise the utilisation of packaging of beverage product.
Packaging of beverage product is selected as object research since beverage
product is massively consumed by market in a standardised shape and size, while
at the same time no collection of the packaging from consumption site
systematically coordinated by all elements involved in supply chain channel.
While consideration of consumer perceived value must be highly anticipated, this
research is trying to explore the possible integration between customer perceived
value and reversed supply chain.

Key Words:

Deposit Refund System (DRS), Customer Perceived Value (CPV), Reversed
Supply Chain, Beverage Product, Modification of Supply Chain, Glass Material,
Packaging.
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ABSTRAKSI

Name : Louis Yosen Primsa T

Student number : 09 06 58 59 50

Program Study : MM — MBA

Title : STUDI PENDAHULUAN ATAS DEPOSIT REFUND
SYSTEM (DRS) PADA TEH BOTOL SOSRO

Studi ini dirancang sebagai studi awal atas Deposit Refund System (DRS) sebagai
suatu alternatif untuk meningkatkan recycling rate atas botol gelas bekas Teh
Botol Sosro. Poin utama yang dipelajari adalah integrasi nilai persepsi pelanggan
dan manajemen rantai pasok untuk menciptakan impelementasi DRS yang fokus
pada perspektif bisnis. Modifikasi rantai pasok dari pendekatan tradisional ke
terbalik dimaksudkan untuk mengoptimalkan utilisasi kemasan produk minuman.
Kemasan produk minuman dipilih sebagai objek penelitian karena produk
minuman dikonsumsi pasar secara massal dalam bentuk dan ukuran yang
terstandarisasi, sementara pada saat yang sama tidak ada pengumpulan kembali
kemasan dari titik konsumsi yang secara sistematis dikoordinasikan atas seluruh
elemen dalam saluran rantai pasok. Sementara pertimbangan nilai persepsi
pelanggan harus sangat diantisipasi, penelitian ini mencoba untuk mengeksplorasi
kemungkinan integrasi antara nilai persepsi pelanggan dan rantai pasok terbalik
tersebut.

Kata Kunci:

Deposit Refund System (DRS), Nilai Persepsi Pelanggan, Rantai Pasok Terbalik,
Produk Minuman, Modifikasi Rantai Pasok, Material Gelas, Kemasan.
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CHAPTER 1
INTRODUCTION

1.1 Background

Current economic development has shown great pegrhé is one among
another recognized through the increasing numbeutgut produced, dissemination
across the globe with less border and new roldsisiness player along the products
flow. Particularly in industry sector, the econonpcogress is supported with
innovation made through supply chain process byufeaturers, to flow materials,
funds and information in a better pipeline from ravaterial’ supplier up to end
customer.

The term supply chain conjures up images of productupply moving from
supplier to manufacturers, to distributors, toiteta and finally to customers along a
chain. This is certainly part of the supply chént it is also important to visualize
information, fund and product along both directimisthis chain. The term supply
chain may also imply that only one player is inamvat each stage. In reality, a
manufacturer may receive material from several keygoand then supply several
distributors (Chopra & Meindl, 2007).

The importance of supply chain has found its tuneglobal economic
development nowadays by its ability to remove icefhcies, excess costs and
excess inventories from the supply pipeline. Bussneompetition is no longer
between one company fight its market solely agamsypical competitor, but it
involves own company’ supply chain to fight its hetr share against a typical
networks built by competitor. Thus, most supplyiokare actually networks. It may
be more accurate to use the term supply networkupply web to describe the
structure of most supply chains. This is the ma&ason why bigger portion from
supply chain perspective influence each supplyrcingtwork in building strategic
business planning throughout the network (Chopieindl, 2007).

Other than supply chain with traditional or convenal direction, recently

there is an increasing concern in supply rchaith reversing direction against the
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traditional one. Whatever the direction is, therany purpose of every supply chain
IS to deliver value to customer thus their needs satisfied. Since customers are
making choices according to the best value offdsgdavailable products, it is
important for company to create its product basedCoistomer Perceived Value
(CPV) concept. Therefore, to make a product withersed supply chain attributed
with it keep profitable, CPV is a key point of bosss perspective to be maintained.

Regarding the reversed supply chain, one policgadly practiced in some
countries is Deposit Refund System (DRS) schemeS DR designed with the
involvement of all supply chain stages from dowaain side by a financial incentive.
The financial incentive is inserted into the scheasea mechanism of exchanging a
used product from downstream side with the incenfigm upstream side.

Regarding CPV, it is the difference between thespective customer’s
evaluation of all the benefits and all the costsaof offering and the perceived
alternatives. Customer perceived benefit is thecgpeed monetary value of the
bundle of economic, functional, and psychologicahdfits customers expect from a
given market offering because of the products, isesy personnel and image
involved. Customer perceived cost is the percelwmaddle of costs customer expect
to incur in evaluating, obtaining, using and dispgf the given , market offering,
including monetary, time, energy and psychologocats (Kotler and Keller, 2009).

When integrating the reversed supply chain and @EMpectives, companies
are defining their value offers and joining colledtove efforts with all supply chain
stages to create distinctive competitive advantbigace, managing value in reversed
supply chains has become critical for survival gralvth of organizations.

1.2 Problem Identification

A typical supply chain may involve a variety of g#g, include component/raw
material suppliers, manufacturers, wholesalersidigbrs, retailers, customers. Each
stage in a supply chain is having connected thrahgtilow of products, information,
and funds. These flows often occur in both direciand may be managed by one of

the stages or an intermediary. Each stage neeldenptesent in a supply chain. The
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appropriate design of the supply chain dependsotim thhe customer’s needs and the
roles played by the stages involved (Chopra & Mgi2d07).

The above order of supply chain is also known aditibnal supply chain, since
it is the practice already done along the histdrgamnomic. The last stage here is the
customers as the end-user of the products, refetoinhe fact that when a product is
consumed by customer, its net book value deprectateero, and then it is thrown as
a trash to the bin.

As happened in Indonesia, trash management dogsavér main activities of
collection from end customer bins and transpomat®m Waste Collection Point (i.e.
Tempat Pembuangan Sampah — TPS). At WCP, traskediscarded without
particular reprocessing action, called as open-duognpractice. According to report
issued by Ministry of Environment in 2008 titlingp@tribution of Trash to the Global
Warming, due to the open dumping practice founsVi@Ps in Indonesia, trash has
become the main contributor of green house effette form of methane (CH4) and
carbon dioxide (CO2). Further in the report, if mall-managed, it is predicted that
in 2020, Indonesia will produce trash 500kg per day.90,000kg per year. This is
particularly not good for our environment (Rafia2010).

The improvement made upon disposal to environmemetting more urgent
due to the endorsement of ISO 26000:2010 “Corpogaieial Responsibility”. It
emphasizes environment as one of seven stakehaiuest be highly regarded by
companies. According to ISO 26000:2010, companiesldc promote friendly
environmental products through integration of Susiale resource use into supply
chain network to the best fit of energy and rawamals usage (www.iso.org).

For manufacturers, to promote friendly environmemeoducts, there an
opportunity lies on supply chain. The flows in itamhal supply chain must be
reversed back, making value-added activities touded products and thus remarket
it by its fair value. A reversed supply chain, atetied as a closed loop supply chain,
at least consists of three sub-processes: produictns management (front end),
remanufacturing used products (engine), and remaatwied products market
development (back end) (Guide and Van Wassenh@g£)?2

Preliminary study..., Louis Yosen Primsa T, FEUI, Poiversitas Indonesia



Some specific industries are getting more attentegarding this reversed
supply chain: beverage containers, automotives,edeatronic equipments. Here we
are focusing on beverage container to learn theilpitisy of improvement made
upon supply chain management of beverage contdmeadopt more friendly-
environmental-products meanwhile fulfilling its CPVhe case study for this thesis is
Teh Botol Sosro, an Indonesian formulated tea ntedkén the package of glass
bottle.

As a consumer product, end customer enjoys Tehl Batsro by purchasing it
from retailer outlet. Quoting its well-known tag papun Makanannya, Minumnya
Teh Botol Sosro”, we name value proposition madfiXeh Botol Sosro is simplifier,
referring to customer gets availability and coneece to reach the products at
various types of outlets. Here, Teh Botol Sosrchawing strategic objective of
building streamlined process to make consumptiompl and uncomplicated in a
creative, novel and profitable way (Journal of \&athain Management, 2006).

The availability of Teh Botol Sosro on the retaibertlet is resulted from supply
chain network while its channel can be traced ladke distributor, to Sosro’ plant
and the tea garden. Viewing this flow, we can $&¢ the value of Teh Botol Sosro
tagged on retailer outlet is the sum value of eagdply chain stage plus its respective
margin. Here, traditional supply chain is the mpractice with less reused option
applied on the used glass bottle. To the facs, tat difficult to find used glass bottle
dumped off at points between customer consumptsites(e.g. drain line and road
side) and WCP. According to the price paid by finayer, customer is not required
to return the used glass bottle to retailer. Fremailer side as the final seller, other
than the monetary sanction if fail to return theduglass bottle, there is no other
requirement to collect the bottle from customerstonption site. We can see now
there is no single party in this supply chain tspansible to manage the used glass
bottle. It is due to all information, fund and puatl have transferred as its order
within the chain, while trash from used materiaks @onsidered outside the chain.

We turn now to the practice of reversed supply mh&ompanies often

passively accept returns from the market or charhelakes returns are uncertain in
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quality, quantity and timing. Companies do not mlighe corresponding
remanufacturing costs and selling opportunitiesbégt, companies are neutral, more
often they fear remanufactured sales will cannzigaliew sales and damage brand
image (Guide & Wassenhove, 2003). The positionimgeutral regarding reversed
supply chain upon used glass bottle also occur§dbrBotol Sosro. The existence of
used glass bottle either in customer consumptiencsiWWCP means there is no strict
policy made to collect and reuse it in next mantufidicg process.

Reversed supply chain in Teh Botol Sosro is tatyeteits packaging material,
which is made from glass. In Indonesia, there isofftccial regulation to force
beverage producer, including Sosro, to recolleetpfickaging material. It is different
with practice in some other countries, which coesionce used, packaging material
of a product turns into a pollutant. To collect g@lutant, there is coordinated effort
among industry, government and customer. The irroknt of customer is done by
attaching a financial incentive for every bottlegurn after consumption, which
concept is regulated under DRS.

According to practice in other countries, how if s applied in Teh Botol
Sosro’ supply chain? How business perspective fnoanket side can be combined
into DRS? To make DRS works out in real practibere are challenges to know
how the pattern of unreturned bottles in current Batol Sosro’ supply chain is,
what value proposition, perspective benefit and aos expected by customer and to
what extent the example from other countries caagmied here. Understanding the
business perspective will add acceptance from maikle to the implementation of
DRS.

1.3. Resear ch Question

Guide and Wassenhove (2009) said that each of sute@rocesses proposed in
a reversed supply chain can be a bottleneck. &m,attis not technical matters that
matter, but rather loosing market opportunities doelack of a market for
remanufactured products or the lack of used pradoicsufficient quality at the right

price and the right time. As DRS is a new concapblving all supply chain stages
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through financial incentive mechanism, it is expécto be designed according to
expectation of all stage in reversed supply chparticularly customer as the new
party in the chain. To make the importance of amsiobecomes critical, de Brito and
Dekker (2003) has put three driven forces in rea@isupply chain: 1) economics (or
because company can profit from it), 2) legislatjon because company has to), 3)
corporate citizenship (or because company “feetiadly motivated to do it). While

legislation of reversed supply chain does not g@rishdonesia, the other two forces
are connecting companies and customer in revergguayschain. Thus, this thesis is
intended to study how DRS in Teh Botol Sosro’ reedr supply chain fits with

customer perspective.

1.4. Resear ch Purpose

This thesis is purposed as a preliminary study BiSCirom practice already
applied in other countries. The study starts whih pattern of unreturned rate of used
glass bottle of Teh Botol Sosro. Two variables,alihare financial charge included in
retail price, and natural business control, ardistito explore its pattern. Then, this
thesis continuous with customer perspective abdwe proposed DRS. The
perspective is focused to know how DRS as a formeweérsed supply chain should
be applied to fit with perspective of Teh Botol BoEustomer.

1.5. Resear ch Objective

This study involves pre-research on the literatfreeversed supply chain and
its related environmental issues, and CPV overdhenufactured products. Articles
obtained are from international and national toamahe current practice both in

areas of supply chain and marketing.

Objective of the research are:
a. Academic
This research is intended to enhance business kdgelgathered in class to the real

implementation on the field. By reviewing busingssspective in reversed supply
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chain and CPV of remanufactured products, it gnesd example of how pros and

cons rise for business idea as discussed in class.

b. Practice
This research is intended to provide an alterndtvéusiness leaders to redesign its
business process adopting cross functional issusicompany, particularly when a

business idea such as reversed supply chain st¢éargs a profitable action.

c. Individual

Personally, writer expects this research can bnisgusiness understanding forward
to business expertise. Writer regards this thesigatuable opportunity to pour his
interdisciplinary thought covering marketing, supphain and pricing strategy in one
scientific paper. And by combining it with experees from other functions in
business, writer believe this will be a good chatacenter business wise stage.

1.6. Resear ch Scope

To prove the importance of the reversed supplyrchariter will perform test
over failed returnable glass bottle. We performeobstion over the trend of return
rate per retail outlet of particular distributiorea. Writer observes the discrepancy
between filled bottles dropped by distributor ttader and empty bottles returned by
retailer to distributor for period January 201IMarch 2011.

Descriptive research in this thesis focuses ontoumesire to find out level of
acceptance by consumer over the “greener” produectsumed and the application of
remanufactured used products accompanying curmadtipe of producing purely
new products. From the questionnaire, analysisadaron market opportunities in
reversed supply chain of Teh Botol Sosro througpicsl values expected by
customer and the acceptable action should thenedsfication in the supply chain.
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1.7. Research Limitation

This study focuses only on proposed modificatiotraditional supply chain to
the reversed design by absorbing certain leveto¢ptance of proposed DRS on Teh
Botol Sosro. Other phenomenon might occur on raaingss world, such as reaction
from competitor and readiness of reversed supplbinciproponent. However, it
requires greater effort and expertise for an adeqabservation and suggested as

direction for further research.

1.8. Resear ch Disposition

This thesis is structured as below:

Chapter 1: Introduction
Describe the introduction of research backgroumdblem identification, research
guestion, research purpose, research objectivanitition and limitation of the
research, and research disposition.

Chapter 2: Literature Review
Describe literatures utilized in analyzing the facturs in business world from the
perspective of two sides: supply chain through rineersed concept and marketing
through the CPV. Last section of this chapter dises about the cross-functional

issues in recycling rate.

Chapter 3: Beverage Industry and Company Profile
Describe the market structure of beverage industipdonesia, history of marketed
RTD (Ready to Drink) brewed tea market in Indonesigply chain of Teh Botol

Sosro and company profile of distributor of assbpgeoduct of Sosro.

Chapter 4: Research Method
Describe the research design, data collection, |lptipn, sample, participants and
measurement used in the research. For supply chairplan to do research upon

trend of return rate of Teh Botol Sosro per ratatlet in distribution area Balikpapan.
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Observation covers period January 2011 to MarchL26br CPV, we plan to do
research by sending questionnaire to consumerloBb¢ol Sosro to understand their

typical values.

Chapter 5: Analysis
Findings found through the research and analysist.orlere the response from
customer got through the questionnaire is matcbethé best practice of reversed

supply chain in beverage products.

Chapter 6: Conclusion and Implication
Consist of conclusion of the analysis comes asabponse to problem identification.
It also describe implication for top executive nefyag the best business action
should be taken in areas reversed supply chaintamdlated CPV, while capturing
insight for manufacturing industry and directiom forther research.
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CHAPTER 2
LITERATURE REVIEW

Since this thesis is focusing in integrating margtand supply chain
management in order to conceptually build finanstedtegy of beverage packaging,
this chapter will elaborate about marketing, supgiain management, and cross-

functional issue between the two subjects.

2.1. Marketing
2.1.1. Trend to Societal Marketing Concept

According to its approved definition in October Z00he American Marketing
Association defines marketing as the activity, aetnstitutions, and processes for
creating, communicating, delivering, and exchangufigrings that have value for

customers, clients, partners, and society at lwa@v.marketingpower.coijm

As a managerial definition, Kotler defines markgtes the art and science of
selling products of choosing target markets andirggt keeping and growing
customers through creating, delivering, and comugatitig superior customer value.
Instead the managerial definition, Kotler adds @adalefinition for marketing, which
Is a societal process by which individuals and gsoobtain what they need and want
through creating, offering and freely exchangingdorcts and services of value with
others (Kotler and Keller, 2009).

Peter Drucker, a leading management theorist, thayshe aim of marketing is
to make selling superfluous. The aim of marketiaga know and understand the
customer so well and that the product or servite Him and sells itself. Ideally,
marketing should result in a customer who is readyuy. All that should be needed
then is to make the product or service availabletlgt and Keller, 2009).

The definition of marketing towards social aspedthwiocus on customer
comes through the development stages of marketfigler and Keller (2009)
describe stages of company orientation toward takketplace into five phases. They

determine holistic marketing concept as the ultersihge introduced in 21st century.
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This concept attempts to recognize and reconcie stope and complexities of
marketing activities, based on four broad compaiemélationship marketing,
integrated marketing, internal marketing and penfamce marketing.

Based on the last component (performance marketimgginess is going
beyond sales revenue to examine the marketing c@areand interpret what is
happening to market share, customer loss rateproastsatisfaction, product quality,
and other measures. This realization calls forva teem that enlarges the marketing
concept. Kotler and Keller (2009) propose callinthe “societal marketing concept”.
The societal marketing concept holds that the orgdion’s task is to determine the
needs, wants, and interests of target markets aualiver the desired satisfactions
more effectively and efficiently than competitorsd way that preserves or enhance
the consumer’s and society’s long-term well beifige societal marketing concept
calls upon companies to build social and ethicals@erations into their marketing
practices. They must balance and juggle the oftaflicting criteria of company
profits, consumer wants satisfaction, and publierest.

Related with the societal marketing concept, Fani{@©09) gave a description
on how economy, social and environment must begrated as a new business

context, as shown in Figure 2.1. below:

Etconomy

Society

l Environment

Figure 2.1. New Business Context

Source: Fontana, 2009

2.1.2. Customer Perceived Value (CPV)
Satisfaction to customer, as one criterion in satmarketing concept, is at the

top of importance in modern customer-oriented ogion pyramid. To ultimately
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make choices, customers tend to be a value maximyzehoosing a product offering
the most Customer Perceived Value (Kotler and Kele09).

Customer-Perceived Value (CPV) is the differencevben the prospective
customer’s evaluation of all the benefits and h# tosts of an offering and the
perceived alternatives. Customer perceived beisetite perceived monetary value of
the bundle of economic, functional, and psycholalgicenefits customers expect
from a given market offering because of the proslusérvices, personnel and image
involved. Customer perceived cost is the percelnaadle of costs customer expect
to incur in evaluating, obtaining, using and dispgf the given , market offering,
including monetary, time, energy and psychologoaits (Kotler and Keller, 2009).

In terms of marketing, the product will be succeksf it delivers value and
satisfaction to the target buyer. The buyer chobséseen different offerings on the
basis of which is perceived to deliver the mostugal\WWe define value as a ratio
between what the customer gets and what he gives.clistomer gets benefits and
assumes costs, as shown in the equation beloweikard Keller, 2009):

Values = Benefits  Economic benefits + Functional benefits + Epmal benefits.

Costs Monetary cost + Ti@wmst + Energy Cost + Psychological cost

CPV is thus based on the difference between wieattistomer gets and what
he or she gives for different possible choices. diomer gets benefit and assumes
costs. The marketer can increase the value of tlsomer offering by some
combination of raising economic, functional, or ¢imeal benefits and/or reducing

one or more of the various types of costs (Kotfet Keller, 2009).

2.1.2.1. Customer Perceived Benefits
Kotler and Keller (2009) distinguish three core ogpts in purchasing decision
by customer:
a. Need as the basic human requirements
b. Want as a specific object that might satisfy theche
c. Demand as want for specific products backed bybdryato pay
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Customers satisfy their needs and wants with pitsddc product can take its
form as one of goods, services, events, experienq&Esons, places, properties,
organizations, information and ideas (Kotler andllé¢g 2009). Satisfaction to
customer depends on benefits delivered to thenugfirgoroduct quality. American
Society for Quality Control (ASQC) defines qualdéyg the totality of features and
characteristics of a product or service that beart® ability to satisfy stated or
implied needs (Kotler and Keller, 2009). Aaker (&P®%elates the benefits provided
for customers with brand identity, which is a ureagget of brand associations that the
brand strategist aspires to create or maintain.

Aaker (1996) said a brand identity needs to prowadealue proposition to the
customer. He defines a brand’s value propositiom asatement of the functional,
emotional, and self-expressive benefits delivergdhie brand that provide value to
the customer. An effective value proposition sholddd to a brand-customer
relationship and drive purchase decisions. Thefiierdelivered are explained below:
a. Functional benefits
It is a benefit based on a product attribute thalvides functional utility to the
customer. Such a benefit will usually relate diset the functions performed by the
product or service for the customer. Functionaleh¢s) especially those based upon
attributes, have direct links to customer decisiand use experiences. For producer,
the challenge is to select functional benefits thidit “ring the bell” with customers
and that will support a strong position relativeclmmpetitors. Sometimes product
attributes and functional benefits fall into protattribute fixation trap, such as fail
to differentiate and can be easy to copy. One @gbréo overcome this limitation is
expanding the value proposition to include emoti@mal self-expressive benefits as

well as functional benefits (Aaker, 1996).
b.  Emotional benefits

When the purchase or use of a particular brandsgive customer a positive feeling,

that brand is providing an emotional benefit. Emodl benefits add richness and
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depth to the experience of owning and using thadyrand without it, the particular
brand and product will border on commodity staaker, 1996).

c. Self-expressive benefits

Brand and product can become symbols of a persaifsoncept. A brand can thus
provide a self-expressive benefit by providing /i@ a person to communicate his
or her self-image. When a brand provides a selfasgive benefit, the connection
between brand and customer is likely to be heigitdAaker, 1996).

Sometimes there is a close relationship betweertienab and self-expressive
benefits. Aaker (1996) compares the two benefith fards self-expressive benefits
focus on the following:

a. self rather than feelings

b public settings and products rather than privateson

c aspiration and the future rather than memorieb®piast

d. the permanent rather than the transitory
e

the act of using the product rather than a consexguef using the product.

Besides the three benefits, Aaker (1996) consipiece important. Price that is
too high relative to the benefits will undercut tipeoduct or service’s value
proposition. An overpriced brand by customers wilt be rewarded even if there are
clear and meaningful benefits. The benefits andratative price are graphed as

Figure 2.2. below:

Functional benefit Emotional benefit Self-expressive benefit| Relative Price

A
Value proposition

Figure 2.2. The Value Proposition
Source: Aaker, 1996
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Other writers, Treacy and Wiersema (1995), argueat tvalue added or
destroyed to customers depends on how much the \&loeeds or falls short of
customer expectation. Value among customers has dommean three different
expectations: best products, best solution, anttb&sd cost. Market leaders choose
to excel in delivering extraordinary levels of guegticular value.

Product falls into one of three value disciplinesading to what kind of value
proposition the companies pursued. There are thadge disciplines, which are
operational excellence, product leadership andoouwst intimacy. By operational
excellence, company means providing customers wihable products at
competitive prices, delivered with minimal diffitylor inconvenience. By product
leadership, company means providing products tbatirually redefine the state of
art. And by customer intimacy, company mean selthrggcustomer a total solution,
not just a product or service (Treacy and Wiersetfp).

Later in 2000, Martinez and Bititci (2006) addeddand soft value dimensions
to each value proposition which resulting a two thyee matrix with six value

propositions as depicted in Table 2.1. below:

Table2.1. Value Proposition Matrix

N _ Value Dimensions
Value Proposition Matrix
Hard Soft
Generic | Product Leadership Innovator Brand Manager
Value Operational Excellence Price Minimiser Simplifier
Proposition| Customer Intimacy Technological Integratar Socalis

Source: Journal of Value Chain Management, 2006
The value proposition matrix above is explainedrfriovo different perspectives:

customer perspective as “What customers get” asthbss perspective as “What the

Company needs to do”. It is summarized in Table 2.2
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Table 2.2. Different Per spectivesin Value Proposition Matrix

Value Proposition What customer get? What company needs to do?
Matrix
Innovator New product with uniquenes&ocus on strong design skills, make

and special characteristics | obsolete their own products and

continuously introduce new products

Brand Manager Status (superiority, ego, arReinforce the solid brand image of the
social acceptance) product and/or company
Price Minimiser Good quality, reliable andefficiency in production process

conscious price products

Simplifier Availability and convenience Building streamlined process to make life
to reach the product simple and uncomplicated for customers
Technological Total solutions and Customize  specific and continuous
Integrator personalized attention solutions for carefully selected customers
Socialisor Flexible and reliable services Buildiognfidence and trust through the

service provided

Source: Journal of Value Chain Management, 2006

2.1.2.2. Customer Perceived Costs

Perceived costs to customer means some resourceficed in order to get
benefits from the quality of product. Among the @uments of perceived costs,
monetary costs are the component labeled on thsiplof product by definite
amount. Monetary costs are the price set by pradiacee paid by customer. The
other costs (time cost, energy cost and psychabgist) are the resources sacrificed
by customer but not in form of payment to produckccording to Treacy and
Wiersema (1995), costs include both the money spmntthe purchase and
maintenance, and the time spent on delays, eramd, effort. Both tangible and
intangible costs reduce value.

When setting the price, there are some pricing austtio be considered (Kotler
and Keller, 2009):
a. Markup pricing

It is to add a standard markup to the product’s.cos
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b.  Target-return pricing
It is to determine price that would yield its targate of return on investment (ROI).

c. Perceived-value pricing

It is to use customer perceived value to set pri€he key to perceived-value pricing
is to deliver more value than the competitor andlémonstrate this to prospective
buyers. Basically, a company needs to understaacdctistomer’s decision-making
process. The company can try to determine the \afluts offering in several ways:

managerial judgment within the company, value dfilsir products, focus groups,
surveys, experimentation, analysis of historicaadand conjoint analysis.

d. Value pricing
It is to reengineer the company’s operations tobera low-cost producer without
sacrificing quality, to attract a large number afue-conscious customers.

e. Going-rate pricing
It is to base price largely on competitor’s pricgsarging the same, more, or less than

major competitor.

f. Auction-type pricing

It is to recognize the possible effects from onketions for industrial buying.

2.2. Supply Chain M anagement

Supply chain management is the systematic, stategordination of the
traditional business functions and the tactics useass these business functions
within a particular company and across businesstsmthe supply chain, for the
purposes of improving the long-term performancehef individual companies and
the supply chain as a whole (Sarkis, 2006).

A supply chain consists of all parties involvedyedily or indirectly, in

fulfilling a customer request. The supply chainlies not only the manufactures
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and suppliers, but also transporters, warehousssjlars, and even customers
themselves. Within each organization, such as naatwfer, the supply chain

includes all functions involved in receiving andlifig a customer request. These
functions include, but are not limited to, new protd development, marketing,

operations, distribution, finance, and customeviser(Chopra and Meindl, 2007).

The objective of every supply chain should be txim&e the overall value
generated, primarily to satisfy customer needs emthe process, generate profit for
itself. The value a supply chain generates is ifferdnce between what the final
product is worth to the customer and the costssthgply chain incurs in filling the
customer’s request. For most commercial supply nshavalue will be strongly
correlated with supply chain profitability (alsodwmn as supply chain surplus), the
difference between the revenue generated from tiséomer and the overall cost
across the supply chain. Supply chain profitabiiitysurplus is the total profit to be
shared across all supply chain stages and inteamesli The higher the supply chain
profitability, the more successful is the supphaich Supply chain success should be
measured in terms of supply chain profitability arat in terms of the profits at an
individual stage. A focus on profitability at indiial stages may lead to a reduction
in overall supply chain profits (Chopra and MeirzDQ7).

A typical supply chain may involve a variety of g#g, include component/raw
material suppliers, manufacturers, wholesalersibigbrs, retailers, customers. Each
stage in a supply chain is connected through tw 6f products, information, and
funds. These flows often occur in both directiond anay be managed by one of the
stages or an intermediary. The appropriate desfgineo supply chain depends on
both customer’s needs and the roles played by thges involved (Chopra and
Meindl, 2007).

Manufacturers spend much of their time and eneogydinating their complex
supply chains from raw materials to producers, wsalers, distributors, retailers and
customer. With all the attention to the forwardi@ttof the traditional supply chain,
few manufacturers have considered how this suppbinccan or should work in

reverse to reclaim products at the end of thegrdiycle and return them through the
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supply chain for decomposition, disposal or reuskey components. Believing that
one product is delivered the firm’s responsibiitiend is one the deadly sins of
logistics (Sarkis, 2006).

2.3. Cross-Functional IssueIn Recycling Rate
2.3.1. Packaging Function

A product is created to deliver customer satisfactiHowever, in its entire
process, from production, distribution, and constiomp there can be negative side
incurred. Some industrial activity will inevitablgamage the natural environment.
Consider the dangerous mercury levels in the oabd@nquantity of DDT (Dichloro
Diphenyl Trichloroethane) and other chemical palhis in the soil and food supply,
and the littering of the environment with bottlggdastics and other packaging
materials (Kotler, 2000).

Packaging is the activities of designing and prauycontainers or wrappers
for a product. Packages have a long history. Bawlpans used leaves and animal
skin to cover and carry food and water. Glass aoets first appeared in Egypt as
early as 2000 BC. Later, the French emperor Napodéeearded 12,000 francs to the
winner of a contest to find a better way to preseinod, leading to the first crude
method of vacuum-packing (Keller, 2008).

From the perspective of both the firm and consuppaskaging must achieve a
number of objectives (Keller, 2008):

a. To identify the brand

b. To convey descriptive and persuasive information
c. To facilitate product transportation and protection
d. To assist at-home storage

e. To aid product consumption

Packaging has shown great impact in nowadays msirmmpetition.
Harvard's Ted Levitt argues that new competitiomet between what companies
produce in their factories, but between what theg t their factory output in the

form of packaging, services, advertising, customaevice, financing, delivery
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arrangement, warehousing, and other things thaplpewalue. Some marketing
observers consider packaging important enough tihéefifth P’ of the marketing
mix (Keller, 2008).

2.3.2. Packagingin Beverage Industry

In beverage industry, some materials are availablelternative for packaging.
Aluminum cans, PET (Polyethylene Terephthalate)Xldmt and glass bottles are
commonly found to pack the beverage substanceitGith (2003), proposes
observation result upon the packaging materialsedasn per unit energy
consumption and recyclability, as in Table 2.30bel

Table 2.3. Comparative Energy Requirementsfor New Containers

_ Container Weight Energy Used
Container Type : i
Units/Ib Units/ton MBTu/ton Btu/unit
Aluminium Can 33.8 67.580 185.5 2.745
PET Bottle 14.0 28.000 22.3 796
Glass Bottle 1.9 3.800 2.7 711

Source for energy values: Ferland et al, U.S.ER@12
Note : - Units/lb = Units per pound
- MBTu = Million British Termal Unitst MBTu = 0.00105505585262 gigajoule

Source: Jennifer Gitlitz, 2003

According to the table, glass and PET bottles meqé@r less energy per
beverage unit than aluminum cans do. However, giaksavy and energy-intensive
to transport, both at the pre-consumer and posstocoer stage. With the exception of
beer, and some juices and teas, glass is alsaeferyed by consumers, because it is
heavy and breakable, it has already lost much makare to cans and plastic.
Finally, markets for post-consumer glass are “a-dlamps,” due in part to the move
toward commingled recycling. Because of high lewdlgontamination, most of the
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glass collected through curbside recycling prograsnased as roadbed aggregate
rather than in making new glass bottles (Gitlit2032).

Although PET bottles have an advantage over glassansportation, they are
slightly more energy-intensive to produce, per ,unfitan glass bottles. More
important, PET recycling markets are still immatuviest PET collected today is not
recycled back into plastic beverage bottles inoge-loop process; rather, it is made
into plastic strapping or into fibers for sleepihggs, apparel, or carpeting. Virgin
plastic resin used for new containers is not beiisplaced. Finally, because of its
low value and high volume-to-weight ratio, PET kesttare not economical to collect
at curbside (Gitlitz, 2003).

Refillable glass bottles are less expensive pert than cans, and
environmentally preferable in major air pollutamtegories, although they are more
energy-intensive and water polluting. RefillableTPEottles, however, outperform
refillable glass bottles in avoided water and aitygion (all classes), solid waste, and
energy use (Gitlitz, 2003).

2.3.3. Thelmportance of Recycling Palicy

Strategic factors to consider in reverse logistcdude costs, overall quality,
customer service, environmental concerns and &gisl concerns. On the
operational side, factors to be considered are-lwastfit analysis, transportation,
warehousing, supply management, remanufacturingraogcling, and packaging.
Other issues to consider are the desires of thiermess. Often, incentive systems or
no-cost return systems must be in place to makersevlogistics work without
external governmental regulation. Because the tyualf inputs for re-use is
important in many situations, clean, safe returthmds must be in place as well. All
supply chain members must be committed to the psycand it needs to be
financially attractive to participate in the prose€conomies of scale must be
efficient to make environmental reverse logisti@ble (Sarkis, 2006).

The recycling of old materials requires collectisorting and processing, and

the profitability is influenced by the efficiencylaeved through coordination and
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integration. The profits made at each stage amrmgted by state of competition and
nature of markets. The implementation of interrelerse logistics program often
involves significant allocations of capital and/ogsources for construction of
reclamation and/or redistribution facilities aneé fhurchasing of recycling equipment.
The usability and reprocessing characteristics rotipcts requires initial planning
and product design to allow future re-usabilityri&s 2006). The starting point for
the development to the supply chain is an undedstgnof value and waste within
environment (Hines, Lamming, Jones, Cousins antd @000).

Sarkis (2006) argues that reversed logistics foyakng is growing for two
reasons:

a. To reclaim value through returned products thatfart&er reused for recycling
b. The environmental concerns arising from a lackutdife landfill availability for
disposal options

Hines, Lamming, Jones, Cousins and Rich (2000})edfas focus on reverse
logistic with value stream, which is a set of taaksl activities required to design and
make a family of products or services that are ttaélen with a group of linked
functions or companies from the point of custonpacdication right back to the raw
material source. In order to maximize the valu@miducts and services as they are
delivered throughout the value stream, it is he®s& concentrate attention on a
rapid and uninterrupted flow that is ‘pulled’ byetfinal demand profile.

The difference between the traditional supply claid the value stream is that
the former includes the complete activities oftlal companies involved, whereas the
later refers only to the specific parts of the Brthat actually add value to the product
or service under consideration Hines, , et.al (2000

Biddle (2000), claims the success of recycling deed, its true value in the
long term — will not depend on how much landfilbsp is saved but on whether or
not recycling makes economic sense. To build demfandrecycled materials,
government, and business must not only reinvemhsleéses, they must also reinvent
their relationship, especially when it comes torernic problems that neither can

solve alone.
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2.3.4. DRSImplemented in Other Countries
OECD (Organization for Economic Cooperation and &epment) defines

Deposit Refund System (DRS) as a system that atipgla surcharge on the price of

potentially polluting products. When pollutionsasoided by returning the products

or their residuals, a refund of the surcharge & tgd. A DRS encourages the return
of the materials into an organized reuse, recyaingeatment/disposal process. The
producers typically finance the process throughpidmament of an administration fee
on each container. Drinks container are the mostnoon target of DRS, though

economic theory suggest the schemes could be apjgito hazardous materials and
other waste dreams, subject to transaction costgb@inimized. The systems can
encourage recycling and/or reused where otherwisesasy to dispose of containers
with the residual waste or for them to be discar@sdlitter. The same policy

mechanism can also be used to target difficultispabe of, or hazardous, items to
ensure that these do not reach the residual wastas (Hogg, Fletcher, Elliott, von

Eye, 2010).

Hogg, et.al. (2010) described the operation of DiRBe following points:

a. As beverages are produced and sold to wholesaberslirectly to retailers,
producers send sales data to a central system alidmg payment matching the
total value of the deposits on all items sold. Thet of the deposits is then paid
back to the producers, by wholesalers or retailgyen sale. The same happens as
wholesalers sell items to retailers. Producers pBp an administration fee to
cover the remaining costs of the system.

b. When the consumer purchases a beverage, they @aleposit to the retailer, so
the retailers are also reimbursed the total vafudeposits.

c. As consumers return empty containers to storesurfgrother take-back centre),
the deposit is paid to them by the retailer. Thitssghe retailer out of pocket, so
they send return data to the central system, wtachburses retailer once more.
Thus the circle of deposit payments is closed.esreturn rate for containers is
not 100%, the central system will not need to reimb the retailers at full

amount of deposits, so money remain with the omgditn to fund its operation.
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As shown in Appendix 17, there are many countriggehapplied DRS upon
packaging material of beverage products with varidegree of implementation.
However, some countries have also applied thiseqangpon other products, such as
upon batteries in Sweden, car batteries in Gerraadytires in USA.

Regarding the various implementation in some caes)trsome examples are

summarized in Table 2.4. below:

Table 2.4. Various Degrees of DRS I mplementation

Area Variation Implementing Country

Deposit payment and data collection Scandinavian countries

controlled by central system
Role of

Central system only controls dat&ermany
central systen _ :
collection, payments directly between

producer and retailer

Point of Redemption centres Sweden and Canada

material Retail outlets, either automated (vidlorway and Denmark

collection | vending machine) or manual collection

) Fixed regardless beverage volume Austria
Deposit : : _ :
Increasing aligned with the beverageinland
amount
volume Netherlands
Packaging/ | All beverage products Sweden
container | Beer and soft drinks Denmark and Finland
covered Alcoholic drink containers Canada — Ontario

Source: Hogg, et.al., 2010

2.3.5. International Standard Related with Recycling Rate

Though not coercive, there are some standardsnhattenally developed by
International Organization for Standardization ()SQo ensure desirable
characteristics of products and services such abtgjuenvironmental friendliness,

safety, reliability, efficiency and interchanged#lil- and at an economical cost. The
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latest standard regarding corporate social respiifygiis ISO 26000:2010 which is
intended to assist organizations in contributingststainable development. It is
intended to encourage business, government ancetgotd go beyond legal
compliance, recognizing that compliance with lawaisundamental duty of any
organization and an essential part of their soesponsibility (www.iso.org).

Further, to promote a standardized approach tartiegdo stimulate demand
for sustainability information — benefiting bothpmting organizations and report
users — Global Reporting Initiative (GRI) sets Sustainability Reporting Guidelines
to set out the principles and Performance Indisatbat organizations can use to
measure and report their economic, environmentad, social performance. The
guideline relates social responsibility guidance 80 26000:2010 by reporting
guidance provided by GRI (www.globalreporting.org).

In its third version of the guidelines — known &g {G3 Guidelines — GRI
issued relevant disclosure related with recyclireger Section Environmental
Performance Indicators article EN27 of G3 Guiddindiscloses percentage of
products sold and their packaging materials thatraclaimed by each category of
products (i.e., a group of related products shasimgmmon, managed set of features
that satisfy the specific needs of a selected nmarkehis is inline with 1SO
26000:2010 article 6.5.4. (Sustainable Resource) Usel 6.7.5. (Sustainable

Consumption).

2.3.6. Competition and Innovation Opportunity

Nowadays, to deal with the hypercompetition, firnnsihcreate an integrated
cross-functional issues based on the innovatioregan Innovation is a success by
social (society and environment) and economy petsge through invention,
creation, and introduction of new techniques or mwewbinations of old techniques
by transforming input into output in a particulaayto create a significant positive
impact in the ratio between perceived value ancepfrontana, 2009).

The premise of innovation in post-bubbling era as anly to create economic

value for limited people in economy, but also sbe&ue including value added for
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society and environment. It can be done by not ntakirther damage to the climate
change, not aggrandize gap between the poor amdnot degrade environment, and
not deforest by not concerning the ecology. Regardhe waste, company must
integrate its system work to create a product widthwaste to the environment, as
described by Table 2.5. below (Fontana, 2009):

Table2.5. System Worksof Industrial Era (Bubble) and Natural Era (Post-

Bubble)
Industrial Era (Bubble) Source Nature Era (Post-Bulb)
Fossil fuels Energy > Sun
Production globally Food > Local
Waste in massive number Material > No waste
Standardization Variety > Diversity
Maximizing revenue Social welfare > Build relationship

Source: Fontana, 2009
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CHAPTER 3
BEVERAGE INDUSTRY AND COMPANY PROFILE

3.1. Market Structure of Beverage Industry

Beverage industry in Indonesia has grown along wighindonesian economic
development, which has shifted the role of econosector from agriculture to
industry and service. According to Industry Faatsl &igures 2010 published by
Ministry of Industry Republic of Indonesia, secfood, water and tobacco, which
beverage is categorized within, contributed 7.48%DP (Gross Domestic Product)
in 2009, increase from 6.41% in 2005.

Beverage industry consists of some commodities fikik, mineral water,
processed tea (later in this thesis we call as RTReady to Drink brewed tea), soft-
drink, beer and alcoholic drink. Among other comitied in the beverage industry
itself, RTD brewed tea has shown significant insesaln terms of number of
manufacturer and real production, it increased f&005 to 2009 by 42% and 18%.
Some commodities such as beer and alcoholic drek @lid not have additional
manufacturer during the same period. From the ddrsate, this type of beverage is
not yet mature, indicated by sharp increase inlloocasumption level and per capita
consumption rate from 2005 to 2009 (see Table [#low). While other beverage
commodities have been in steady market positiorD Rfewed tea market is still

available to be explored by beverage manufacturer.

Table 3.1. Development of Beverage Industry 20052009

Description 2005 2009
Number of manufacturers (companies) 12 17
Allowed capacity (ton) 131.820 169.198
Real production (ton) 97.955 115.695
Local consumption (ton) 1.195 30.771
Per capita consumption (kg/year) 0.006 0.140

Source; www.kemenperin.go.id
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Market of RTD brewed tea in Indonesia was initialsdTeh Botol Sosro. It
started its massive production through the constmucof bottled tea plant of PT
Sinar Sosro in Ujung Menteng, Jakarta. It is clainas the first bottled ready-to-

drink tea plant in Indonesia and the world (wwwreason).

The success story of RTD brewed tea initiated bsr&as followed by other
players. Coca-cola, with long history from 1886 @ske-formulated beverage,
introduced Frestea in 2002. Today, there are ttyges of Frestea: Frestea Jasmine
(launched in June 2002), Frestea Frutcy (apple-passion fruit — launched in
August 2005), and Frestea Green (launched in Sé&eieR005).

While Teh Botol Sosro has consistently remarkedpisition as the market
leader of RTD brewed tea, Frestea has grabbediseymti share since its first market
penetration. According to market survey done by MRAIRdonesia upon seven large
cities in Indonesia in 2006 and 2007, Teh Botolr&aontrol significant share of
81.5% and 79.2%, respectively. Frestea follows thdth 5.3% and 6.2% for the
same period (see Table 3.2. below). An independeatket research by TNS
Indonesia per 2009 shows Teh Botol Sosro is th&ehéeader RTD brewed tea with
market share 55%, followed by Frestea (18%) andsiaen Tea (12%) (SWA, 2009).

Table 3.2. Market Structure for RTD Brewed Tea 2006- 2007

2006 2007

Brand Market Share (%) Brand Market Share (%)
Teh Botol Sosro 81,52 | Teh Botol Sosro 79,2
Frestea 5,32 | Frestea 6,19
FruitTea 5,30 FruitTea 3,97
Tekita 3,29| Teh Kotak 3,43
Arinda 2,30 | Tekita 1,91
Teh Kotak 1,51| S-Tee 1,22
Others 0.76 | Others 4,06
Total 100 | Total 100

Source: survey by MARS Indonesia
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If we compare to other commodities, there is roombigger market for RTD
brewed tea. For example, against the CSD (Carboraedét Drinks) and alcoholic
drink, RTD brewed tea has big prospect to growtdusome factors as below:

a. RTD brewed tea offer both simplicity and at the samime a healthier
composition when consumed. The increasing awaremesshealth by customer
leads them to select beverages with less sugar lessl coke. Moreover,
polyphenol concentration as natural substance nitha leaves has many utilities
like reducing blood cholesterol, sugar level indalpand act as anti-oxidants,
anti-cancer and anti-microbial. Beverages with ttypical composition are
regarded safer to consume for long-term purpose.

b. Tax regulation, where RTD brewed tea is imposediiypsales tax at 0% while
alcoholic drink is subject to 40% luxury sales tahis causes less additional
payment at the expense of customer due to thigyusales tax. As a result, the
discrimination in taxation has become a barrierdi@moholic drink producers to
further boost their market share. Assuming thetikelacosts of manufacturing
and transport are not significant (or, equivalentiyat consumers buy in bulk to
minimize these) it is clear that one of key drivers the price of beer is duty
Hogg, et.al (2010).

Although each type of beverage is targeted fori@der customer, it is a fact
that RTD brewed tea market in Indonesia is growipgand getting larger focus by

producers for market exploration.

3.2. History of Marketed RTD Brewed Tea

At the beginning of its appearance, tea was corsidstrange if marketed
massively in bottle. It was due to its productiersimple and commonly homemade.
Compared to western countries, tea in Indonesioi® popular and in many parts of
this country, it has been become a common complenpanticularly in occasions
like welcoming guest or suave ceremony. Sometiihés,served at meals instead of

water (Www.S0Sro.coijm
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Idea to provide RTD brewed tea in bottle has itskgeound from the market
experience of Teh Botol Sosro. From its websitecatrace back the history of Teh
Botol Sosro entering the market. Firstly, the préioro of tea was conducted by
entering the markets and brewing the “Teh Cap B&al product on the spot. When
the tea was ready, it was distributed to peopleratdhe site. This promotion was not
too successful as the distributed tea was tooddtibk whilst the brewing process
took too long, making those who would like to tasiepatient to wait.

The second method was not by brewing on the spotdrried already brewed
tea in big pans to the markets using open truclgaiy this was not successful
because some of the tea spilled on the way to thaskety mostly due to the bad,
pockmarked road condition in Jakarta at the time.

Then, an idea sprang up to carry the brewed tecleaned glass bottles. It
turned out that this method was quite interestimgthe customers because it was
practical and ready to consume without the neewaib for the tea to be brewed. And
this concept is applied up to now.

The RTD brewed tea marketed by Sosro nowadayseighiind version of its
glass bottle. First version was launched in 197 tie brand of Teh Cap Botol Soft
Drink Sosrodjojo. Second version was released iR W®ith the brand of Teh Cap
Botol Sosro, with smaller size for word “Cap” s@tlpeople would see more of Teh
Botol. The third version was firstly introduced 1874 with the brand of Teh Botol
Sosro.

From the first to the third version, the shapelhaf bottle is getting leaner but
longer from its bottom to the cap. The change i \Rrsion is only for the shape,
while the materials used for the bottle are shi# same: glass. Compared to other
container of RTD brewed tea, it is only Teh Botok® marketed in glass bottle. The

other products use either PET bottle or carton.
3.3. Supply Chain of Teh Botol Sosro

The term supply chain conjures up images of infeiona fund and product or

materials moving from supplier to manufacturers,dtstributors, to retailers and
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finally to customers along a chain. Here we arei$otg on the movement of product
or materials along the supply chain.

3.3.1. The Flow of Raw Materials

Seeing the end product consumed by customer, weltsarve there are at least
two very different materials delivered to consuntbey are the already brewed tea
and the glass bottle. Certainly, these differentemeas are flowing through different
supply chain also.

The already brewed tea (later shortly called breteadlis the content filled into
the glass bottle. The availability of tea leavedéoprocessed is supplied by the tea
gardens located in Cianjur, Garut, PengalenganTasikmalaya. Tea leaves from
gardens are processed with water and industriahrsaf) plants. Processed are
monitored at certain condition, and finally the weel tea is filled into glass shaped
and supplied by bottle manufacturer (www.sosro.com

PT Sinar Sosro (or shortly called Sosro) operatespiants, where seven of
them located in Java, two in Sumatra, and one In Bach facility operates a typical
processing activity. Plants in Serdang (North Sua)aCakung (Jakarta), Pandeglang
(West Java), Ungaran (Central Java) and Mojokdftst( Java) are set to process
RTD brewed tea in glass bottles.

Packaging of Teh Botol Sosro is a lean and longsgleottle manufactured by
glass manufacturer. Glass manufacturer providesstiedard bottles at their own
plants and send it to Sosro’ plants. The brewedoteaessed by Sosro is filled to
these glass bottles. The cap is attached on theftoipe bottle and expiry date is
stamped on the body of the bottle. Now, the breteedfilled into the glass bottle is

ready for distribution stage.

3.3.2. Direction of The Flow
From its plant, filled glass bottles are distrilwltey containers to a listed sole
distributor in certain marketing area. Based oncuision with distributor, one

container only carries either OWP (One Way ProdoctRGB (Returnable Glass
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Bottle), with different quantities due to its box crate case. The classification of
OWP or RGB is based on its flow of the packagingemal, whether it is traditional
or reversed supply chain.

OWP is labeled to the product which packages ateatornable and collected
by Sosro. The package has some variations as below:

a. Cartoon: FruitTea, Happy Juice

b PET: Teh Botol, Prima, JoyTea, FruitTea, Happy&du@ountry Choice
c. Pouch: FruitTea

d Can: Tebs, FruitTea

The package of this product is designed to beyeeaitied by consumers. Then
consumer can consume the products at differentepéagay from seller counter.
Quantity per container is not at fixed number sinliferent brand has different
packaging shape, so that the focus in loading geot® container is on the optimum
utilization of available space in the container.

RGB is labeled to the products with package arbetaeturned at the end of
consumer consumption and collected by Sosro. Thkggg is only in glass bottle, so
later when we mention RGB, it refers to the glas#tlé® used by Sosro. Sosro
produces four brands using RGB supply chain: TetolBsosro, TEBS, JoyTea and
FruitTea.

Distributor receives the goods from container atwmies it in the warehouse.
Particularly for RGB, filled bottles are exchang&hwempty bottles by the same
guantity. This is done in order to do cost efficgnso that the same armada can be
utilized to bring empty bottles through the samét@oThe returned bottle must be by
the same quantity to cover all space within craBgsthis approach, one crate leans
on one full crate on its bottom so that it coulaidvcrash during the travel from
distributor’ warehouse. To be optimally and effidlg utilized, one container is
arranged to load 1,044 crates per delivery.

Periodically, sales people visit retail outlets ¢beck their stock level.
According to discussion with outlet owner or operatsales people agrees the

guantity of certain assorted of Sosro productse@itopped at the outlet. If the type
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of dropped products is RGB, outlet owner or operagturn the empty bottle of the
same product by same quantity. In case where thatscrepancy between number
of filled bottles and empty bottles, retail outatist pay financial charge, which in
the distribution area observed is Rp 500 per baitieeturned. This is the fine
stipulated by factory either to distributor or ilgawWho can not return the bottle.

3.4. Company Profile

Balikpapan is a developing city. With Samarindaytlare the two biggest city
in East Kalimantan. Its development is largely mablby the existence of natural
mining industry exploiting oil and coal. This dr&zeconomic growth in Balikpapan
through investment on main infrastructure of theustry such as factory and
warehouse and its derivative facilities, such assimg and shopping centre.

CV Anugrah Jaya Mandiri (later called as CV AJM}pde distributor of Sosro
product in Balikpapan, East Kalimantan. CV AJM massble for distribution of all
assorted of Sosro products in Balikpapan. In iterajon, CV AJM operates a
warehouse and six box-cars to serve all retaietaith Balikpapan.

By monthly basis, CV AJM ordered containers segdydor RGB and OWP.
From the four RGB products produced by Sosro, dalyTea is not marketed in
Balikpapan. Particularly for FruitTea, it is vemnall by quantity, due to the number
ordered per month for Balikpapan is for fast-foadlet only. Since market of Teh
Botol Sosro is significantly higher than TEBS in liBpapan, every container
dispatched to Balikpapan consists of Teh Botol &asd TEBS in comparison 6:1.

From factory in Java, a container with filled begtlarrives at Balikpapan and
goes directly to CV AJM’ warehouse. Here the fillbdttles are unloaded to
previously prepared empty space in CV AJM’ wareleod$en the empty bottles are
loaded by same quantity to the already empty spattee container. Then by regular
visit via box-cars to all outlets in Balikpapan]esapeople will drop certain humber

of filled bottles for customer stock.
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CHAPTER 4
RESEARCH METHOD

4.1. Research Idea

The idea of this research is replicating the redeanodel in a journal of
Operations Research 57(1), pp.10-18 published @9 24@th title “The Evolution of
Closed-Loop Supply Chain Research.” The paper iganrby V. Daniel R.Guide, Jr.
and Luk N. Van Wassenhove. Purpose of the paptr ilstroduce the reader to the
field of closed-loop or reversed supply chains vaitbtrong business perspective, i.e.,
focus on profitable value recovery from returnedducts.

Guide and Van Wassenhove (2009) distinguish thmg@itant sub-processes to
implement reversed supply chain: product returnsnagament (front end),
remanufacturing used products (engine), and remaatwied products market
development (back end). Each of this has a potettfarent bottleneck as follow:

a. Regarding back end sub-process, which is remanutttproducts market
development, does market wants to buy remanufatfpneducts?

b. Regarding engine sub-process, which is remanufagtursed products, how
value can be recovered from returns at a reasocabt@

c. Regarding front end sub-process, which is prodefcirns management, is there

a sufficient access to used products?

The three sub-processes are graphed in Figurbddw:

Front end

Timing, quantity., quality of
_ used products:

Product acqgu isition mg mit
Return rates p
Product ) I.-"Her'rﬁeur‘ll..lfar:‘t:l.u'ing:;‘\I

f 1 -
| returns operational |

1) 1
‘Qnagement N — — issues /
. ,,/ / \\ Reverse logistics
B !
l" Her‘r;ar‘l:lfac‘tur;(eqt \II Test, sort, disposition
| Products market | Disassemble

Back end ! development Repair
Remanufacture

Develop channels, N
Remarket, secondary markets,| ———— Engine
Cannibalization

Figure4.1. Activitiesin A Reversed Supply Chain

Source: Guide and van Wassenhove, 2009
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In their experiences, Guide and Van Wassenhove ¥@y often it is not
technical constraints that matter, but rather #uk lof a market for remanufactured
products or the lack of used products of sufficigaality at the right place and the
right time. To take a business perspective, we neadcognize that only when the
three sub-processes are managed in a coordinagbdriacan the value in these
systems be fully realized. A lack of access to uggdducts, or technical
remanufacturing issues, or marketing and sales’ déanarket cannibalization can
inhibit or prevent profitable reversed supply clsailfo make reversed supply chain
more attractive from a business or value-creatensgective, all bottle-necks should
be removed and the sub-processes smoothly inteigr@ely then can the hidden

value be released from the system, as shown inré&g@. below:

\ Engine
/ How can hidden

value be released?

Figure 4.2. Business Process View of A Reversed Supply Chain

Source: Guide and van Wassenhove, 2009

4.2. Type of Research
There are two types of research used in this relseaxploratory research and

descriptive research. Approach of each type wikkglained first below.

4.2.1. Exploratory Research

Malhotra (2010) mentions the primary objective &pleratory research is to
provide insights into, and an understanding of piadlem confronting the researcher.
Exploratory research is used in cases when we meShe the problem more
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precisely, identify relevant courses of action,gain additional insights before an
approach can be developed.

Exploratory research can greatly benefit from usthe following methods:
Survey of experts

Pilot surveys

Case studies

Secondary data analyzed in a qualitative way

® 20 T ®

Qualitative research

The other type of research is conclusive reseanthich is typically more
formal and structured than exploratory researcmclisive research may be either
descriptive or causal, and descriptive research hmyeither cross-sectional or
longitudinal (Malhotra, 2010).

4.2.2. Conclusive Research
4.2.2.1. Descriptive Research

Malhotra (2010) defines descriptive research idascribe something — usually
market characteristics or functions. It is condddta the following reasons:

a. To describe the characteristics of relevant groupsch as consumers,
salespeople, organizations, or market areas

b. To estimate the percentage of units in a specgagullation exhibiting a certain
behavior

c. To determine the perceptions of product charadiesis

d. To determine the degree to which marketing varmble associated

e. To make specific predictions.

In summary, descriptive research, in contrast faratory research, is marked
by a clear statement of the problem, specific hyps¢s, and detailed information
needs.

Descriptive research is distinguished into two s/pedesign:

a. Cross-sectional design
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It is most frequently used in descriptive design nrarketing research. It
involves the collection of information from any givsample of population elements
only once. It may be either single cross-secti@nahultiple cross-sectional. In single
cross-sectional design, only one sample of respdadis drawn from the target
population, and information is obtained from thésnple only once. This design is
also called sample survey research design. In phelltross-sectional designs, there
are two or more samples of respondents, and inttwmdrom each sample is
obtained only once. Often, information from differsamples is obtained at different

times over long intervals.

b. Longitudinal design

It involves a fixed sample of population elememtattis measured repeatedly.
The sample remains the same over time, thus prayiiseries of pictures that, when
viewed together, portray a vivid illustration oktkituation and the changes that are
taking place over time. Sometimes, the term paneltrae panel is used
interchangeably with the term longitudinal designpanel consists of a sample of
respondents, generally households that have agreegrovide information at
specified intervals over an extended period.

4.2.2.2. Causal Research
Malhotra (2010) argues that causal research is tasebtain evidence of cause-
and-effect (causal) relationships. It is appropriat the following purposes:
a. To understand which variables are the cause (imtkgre variables) and which
variables are the effect (dependent variables)pifeammomenon
b. To determine the nature of the relationship betwbercausal variables and the
effect to be predicted.
Although descriptive research can determine theegegf association between
variables, it is not appropriate for examining @uselationships. Such an
examination requires a causal design, in whiclcthesal or independent variables are

manipulated in a relatively controlled environméltie effect of this manipulation on
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one or more dependent variables is then measuradféo causality. The main
method of causal research is experimentation.

Actually there is another type of research, expental research which is
intended to collect selected data in a particidahmiques to allow a more obvious
conclusion particularly about the correctness @aersal effect in a hypothesis. This
research is usually developed after exploratory degtriptive researches. However,
due to this type of research requires artificisliaion which is beyond control of
writer, it is not performed in this thesis.

In this thesis, writer perform descriptive researahdetermine perceptions of
product characteristic of Teh Botol Sosro. Desorgtesearch is done through single
cross-sectional design since collection of infororaby questionnaire is made only

once to a targeted respondent.

4.3. Research Method
The research method is basically distinguishedrdaug to the type of research

in previous section. It can be elaborated as below.

4.3.1. Exploratory Research
This is the first research performed by writer. Tidea of this survey is
replicating some researches by experts, whose igeasnsidered applicable in

Indonesia.

4.3.1.1. Influenceof Financial Charge

Deposit refund system (DRS) is one approach apjjedountries to increase
recycling rate. OECD (Organization for Economicoferation and Development)
defines it as the surcharge on the price of pabytpolluting products. When
pollution is avoided by returning the products beit residuals, a refund of the
surcharge is granted (Hogg, et al, 2010).

Some data allows for comparison of performancereas with and without

deposit as the financial incentive. In the US, laseoved in 1999, the recycling rates,
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and the number of containers recovered per capgae far higher in the deposit

states, as previewed by Figure 4.3. below:

Recycling rate (%) and per capita containers
recovered in the US (1999)

490
. : I 0
Deposit states (10) MNon-deposit states (40)

O Recycling rate @ Containers per capita recovered

Figure 4.3. Performance of US States With and Without Depositsin 1999

Source: Eunomia

To study the importance of DRS as a key factor mneturned rate, writer
develops expectation by modifying the above obdsemaesult and the fact that
Indonesia has not yet adopted the DRS scheme. \Wotesiders that the price paid
by customer of Teh Botol Sosro is structured onlyrfet payment to retailer without
possible claim from customer due to used glasdebdtiigher or lower price set by
different outlets are according to cash inflow &egl by retailer per bottle purchased
by customer. Since this cash flow is not distorgda possible claim, retailer is
expected to have more flexibility to collect theedsglass bottle. The higher cash
inflow is, the larger the flexibility is, either bgeturning the collected used glass
bottle to distributor or releasing the claim of dsep previously paid to distributor.
According to this logic, writer develops expectatithat return rate of used glass
bottle is higher when the price set by retaildoiger.

4.3.1.2. Influence of Natural Business Contr ol
To initiate the reversed supply chain, the firdb-puocess is front-end stage,
which is about the product returns management. @uont time sensitivity and
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minimizing costs of return is necessary to maxinvakie over the entire life cycle of
used product (Guide and Van Wassenhove, 2009).

Replicating this idea, writer considers businesstrod has natural impact in
acquiring the used glass bottle. Controls are desigo make sure that a business
runs efficiently in working toward its business @tfjves. It can be in the form of
external control such waste collection regulationused glass bottles, and of internal
control involving the creation of management systencontrol business activity

(www.thetimes100.co.9k

In the area observed, Sosro set a financial chargep 500 per unreturned
bottle. To the supply chain perspective, it is cd@ed as internal control up to
retailer stage. However, since the same treatnsembti applied to the customer after
consumption of brewed tea, it is not considerednéernal control for Teh Botol
Sosro at front-end stage. Instead, internal cohigod is put on the condition of outlet
designed by retailer in exchange with flexibilit fcustomer to consume Teh Botol
Sosro.

Writer emphasis the control of outlet by followifagtors:

a. Status of outlet at its surrounding location

When the outlet is located as part of the maindmugj, such as mall, hospital, or
hotel, it is considered that Teh Botol Sosro isstoned at a fixed area supervised by
retailer. It should result in better collection wsed glass bottle by retailer since the
area of consumption is definite. For this type otlet, we call it as high-control
outlet.

To the extreme, retailers at open areas such asthtisn or motor workshop
sell its product with larger option for customercimnsume it. There are less definite
areas set by retailer to determine where custonust oconsume Teh Botol Sosro. We

call this type of outlet as low-control outlet.

b. Layout of outlet
Consumption of Teh Botol Sosro can be done in eitlased or opened outlet.
A closed outlet is defined as an outlet with dééimphysical border to separate it with
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its external situation. In a closed-outlet, the stonption is pushed around the area
limited by concrete or glass wall. This is calledhégh-control outlet.

An opened-outlet is defined as an outlet with imdef physical border to
separate it with its external situation. In an agkoutlet, customers have more
flexibility to consume Teh Botol Sosro in termsooinsumption area. This is called as

low-control outlet.

4.3.1.3. Typeof Outlet

Combining both factors above, writer identifies Higpntrol outlet as outlet

characterized by below criteria:

a. Located as part of closed complex such as makl loothospital

b. Ifitis located in street side, it is physicallgrdered by concrete or glass wall

c. As an outlet in street side, it is equipped withinly table

d. As an outlet in street side, the consumption inebatrea is possibly monitored
by retailer.

When an outlet does not meet first criteria or of¢he criteria number b-d
above, it is classified as low-control outlet. 8@n outlet is located as part of mall,
hotel or hospital, it is directly considered ashaapntrol outlet. Whiles for outlet
located in street side, it must meet.all criteriamber b-d. The categorization of
outlets according to its natural business congrehiown in Table 4.1.

For influence from natural business control sideiter develops expectation
that return rate of used glass bottle from customehigher when the level of
business control set by retailer is higher. As axy@d before, business control is
referring to the internal control caused by twotdeg status of outlet at its

surrounding location and layout of outlet.
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Table4.1. Degree of Natural Business Control per Outlet

Number Title of Business Degree of Control

1 Internet shop, game rental, theatre, other eimény and Low
game centre

2 Beauty saloon, spa, pharmacy, and other health| an Low
beauty clinic

3 Indoor football, gym, swimming pool, other spamd Low
fitness centre

4 Workshop Low

5 Canteen at school/ campuss/ course/ play group Low

6 Canteen at private and state office Low

7 Cadger Low

8 Grocery store Low

9 Special organized event Low

10 Restaurant and shop in opened outlet at sideet s Low

11 Restaurant and shop in closed outlet at stiget s High

12 Restaurant and shop located as part of closetples High

such as mall, hotel or hospital

Source: discussed with distributor

4.3.2. Descriptive Research

Malhotra (2010) defines descriptive research isedttmough survey method.

The survey method of obtaining information is basmu the questioning of

respondents. Respondents are asked a variety sfigue regarding their behaviour,

intention, attitude, awareness, and demographiditestlyle characteristic.

The survey method has several advantages. Fiesguastionnaire is simple to
administer. Second, the data obtained are reliadxdause the responses are limited to
the alternatives used. Finally, coding, analysisd anterpretation of data are

relatively simple. Despite some disadvantages etkistsurvey approach is by far the

most common method of primary data collection imkaing research.
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Questioning in the survey is structured. Structuretérs to the degree of
standardization imposed on the data collectiongs®cin structured data collection, a
formal questionnaire is prepared and the questoasasked in a prearranged order.
So, the process in survey method is also direcictwls non-disguised in that the
purpose of the project is disclosed to the respatsder is otherwise obvious to them
from the questions asked.

To perform the structured-direct survey, writer ausiers a questionnaire as a
fixed-alternative questions that require the resienits to select from a predetermined

set of responses. Then the survey is printed astdlaited to respondents.

4.3.2.1. Structureof Questionnaire
Questionnaire is divided into four parts, which améroduction statement,

screening question, principal question and demdncaguestion.

a. Introduction statement

Introduction statement is to introduce researcihestitution and objective of the
research. This part is used to explain to respdnalehow they can participate to the
green business practice by answering questionsxhparts.

b.  Screening question

Screening question is intended to filter and salespondent who meet the profile as
targeted by the research. Screening question id tsesnsure only respondents
owning experience with Teh Botol Sosro are answgettiie questionnaire.

c. Principal question

This is the body of questionnaire where respondargsasked about his knowledge
and experience when consuming Teh Botol Sosroartsson how he feels the benefit
compared to the price he pays for the product,icoes with environmental issues
regarding the used glass bottles, and opinion atheupossible application of DRS

scheme.
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d. Demographic question
Demographic question is to gather information altbetdemographic background of
the targeted respondents. It covers sex, age,gsiofg degree of consumption of Teh

Botol Sosro per month.

4.3.2.2. Questionnaire Format

Questionnaire format are formulated in order touemsll question and answer
function well according to the objective of theeasch. The format used is expected
to assist respondents in understanding the puigfabe questions.

There are three formats of question used in tlsiganeh:
a. Open-response question
It is the format that gives flexibility to respords to give answer according to his

own knowledge and experience with RTD brewed tea.

b. Close-ended question

It is the format that gives alternatives for respemis to answer. There are two types

of close-ended question applied (Malhotra, 2010):

- Multiple choice question, where researcher provideshoice of answer and
respondents are asked to select one or more aftér@atives given.

- Dichotomous question, where there are only twoarese alternatives: yes or
no, agree or disagree.

c. Scale-response question
This format applies scale to measure the degreenpbrtance of benefits of Teh
Botol Sosro valued by customer and how customereglhe green business practice

regarding the glass bottle used by Teh Botol Sosro.

Some wording in questionnaire for this thesis hheen revised merely to meet
formal terms, while during its collection, it usekily conversation expected to
immediately aid awareness of respondents in answeéti The example is question
point 7(i) “Tidak ribet untuk memperoleh dan meng&omsinya”, revised to “Tidak

rumit untuk membeli dan mengkonsumsinya”.
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4.3.3. Measurement and Scaling
4.3.3.1. Measurement

There are four primary scales of measurement: ralmardinal, interval, and
ratio. Writer applies the first two scales in thesearch.
a. Nominal scale
A nominal scale is a figurative labeling schemeavimich the numbers serve only as
labels or tags identifying and classifying objed#hen a nominal scale is used for
the purpose of identification, there is a strice0-one correspondence between the
numbers and the objects. Each number is assignealytmne object and each object
has only one number assigned to it (Malhotra, 2010)

b. Ordinal scale

An ordinal scale is a ranking scale in which numsbare assigned to objects to
indicate the relative extent to which the objectsgess some characteristic. An
ordinal scale allows us to determine whether areabhas more or less of a
characteristic than some other objet, but now houwchmmore or less. Thus, an
ordinal scale indicates relative position, not tha@gnitude of the difference between
the objects. Common examples of ordinal scale delquality ranking, rankings of

teams in a tournament, socioceconomic class, acapational status. In marketing

research, ordinal scales are used to measureveektitudes, opinions, perceptions
and preferences (Malhotra, 2010). In this reseanainal scale is applied to measure
benefit and cost perceived by customer and itsu@nite to the green business
practice regarding the glass bottle used by TelolERdsro.

4.3.3.2. Scaling
There are three itemized rating scales: likertesceémantic differential scale

and staple scale. Writer applies the first twoesah this research.

a. Likert scale
This rating scale requires the respondents to ateli@ degree of agreement or

disagreement with each of a series of statemewoist dlve stimulus objects. Typically,
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each scale item has five response categoriesngufrgim “strongly disagree — sangat
tidak setuju” to “strongly agree — sangat setujMalhotra, 2010). In this research,
Likert scale is applied through five spots, which & series of “Strongly disagree —
Sangat Tidak Setuju, Disagree — Tidak Setuju, NéutrNetral, Agree — Setuju,

Strongly Agree — Sangat Setuju”.

The format of the five spots series of Likert sazde be previewed as below:
STS| TS N S SS

Description:
STS = Sangat Tidak Setuju or Strongly Disagree
TS = Tidak Setuju or Disagree

N = Netral or Neutral
S = Setuju or Agree
SS = Sangat Setuju or Strongly Agree

b. Semantic differential scale

Semantic differential scale is a 7-point ratinglscaith endpoints associated with

bipolar labels that have semantic meaning. In e&&mpplication, respondents rate
objects on a number of itemized, 7-point ratindescdounded at each end by one of
two bipolar adjectives. The respondents mark tlaalbthat best indicates how they
would describe the object being rated (Malhotral@O0In this research, semantic

differential scale is applied through seven spotseflect the rank according to each
respondent upon research object.

The format of the seven spots series of semarffierelntial scale can be previewed

as below:
Angka 1 1 2 3 4 5 6 7 Angka
Frase objek Frase antonim
penelitian objek penelitian
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4.34. Sampling

The objective of most marketing research projexts bbtain information about
the characteristics or parameters of a populafopopulation is the aggregate of all
the elements that share some common set of chaséicte and that comprise the
universe for the purposes of the marketing resegmdblem. The population
parameters are typically numbers. Information alpmpulation parameters may be
obtained by taking a census or a sample. (Malh20a0).

In this research, writer search for informationotigh sample, which is a
subgroup of the population selected for particgpatn the study. As Maholtra (2010)
says, sample is realistic if the population is éar@s it is for most consumer products.
Sample characteristics, called stated statistrestreen used to make inferences about
the population parameters. The inferences that Baknple characteristics and

population parameters are estimation proceduresesis of hypotheses.

4.3.4.1. Population

Target population is the collection of elementsobjects that possess the
information sought by the researcher and about wiméerences are to be made
(Malhotra, 2010).
Characteristics that must be owned by populatighisiresearch are:
Indonesian domiciled in Indonesia territory
Age between 21 to 55 years
Have completed or currently taking high education
Ever to buy Teh Botol Sosro and other RTD breweadrdast 6 months

® 2 0 T ®

Ever to see armada of Sosro in last 6 months

4.3.4.2. Sampling Technique
Malhotra (2010) says the most important decisioouélthe choice of sampling
technique is whether to use probability or nonpbilig sampling. In this research,

writer uses nonprobability sampling, which relies the personal judgment of the
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researcher rather than chance to select sampleetenThe nonprobability sampling
techniques used here is the convenience sampling.

Convenience sampling attempts to obtain a samptemfenient elements. The
selection of sampling units is left primarily toetinterviewer. Often, respondents are
selected because they happen to be in the rigbe @a the right time (Malhotra,
2010).

4.3.4.3. Sample Size

Malhotra (2010) says sample size is influencednayaverage size of samples
in similar studies. As summarized in Table 4.2 obelhe gives an idea of sample
sizes used in different marketing research studié®se sample size have been
determined based on experience and can serve @is goidelines, particularly when

nonprobability sampling techniques are used.

Table 4.2. Sample Sizes Used in Marketing Research Studies

Type of study Minimum size
Problem identification research (e.g., market piadn 500
Problem-solving research (e.g., pricing) 200
Product tests 200
Test-marketing studies 200
TV/radio/print advertising (per commercial or adteal) 150
Test-market audits 10 stores
Focus groups 2 groups

Source: Malhotra, 2010

4.35. DataAnalyzing Method
4.35.1. Descriptive Analysis

Descriptive analysis in this thesis is used to axgld the details of respondents
profile and their response for each construct enghestionnaire. The method used is

frequency distribution and descriptive analysis.
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4.35.2. Inferential Analysis

a. Reliability test

Reliability test is performed to measure consisgent respondent in answering

questions conceptually constructed in the queséiman A questionnaire is called

reliable if an answer of a respondent in one pa# questionnaire is consistent to an
answer in other part of the same questionnairaaB#ty test in this thesis is done by

one shot measurement using statistical test Crénlfdpha (). According to

Nunnaly, a construct or variable is called reliablde a > 0.60 (Ghozali, 2006).

b. Validity test

This test is performed to measure whether the mureasked in the questionnaire is
valid. If it is valid, it means that the questi@applicable to measure what supposed
to be measured (Ghozali, 2006).

Validity test in this thesis is applied through:

- Kaiser Mayer Olkin (KMO) Measures of Sampling Adaqy (MSA) value must
greater or equal with 0.5, with significance vahfeBarlett Test is smaller or
equal with 0.05. KMO value is an index to test Wieetdata can be processed
using factor analysis.

- Anti-Image Matrices test must greater or equal With It is the details of KMO.
The higher anti-image matrices will have the highBO.

- Communalities value must greater or equal with @dmmunalities value test
how great contributed by a variable to other vdeslbeing tested.

- Total variance explained must greater or equal &i%. Percentage of variance
explain shows the percentage of total variancertgarglation with each factor.

- Component matrix value must greater than 0.5.
The statistics tests above are associated witlorfaotalysis test. Malhotra (2010)

denotes factor analysis as a a class of procegunesrily used for data reduction

and summarization. In marketing research, there Ineag large number of variables,

Preliminary study..., Louis Yosen Primsa T, FEUI, Poiversitas Indonesia



50

most of which are correlated and which must be ¢eduto a manageable level.
Relationships among sets of many interrelated bkesa are examined and
represented in terms of a few underlying factoestér analysis is useful to identify
underlying dimensions that explains the correl&iamong a set of variables. Here,
factor analysis is employed to determine the atteb that influence customer choice
on Teh Botol Sosro and the perception of appliedS@R Teh Botol Sosro.

c. Correlation test

Correlation test is statistical test to find thiatien between two or more quantitative
variables. Correlation coefficient is a number ledw +1 and -1, showing the

magnitude and direction of the association betweenvariables. The magnitude is

the strength of the correlation. The closer thaetation is to either +1 or -1, the

stronger the correlation. If the correlation is 0 w@ry close to 0, there is no

association between the two variables. The direaifathe correlation shows the two

variables are related. If the correlation is pwusitithe two variables have a positive
relationship (as one increases, the other alseases).

Sulaiman (2002) grouped magnitude of the assoaidsiween two variables into:

- 07-1 : strong correlation

- 0.4 -<0.7 : substantial relationship

- 0.2-<0.4 : weak correlation

- <0.2 : negligible relationship

In this thesis, correlation test is done by SpearRho test, which is a test to

measure the association of non-metric variablesevliata is not assumed at normal
distribution (Malhotra, 2010).
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CHAPTER 5
ANALYSIS

5.1. Result of Exploratory Research

Exploratory research was executed by analyzingdt@ireturn rate of used
glass bottle in Balikpapan in January to March 2@a4dta for analysis was obtained
from CV Anugrah Jaya Mandiri (CV AJM) as the soistdbutor of Sosro product in
Balikpapan, East Kalimantan. The data consisteduafiber of filled bottles sent by
CV AJM to each outlet, number of used glass boti#srned by each outlet to CV
AJM, and retail price per outlet by monthly basienfi January to March 2011.
Analysis on the data showed that two factors, Irptade and natural business control,
as expected in 4.3.1.1. and 4.3.1.2. had influemcéhe trend of return rate of used

glass bottle.

5.1.1. Influence of Financial Charge

Retail price of Teh Botol Sosro by outlets in Bphlpan is ranging from Rp
2,500 to Rp 15,000. As shown in Figure 5.1., mastets sell Teh Botol Sosro at
price Rp 3,000 per bottle.

Rp 6,500, 0.40% Rp 8,000, 0.68% Rp 2,500, 0.18%

Rp 15,000, 0.18%

Rp 3,000, 60.38%

Rp 3,500, 1.55%

Rp 4,000, 15.88%

Figure 5.1. Outlets Based on Retail Price

Source: processed by writer
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From trend analysis, it is found that return rateised glass bottle from outlets
to distributor is higher when the price set by itetais lower, with condition of

certain difference in price, as shown in Figure b&ow.

8.0%

7.5% f
7.0%

6.5% /
6.0% /
5.5%

5.0% A /

4.5% 4
4.0%

3.5%
3.0% A
2.5% A
2.0%
1.5%

1.0%
0.5%
0.0%

Unreturned Rate

2,500 3,000 3,500 4,000 4,500 5,000 5,500 6,000 6,500 8,000 15,000

Retail Price

‘+Jan-11 Feb-11 —— Mar-11 —e— TOTAL ‘

Figure 5.2. Unreturned Rate Based on Retail Price

Source: processed by writer

From the Figure 5.2. above, it is found that unretd rate of used glass bottle
from retailer with selling price Rp 3,000 is lonssmpared to unreturned rate from
retailer with selling price Rp 4,000, which unreted rate is lower compared to the
rate from selling price Rp 5,000, and which unne¢ar rate is lower compared to the
rate from selling price Rp 6,000. However, thisitt@loes not apply for selling price
Rp 2,500, Rp 3,500, Rp 4,500, Rp 5,500, Rp 6,5@08R0O0 and Rp 15,000, where
there is no definite trend of increasing unreturnae for every increase of retail
price.

Percentages of bottles sold with retail price Rjo8, Rp 4,000, Rp 5,000, Rp
6,000 are 60,38%, 15,88%, 15,28% and 3,91%, raspBctlit means that the trend
of increasing unreturned rate of used glass boitiegr for 95.45% of population
January to March 2011.
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5.1.2. Influence of Natural Business Control

According to its type of business, Teh Botol Sosas mostly distributed to
outlets on street side, either at closed or opemgtets. Closed outlets received
23.22% of total distribution in January to Marchl20while opened outlets received
21.47%. The next type of business with significdeliveries of Teh Botol Sosro is
internet shop, game rental, theatre, and otherrtamisg and game centre with
10.92% and cadger with 10.09%. The full chart ofleds based on its type of

business can be shown at Figure 5.3. below.

Restaurant and shop in
opened outlet at street side,
23.22%

Restaurant and shop in
closed outlet at street side,
21.47%

Special organized event,
5.15%

Restaurant and shop
located as part of mall, hotel
or hospital, 8.36%

Grocery store, 5.05%

Cadger, 10.09%

Internet shop, game rental,
theatre, and other
entertaining and game
centre, 10.92%

Canteen at private and
state office, 5.71%

Indoor football, gymnasium,
Canteen at school/ sw imming pool, and other
campuss/ course/ play Workshop, 2.09% sport and f|tm;zss centre,
group, 2.51% 1.92%

Beauty saloon, spa,
pharmacy, and other health
and beauty clinic, 3.51%

Figure 5.3. Outlets Based on Type of Business

Source: processed by writer

The useful of recognizing outlets based on typbusiness as above is applied
to distinguish the outlets based on its naturalinass control. As discussed in
4.3.1.3., writer distinguished type of businesshef outlets in Balikpapan selling Teh
Botol Sosro into two groups of natural businesstrmbnwhich were low-control
outlets and high control outlets. From the outtptsuping, it is found that most of
outlets were through low-control outlets, which veabout 70.17%, significantly
above high control outlets with 29.83%. The chanbutlets according to its level of

control can be seen at Figure 5.4.
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High-control outlets,
29.83%

Low -control outlets,
70.17%

Figure 5.4. Outlets Categorization Based on NaturaBusiness Control

Source: processed by writer

By using the outlets categorization as shown inufgg5.4. above, writer
analyzed the trend of unreturned rate of used dagkes in January to March 2011.
It is found that outlets with high control returnetbre bottles compared to low-
control, thus the unreturned rate of high controtlais is lower than low-control

outlets. The trend of unreturned rate is graphdeigare 5.5. below:

3.00%

2.50% /
2.00% /.—A

1.50%

Unreturned Rate

1.00% -

0.50% -

0.00% :
High-control outlets Low -control outlets

Natural Business Control

‘—0— Jan-11 Feb-11 —a&— Mar-11 —e— TOTAL ‘

Figure 5.5. Unreturned Rate Based on Natural Busirss Control

Source: processed by writer
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5.2. Impact and Alternative Solutions
5.2.1. Impact of Unreturned Used Glass Bottles

From the trend analysis of unreturned rate of ugleds bottle as discussed
earlier in 5.1.1. and 5.1.2., it is found that ¢hé an influence of retail price and
natural business control at a particular outletisTis agreed with expectation
developed in 4.3.1.1. and 4.3.1.2. by differentrdegRetail price has influence on
unreturned rate for certain price level, while lewé natural business control per
outlet has consistent influence on the unreturregd. rThere could be some other
causing factors in the trend, however due to éxploratory research, it is designed
with the focus to give insight about reality of eturned glass bottle on the field.

The fact of unreturned used glass bottle meanautiiea@ation of the glass bottle
is not applied to the optimum. Glass bottle, asgiesl to be used recurring, has
some probable events after the consumption of aistent, whether it can be
unreturned due to some factors, such as discasisdlid waste or used by consumer
to make handicraft, or returned to factory for netilization. The first event, in the
perspective of economic, did not reflect the bekitson for used material. It was due
to the shape and composition of glass material vpeoeluced according to the
specific needs of producer. The unequal level obwkadge and technological
equipment between consumer and producer suggdséédhe glass produced by
producer must be returned to the producer as tla@g Mmore knowledge and
technological equipment. When a used glass battteandled by producer, it fulfills
the utility of ownership purpose, making the battéee controlled by the best party.

When the used glass bottles are not returned,siiltee problems other than
economic matters. As ISO 26000:2010 emphasizesthatonment has become one
of seven stakeholders of corporate social respiitgitihe unreturned used glass
bottles must be managed well as it has potentidiatnage the environment. In our
current waste management practice, used glase$aetith other waste are collected
from the end-customer bins transported to WastdeCan Point (i.e. Tempat
Pembuangan Sampah) by municipal fleet. Other theganized collection by

municipal, collection might also be made by scaeesdhrough door-to-door visits

Preliminary study..., Louis Yosen Primsa T, FEUI, Poiversitas Indonesia



56

to waste point around customer residence. Butwhaiste management approach are
not giving optimum solution. The collecting abiligither by organized fleet from the
municipal or by individual scavenger, is still faelow the rapidness of increasing
waste. The real fact of this becomes apparent itheams heavily and is followed by
flood. During the flood, we can see many waste afkpging material sprang up to
the water surface and slow down the drainage perfAntd for the focus of
improvement among the various packaging materiassgbottles are one type that is
easier to be reduced as waste. It is due to itgsesisaproduced massively in the same
size and the transporting fleet of it requires nodification to collect it from the
outlet site. This is different with other custondzaroducts, such glass for fixture and
furniture purpose, which can be produced as paniiafor or wall with many sizes
and shapes.

To the perspective of supply chain, the unretuinetties for RGB (Returnable
Glass Bottle) is decreasing the expected benefivofways supply chain fleet. The
design of ordinary supply chain by arranging istmultaneously drop filled bottles
from factory to distributor to retailer and to pi@mpty bottles from retailer to
distributor to factory by the same fleet was notiroplly exploited. Since fewer
number of empty bottles are available for loading do the unreturned bottles, it
makes the transporting activity was done not at rieximum capacity of the
container. To anticipate this, CV AJM arrangesétsirned empty bottles as the total
number of brands Teh Botol Sosro and TEBS whichraaeketed in Balikpapan.
However, in the long-run, should this unreturn@shdr exists in higher rate, there can
be one time dropping filled bottles can not bedwkd by simultaneous picking
empty bottles.

Other research about the manufacturing processotifeb shows the other
negative impact of unreturned glass bottles. Adogrtb glass association of United
Kingdom, recycling one glass bottle will save eryetg power a 100 watt light bulb
for almost an hour, or a computer for 25 minutesa @olour TV for 20 minutes or
washing machines for 10 minutes. While there aotsfséhat glass bottle is 100%

recyclable and can be endlessly recycled with se io quality, the unreturned glass
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bottles end up in any points before WCP (Wastedgcbtin Point) or broken during
its reuse will cause economy to loose the poteunsiale from the reutilization.

So, now in Indonesia, there is less integratedrieffanaged to optimize the
utilization of glass bottles. The regulation doed olearly demand producer to be
officially responsible to collect the packaging erél after the consumption happen.
The legal reference of Pasal 74 UU No. 40 Persef@ahbatas defines the type of
company who must put environmental and social resipdity is companies doing
business in the field of and/or in relation to matuesources. This law contains
problem, as there is no obvious legal requiremantdmpanies not doing business in
the field of and/or in relation to natural resow.c€he other problem is this law does
not define a boundary condition of natural resosires many products are produced
with different dependency of natural resources @oed within (Hasan, 2009).

Mirroring to current practice, we can see very fedi number of beverage
producer arrange its supply chain fleet to collestd packaging material from the
outlets. Company like Sosro is an example of beenmroducer who initiatively
collect the used glass bottle, while most otherglément traditional supply chain
from factory to customer only. Sosro arrange a ephof financial charge per
unreturned bottle charged to distributor, whiletrdsitor can next charge to outlet if
the outlet can not return the used glass bottle.

The concept by Sosro is introduced to stimulaterétiern rate of bottle. In this
thesis, the financial charge set within the distiitn area observed is at Rp 500 per
bottle. This is the figure set as a charge betwlaetory to distributor as well as
distributor to outlet. With the fact that theresisll unreturned rate happened in the
area observed, we can conclude that the suggdetiather companies to follow the
concept by Sosro in terms of strengthening suplpiyrcfleet and financial charge per
unreturned bottle is not sufficient. There mustebenore comprehensive concept
involving all stages of supply chain, particuladgnsumer as the point of product
consumption, and integrating flow of material, mpr@end information traditionally
and in reversal direction throughout the supplyirtistages. One suggestion from the

practice of other countries is by Deposit Refundt&m (DRS).

Preliminary study..., Louis Yosen Primsa T, FEUI, Poiversitas Indonesia



58

5.2.2. Benefits of DRS
DRS is intended to simultaneously achieve benafitselow:

a. From consumer interest perspective

- To push payment transfer over product that readful under consumer control

- To create a balanced knowledge between producecamslmer regarding the
transaction cost

b. From supply chain perspective

- To avoid repetitive consumption of time, cost andrgy for the same product

- To increase utility of ownership where product nfactured by factory will be
more proper to be handled by factory instead ofsuorer who do not posses
unequal knowledge and technological equipment faickory

c. From macro economy perspective:

- To increase efficiency by optimizing residual prodand material with value
added still attached on it

- To anticipate crisis in natural resources due ttinaous supply of raw material
from nature in huge quantity to create new product

d. From environment perspective:

- To reduce waste in consumer along with unorganieade and recycling process,
which can harm environmental health due to limkedwledge and technological
equipment by consumer

- To prevent midden of dangerous chemical substancéhe nature, such as

pesticide and copper accumulator.

5.2.3. Benefits of DRS through Teh Botol Sosro’ Supply Cha
DRS proposed in Teh Botol Sosro’ supply chain isedby inserting financial
incentive flows in both traditional and reversed ywalong the chain. Its
implementation is expected to deliver benefitsddips involved in the supply chain.
The first party targeted to get benefits of proploBdRS is customer. Current
practice in Teh Botol Sosro’ supply chain is mopprapriate as a financial charge

instead of financial incentive. The proposed DR$ reposition current practice as
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financial incentive due to customer is involvedréburn the used glass bottle in a
reversed way. Concurrently with returning the lgtdustomer can claim the amount
of deposit previously paid when buying the product.

Integrating the proposed DRS to supply chain coheee can see that current
practice in Teh Botol Sosro’ supply chain is nohmecting all stages in a supply
chain through the flow of products, information dodds by the same degree. In Teh
Botol Sosro’ current case, it is more obvious ilatien between retailer and customer.
When a bottle purchased, the product flows to c¢anstois exchanged by the funds
flows from customer. After consumption, there aceaonsistent occasions of used
glass bottle recollected from consumption site ltilere is also no fund flows to
customer. So, to customer side, the proposed DRI add new transaction
knowledge about deposit included in transactiont 0b®uying Teh Botol Sosro and
mechanism of claiming the deposit.

The next party targeted is retailer. According tecdssion with distributor,
there are some factors causing the unreturned frata retailer side: flood,
displacement of cadger, and bad warehousing. Tiaesers incurs due to used glass
bottles are usually less maintained by retailer gamd to the filled one in their stock,
particularly if selling Teh Botol Sosro and otheturnable beverage products are not
the main business of the outlet. One alternativentprove this condition is by
reducing holding days of the used glass bottlesrainiler hand by setting an
accelerated bottles turnover. This acceleratiorexpected between retailer and
distributor, however financial incentive enjoyed dystomer through proposed DRS
is expected to drive returning process and thesefased glass bottles already
available at retailer when distributor droppindefil glass bottles.

To expect the response of retailer regarding tbpgsed DRS, we can start by
analyzing the transaction cost in Balikpapan asngte. When purchasing a crate of
Teh Botol Sosro from distributor, the transactiostgaid by retailer consists of price
of Teh Botol Sosro (Rp 44,000 per crate), depawitdottles (Rp 12,000 for 24
bottles in a crate) and deposit for crate (Rp 13886 crate). By ignoring deposit for
crate which is not attributed per bottle purchasgend customer, we can calculate

Preliminary study..., Louis Yosen Primsa T, FEUI, Poiversitas Indonesia



60

that total cost of purchase is Rp 56,000 or Rp2@3& bottle. Scanning to the outlet
per retail price in Figure 5.1., there is 0.18%ouoflets selling Teh Botol Sosro at Rp
2,500, which is slightly above the cost of purchdisemeans that to keep sustainable,
the outlet must manage its bottle and also theecsat that the small profit margin

gained per bottle sold will not be distorted byatarned bottle. Seeing this condition,
we can see that outlet will enjoy more profit masgper bottle after retail price level

Rp 2,500. The higher the retail price, the highefipmargin is.

If we relate with sustainability, retailer can havarious responses to the
proposed DRS. Some retailers can stand on curresg while doing better bottle
collection and warehousing management, as donéadyottlets selling Teh Botol
Sosro at Rp 2,500. This option is giving internfié& only in the retail side since
customer does not pay additional price. Some egtaian increase its selling price
when they expect to maintain current profit mangith no distortion from claimed
deposit by customer. This latter option gives exeeffect as customer pays higher.
When this option taken, retailers must analyze tdretustomer preference will shift
to other typical products or other retailers withwér selling price. When shifting
happens, retailer must reassess the market pritefoBotol Sosro and compared it
to his selling price. If selling price is adjustedthe lower market price, retailer must
identify and improve the weakness in bottle coltetiand warehousing management
to prevent unclaimed deposit to distributor. Slyppiroposed DRS is a turning point
for retailer to focus on high sales volume insteligh profit margin per bottle.

Distributor is also the party targeted to get thaddit of DRS. When filled glass
bottles from factory arrived at distributor waresBeuthese bottles are exchanged with
empty glass bottles by the same quantity. As totates are 1,044 crates per
container, distributor must stock 1,044 crates s#duglass bottles at his warehouse
before the arrival of the container. The purposdoatling the same quantity is to
avoid broken bottles during the transportationsttick at warehouse does not reach
1,044 crates, loading is not completed and contaiae not depart with perforated
shelf in the container. In this condition, contaistays in distributor warehouse until

targeted crates fulfilled with additional cost the delivery.
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So, to distributor side, the proposed DRS is exqubdb stimulate bottle
collection by retailer, to accelerate bottle tureobetween retailer and distributor,
and to anticipate the required quantity for evemslivery to factory. Though
distributor gets the deposit from retailer in exuypa of unreturned bottle, the used
glass bottle itself is more expected to be atithstor hand considering the adequacy
of quantity returned per container.

Sosro as the beverage producer is expected th@dienefit of proposed DRS.
The deposit mechanism for returned bottles is erpeto stimulate bottle collection
and lead to its supply certainty. As discussed gef®RS potentially accelerates
bottle turn-over between retailer and distributare do retailer has returned the
claimed deposit to customer while retailer mugtegitclaim its deposit to distributor
as well (as its operating cash) or exchange the gisss bottles with filled one (as its
stock for next sales). This in return potentiallgrieases both bottle turn-over and
sales volume of Teh Botol Sosro. The force of mehg bottles from down stream
also makes returns become more certain in ternggality, quantity and timing, as
one goal targeted for companies proposed by Guidaé\assenhove (2003).

de Brito and Dekker (2003) differentiated threeven forces for reversed
logistics: 1) economics (or because company cafitgrom it), 2) legislation (or
because company has to), 3) corporate citizenshipbécause company “feel”
socially motivated to do it). Though scope of thrguanentation is for reversed
logistic, writer considers this three driven for@s applicable for proposed DRS in
reversed supply chain of Teh Botol Sosro. Econontiesefit for Sosro can be
reached with supply certainty and potential inceeas sales volume such as
described above. Legislation is not available idolmesia, therefore no binding
commitment to recollect used glass bottle. Sosmopramote the DRS as a corporate
citizenship action, which can make its operatioaativity distinctive to other
beverage producers. Though not yet legally bindimg DRS is a good campaign tool
to promote compliance to ISO 26000:2010 “Corpo&deial Responsibility”, as this
action pay more attention for environment, whictome of the seven stakeholders

must be highly regarded by companies.
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5.3. Result of Descriptive Research

Regarding the modification of traditional supplyagh through the DRS, this
thesis continues the exploratory research throwgicrgptive research upon customer
perspective on Teh Botol Sosro and DRS. It wilk tekether the main barrier of
reversed supply chain, which according to Guide #ad Wassenhove (2009) is on
the lack of market of remanufactured products atedtin 4.1., exist.

5.3.1. Demographic Characteristic of Respondents
5.3.1.1. Sex

Total respondents for the research is 200 respasid@hich composition based
on sex is 117 man or 58.5% and 83 woman or 41.5%.résult is graphed by Figure
5.6. below:

Female, 41.5%'
aMale, 58.5%

Figure 5.6. Respondent Composition Based on Sex

Source: processed by writer

5.3.1.2. Age

From total 200 respondents, the majority by ageetsveen 26 — 30 years old,
with 101 respondents or 50.5%. This group of agellewed by age between 31 —
35 years old (17.5%), 21 — 25 (14%), 36 — 40 yeis(7.5%), 41 — 45 years old
(6.5%), 46 — 50 (3%) and 51 — 55 (1%). The resuffraphed by Figure 5.7.
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51 - 55, 1.0% 21 - 25, 14.0%

46 - 50, 3.0%

41 - 45, 6.5%
26 - 30, 50.5%

36 - 40, 7.5%

31-35,17.5%

Figure 5.7. Respondent Composition Based on Age

Source: processed by writer

5.3.1.3. Education

Since this questionnaire is proposed to those vasocbhmpleted or been taking
high education, no respondents is at senior hidglodcor below. The majority of
respondents is having completed or still takingvBth 164 respondents or 82 %,
followed by S2 (29 respondents or 14.5%), acadehrggpondents or 2%) and S3 (3
respondents or 1.5%). The result is graphed byrEig18. below:

Academy/equivalent,
2.0%
S3, 15%

S2,14.5%,

S1.82.0%

Figure 5.8. Respondent Composition Based on Educati

Source: processed by writer

5.3.1.4. Occupation

The majority of respondents is working at privatéitg with total number 108
respondents or 54%, followed by working in statétemy 43 respondents (21.5%),
as professional by 34 respondents (17%), studeb@s réspondents or 5%),
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entrepreneur (3 respondents or 1.5%) and as holesévrespondents or 1%). The
result is graphed by Figure 5.9. below:

Professional, Housew ife, Students, 5.0%
17.0% 1 0%
Entrepeneur,
1.5%
Private entity
employee, 54.0%
State entity

employee, 21.5%

Figure 5.9. Respondent Composition Based on Occupat

Source: processed by writer

5.3.1.5. Disbursement

Disbursement level by respondent covers regular foogesidential, food and
beverage, clothes, transportation and communicafiren the amount is fluctuating,
respondent is asked to expect the average disbergemthe last six months.

Amount disbursed by respondents are scattered agrong of disbursements.
The highest group of disbursement is above 3 milliopiah per month with 64
respondents (or 32%), followed by 1.5 — 2 milliompiah with 43 respondents
(21.5%), 1 — 1.5 million rupiah with 31 responde(i§.5%), 2.5 — 3 million rupiah
with 13.5%, 2 — 2.5 million rupiah with 21 respontie(10.5%) and below 1 million
rupiah with 7%. The result is graphed by Figured5delow:

< 1million, 7.0% -
1 - 1.5 million,

> 3 million, 32.0% 15.5%

1.5 - 2 million,
2 - 2.5 million, 21.5%
10.5%

2.5 - 3 million,
13.5%

Figure 5.10. Respondent Composition Based on Distaegment

Source: processed by writer
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5.3.2. Customer Perception on Teh Botol Sosro
Before asking about the consumer perception on DR@ementation, the
descriptive research firstly focuses on the consymeeception on Teh Botol Sosro

for some attributes as below.

5.3.2.1. Brand awareness of RTD (Ready To Drink) Brewed Tea

To get information about brand awareness of RTDvbdetea, the research
build unaided awareness regarding the top of mmadd of bottle packaged tea and
the things attached on the brand mentioned. Fhenrdsearch, it is found that Teh
Botol Sosro is the top of mind brand of bottle peyéd tea. As shown in Figure 5.11.
below, about 169 respondents or 84.5% mentionedoSas the most remembered
brand, followed by Frestea with 10 respondents%r Stee (6 respondents or 3%),
Fruit Tea (5 respondents or 2.5%), Nu Green Teaggondents or 2%).

0,
Nu Green Tea, Others, 3.0%

2.0%

Fruittea, 2.5%

Stee, 3.0% Teh Botol Sosro,
84.5%
Frestea, 5.0%

Figure 5.11. Top of Mind Brand of RTD Brewed Tea

Source: processed by writer

The result of this brand awareness test shows kmeimesult with market
survey in Table 3.2., so we can say that Sosrartastained its position as market
leader for RTD brewed tea.

The majority of respondent whose Teh Botol Sosranigheir top of mind
mentioned the freshness of Teh Botol Sosro isdpeot mind characteristic with 67
respondents or 39.6%, followed by taste, packaljernative drink, price, brand,
easy to find, aroma, advertisement, and volume.régelt is graphed in Figure 5.12.
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40.0% -
35.0%
30.0%
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20.0%
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Figure 5.12. Top of Mind of Teh Botol Sosro

Source: processed by writer

5.3.2.2. Value Proposition of Teh Botol Sosro

As stated in 1.2. Problem Identification, Teh Bdsalsro is well known with its
tag “Apapun Makanannya, Minumnya Teh Botol Sosr®déh Botol Sosro is
perceived as having simplifier value propositiorferring to customer gets
availability and convenience to reach the prodattsarious types of outlets. The
value proposition tagged by Sosro on Teh Botol &asraligned with result of this
research, with score 4.53 (see Table 5.1.). If madyae this result with Figure 5.3.,
the outlets selling Teh Botol Sosro is not limitedbutlets selling food and beverage
product only, but also internet shop, cadger, beaatoon, workshop and indoor
football. This information is signaling various #esed types of outlets selling Teh
Botol Sosro has been a value already provided isyhitand to customer. However,
the two valid value propositions (price minimizerdasimplifier) have weak positive
correlation at 0.271, which means that if it isieato find seller of Teh Botol Sosro,
it does not always means that the price is affdedaihe other four value
propositions are not valid according to factor gsal (see Appendix 4a).
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Table 5.1. Mean of Value Proposition of Teh Botol &ro

Question in questionnaire (11.2.2. Nilai Proposisi)| Value Proposition Reference Mean

Kualitasnya Ok, harganya terjangkau Price minimizer 3.90

Tersedia di banyak tempat, mudah memperolehnya Simgifier 4.53

Source: processed by writer

5.3.2.3. Customer Perceived Benefits of Teh Botol Sosro

Majority of respondents perceived benefits of TeltdB Sosro is by economic
aspect with mean 4.10 (see Table 5.2.). Economieftieof Teh Botol Sosro is
remarked by affordability of its price, ease todfithe seller, and not difficult to
acquire and consume it. The economic benefit ignatl with simplifier value
proposition of Teh Botol Sosro (as discussed im{pbi3.2.2), where Teh Botol Sosro
is perceived to be available at various types tietsi

Aligned with correlation result in 5.3.2.2., affaullity of Teh Botol Sosro’
price is has weak positive relationship at 0.37thwiase to find the seller. It means
that if it is easier to find seller of Teh Botol 30, it does not always means that the
price is affordable. Affordability of price is hang positive substantial relationship at
0.429 with not difficult to acquire and consume Qorrelation of ease to find the
seller with not difficult to acquire and consumeist having positive substantial
relationship at 0.643. Score 0.429 and 0.643 mélaats an affordable price and
available of Teh Botol Sosro in various outletsénaentribution to make acquisition
and consumption of Teh Botol Sosro become easiencttonal and emotional
benefits are not valid according to factor analysee Appendix 5a).

Table 5.2. Mean of Customer Perceived Benefits ofeh Botol Sosro

Question in questionnaire (I1.2.3. Persepsi tentanlylanfaat | Customer Perceived| Mean

Teh Botol Sosro) Benefit Reference

Harganya terjangkau

Mudah ketemu penjualnya Economic benefit 4.10

Tidak perlu repot untuk membeli dan mengkonsumsinya

Source: processed by writer
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5.3.2.4. Customer Perceived Costs of Teh Botol Sosro

From the research, we can see that to acquire d&#l Bosro, respondents did
not perceive time cost and energy cost incurredtowifficulties in finding the seller.
As shown in Table 5.3., respondents did not agnaethere are time cost (at score
2.01) and energy cost (at 2.03) to when acquirie Botol Sosro. This is aligned
with the facts found in 5.3.2.2. and 5.3.2.3., vehezspondents perceived that Teh
Botol Sosro is sold at various types of outlets #ratefore easily found. The absence
of time cost and energy cost when acquiring TeloB8bsro reaffirms perception
that cost of Teh Botol Sosro consists cash paidhi@product only.

Correlation of no time cost with no energy costais0.883, shows a strong
positive correlation between the two variables.sTisi a clear indication that both
barriers do not exist when acquiring Teh Botol So&sychological cost is not valid

according to factor analysis (see Appendix 6a).

Table 5.3. Mean of Customer Perceived Costs of Té&otol Sosro

Question in questionnaire (11.2.4. Persepsi tentanglarga Customer Perceived| Mean

Teh Botol Sosro) Cost Reference

Selain harga beli, ada biaya waktu, karena tidé&disbertemu Time cost 2.01

penjualnya, jadi perlu waktu juga untuk mencarijpaimya.

Selain harga beli, ada biaya energi, karena tigéddis bertemu Energy cost 2.03
penjualnya, jadi keluar ongkos/tenaga untuk mencari

penjualnya.

Source: processed by writer

Regarding the substance of payment of Teh BotolrdSa®sult of factor
analysis shows it does not valid at 0.473 (see Agpe7). However, from the mean
calculation, we got that only tea is the most peegk substance of payment by

customer when buying a bottle of Teh Botol Sosrith wiean 3.97.
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5.3.2.5. Consumption Method of Teh Botol Sosro

The problem of collecting bottle after consumptiocreases when consumption
of Teh Botol Sosro is done not directly after acaug the product, lead to
consumption done not near the seller selling pamthe case of Teh Botol Sosro, it
is happened when the product is purchased fromulatdike internet shop, beauty
saloon, workshop and indoor football which mainibess is not selling food and
beverage product, thus no dining table providedimtomer to consume the product.

According to the research, there is no strong i@e of how the bottle should
be treated when consumption was done by customereas the seller selling point.
Consumer has equal perception of just leaving thed uglass bottle due to two
considerations, either it has no longer functiosealter knows his consumption spot.
As shown in Table 5.4., the first considerationefugylass bottle has no longer
function) is regarded as perception on functiopadit the bottle (with mean 2.71),
while the second one is regarded as perceptiorupplys chain management of the
bottle (with mean 3.35). The mean of the two comsitions around neutral position
(marked with mean 3.00) means that no strong pwosdf both considerations.

Perception of used glass bottle has no longer ifumchas weak positive
correlation at 0.322 with perception of seller kisolws consumption spot. It means
that when a used glass bottle is considered hanorignger function, it is not always
due to seller is considered will be the party tdlecd the bottle. The other three

perceptions are not valid according to factor asialysee Appendix 8a).

Table 5.4. Mean of Customer Perception If Consumpstin Not Near the

Seller Selling Point

Question in questionnaire (I1.2.5. Metode Reference of Potential Mean
Konsumsi) Problem
Pergi saja, yang penting saya sudah minum. Botwj ya Functionality 2.71

kosong sudah tidak ada gunanya lagi.

Pergi saja, si penjual sudah mengerti saya mihum SCM 3.35

dimana. Nanti dia ambil sendiri botolnya.

Source: processed by writer
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5.3.2.6. Perception on Parties Responsible for Collecting TeBotol Sosro’ Used
Glass Bottle

As shown in Table 5.5., respondents have perceptan both beverage
producer and each outlet have responsibility téecblTeh Botol Sosro’ used glass
bottle, with each outlet has more responsibilit4.20. Connected this result with fact
in 5.3.2.5., we can say that for consumption dooenear the seller selling point,
respondents has perception of just leaving thdebbtit with no strong consideration
behind it. While for consumption made regardlessdansumption spot, respondents
has perception that both beverage producer andaéltdt are responsible to collect
the used glass bottle.

Correlation of responsibility of beverage produders substantial positive
relationship at 0.553 with responsibility of eactitlet. It means that respondents
perceived that both parties are not always the gasmonsible to collect Teh Botol
Sosro’ used glass bottle at all situations. Tweeptrarties, buyer and municipal, are

not valid according to factor analysis (see Apperédi).

Table 5.5. Mean of Customer Perception of Partiesé&ponsible for Collecting
Teh Botol Sosro’ Used Glass Bottle

Question in questionnaire (11.2.6. Persepsi terhada Reference of Solution Mean

Kemasan Terbuang Teh Botol Sosro)

Masing-masing produsen minuman Beverage producer 3.84

Setiap pengecer/outlet yang menjual minuman keloea Each outlet 4.20

Source: processed by writer

5.3.2.7. Perception on Wasted Teh Botol Sosro’ Used Glass e

Respondents perceived that wasted Teh Botol Sagags bottle brings bad
impact, with different consideration. As shown inable 5.6., environment
consideration stands at top with mean 4.20, pergeiv as breaking sight seeing and
with other waste, it is potentially making the ftbdNext consideration is economic

aspect with mean 4.02, where respondents percbewemore wasted Teh Botol
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Sosro’ glass bottle means the more economic vadgdeaoted in vain. Respondents
also perceive supply chain management of Teh BSwmdro does not work to
optimize the function of bottle. With mean 3.78&pendents perceive that factory put
passiveness in managing the flow of used glastebott

The three attributes have substantial relationsin@ another. Passiveness by
factory in managing the flow used glass bottle salsstantial relationship at 0.507
with breaking sight seeing and potentially makihgpdl, and at 0.543 with more
economic value neglected in vain. Breaking sigkirsgand potentially making flood
has substantial relationship at 0.582 with morenenuc value neglected in vain. The
substantial relationship among the three attributemsans that existence of one
attribute can lead to the other two attributes, thig is not a definite rule for all
situations. Two other attributes, making used glastsle for home handicraft and
misused for crime and in brawl situation, are nalid/according to factor analysis

(see Appendix 10a).

Table 5.6. Mean of Customer Perception on Wasted TieBotol Sosro’ Used Glass

Bottle
Question in questionnaire (11.2.7. Wawasan Reference of Potential Mean
Lingkungan) Problem
Ketidakpedulian pabrik minuman atas botol kosong. SCM 3.78

Bukankah botol kosong lebih bermanfaat bagi paprik

dibanding masyarakat umum?

Merusak pemandangan mata dan bersama sampah lain Environment 4.20

berpotensi menimbulkan banijir.

Semakin banyak botol kosong terbuang seperti erakin Economic 4.02
besar nilai ekonomi atas botol-botol tersebut yserguang

sia-sia.

Source: processed by writer
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5.3.2.8. Perception on Current Strategy to Increase Recyclip Rate

Sosro currently has set a financial charge pertunred bottle of Teh Botol
Sosro to its downstream chain. However, this cha@ageot communicated well to
customer, indicated by mean 4.11 (see Table Shat)this concept is not unknown
well by customer. With mean 3.89, respondents pésaeived that if the concept is
known well by customer, returnable rate will insea

Correlation of current concept is unknown well tastomer has substantial
relationship at 0.408 with increase in returnabte should the concept is known well
by customer (see Appendix 11a). This correlationldcde examined to the analysis
made in 5.2.3. While DRS drives the returning flthvough financial incentive
mechanism, current practice of financial chargd wdt stimulate returned bottle
from downstream level of Teh Botol Sosro’ supphaich When there is no claim
from customer, retailer will have more flexibility collecting the used glass bottle.
Even when retailer has already collected the hottley still have flexibility in
warehousing management since deposit of the buddebeen paid by customer, so

there is less urgency to get the claimed depasiady paid previously to distributor.

Table 5.7. Mean of Customer Perception on Effectiveess of Current Strategy by
Sosro

Question in questionnaire (11.2.8. Persepsi terhada Reference of Condition Mean

Strategi Peningkatan Pengumpulan Botol Kosong)

Sistem denda yang diterapkan Sosro kepadaurrent concept unknown well 4.11

pengecer/outlet belum umum diketahui konsumen by customer

Sistem denda yang diterapkan Sosro pasti lebititekuk If known well, returnable rate | 3.89
meningkatkan pengembalian botol bila telah umunetdiiui will increase

oleh konsumen

Source: processed by writer

5.3.2.9. Perception on Alternative Strategy to Increase Reajing Rate
To increase recycling rate of Teh Botol Sosro, oesients are asked about their

perception over some alternative strategies, frbm dtrategy that directly give
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influence on the consumption method (such as bgtgute in packaging material)
and indirectly give influence to customer (suchaasivating small and medium
enterprise to collect used glass bottle). As shawiable 5.8., it is strategy of
financial incentive on used glass bottle throughSDMeposit Refund System)
perceived with highest mean 3.88 The least perdestategy is imposing additional
tax (with mean 3.21) for every new bottle manufestiby producer.

Correlation of imposing additional tax is havingakecorrelation at 0.310 with
DRS strategy. It can be interpreted that althougith bstrategy are perceived
reasonable to increase recycling rate, both arestnotg combination of policy. The
other three proposed strategies are not valid douprto factor analysis (see
Appendix 12a).

Table 5.8. Mean of Customer Perception on Alternatie Strategy to Increase

Recycling Rate

Question in questionnaire (11.2.8. Persepsi terhada Reference of Solution Mean

Strategi Peningkatan Pengumpulan Botol Kosong)

Pajak tambahan untuk pencetakan botol baru Additional tax for new 3.21
manufactured bottles

Penerapan DRS (Deposit Refund System) Attachiranfiral incentive on| 3.88

the physic of bottles

Source: processed by writer

Seeing the fact that respondents are highly pexdethie DRS strategy, this
option can be seen as a potential innovation omibeification of Teh Botol Sosro’
supply chain management. To get a more detailedepgon of respondents
regarding how DRS strategy should be implemented, descriptive research is

continued by focusing on DRS strategy only.
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5.3.3. Customer Perception on DRS (Deposit Refund SysterBirategy on Teh
Botol Sosro
DRS is a not yet adopted in Indonesia. Accordingriplementation of DRS in
other countries, it can be also applied in prodatier than packaging of beverage
products. So, the descriptive research will firédguses on the customer perception
of DRS strategy itself to some details attributedDRS, such as the mechanism

involving consumer and financial incentive attacbedt.

5.3.3.1. Perception on Applicability of DRS Strategy on Paclging of Beverage
Product

As graphed in Figure 5.13. and Appendix 13, respaotsl have positive
perception about DRS strategy. 73.5% respondentsiders DRS as a new
breakthrough in sell and buy system in Indonest@oull it implemented, about
62.5% believe that it only faces difficulty duringocialization and early
implementation. About 64.5% respondents perceiunedritive with monetary values
is more acceptable compared to incentive with noetary values. If implemented,

78.5% respondents believe that DRS will reducegtramntity of wasted used bottles.

80.0%

60.0%
Percentages agree or
40.0%

strongly agree
20.0%

0.0%
DRS as new DRSonly Incentive with DRS will
breakthrough indifficult on monetary value effectively
Indonesia socialisation is more reduce wasted
and early acceptable used glass
implementation bottles

Attributes

Figure 5.13. Customer Perception over DRS Strategy

Source: processed by writer
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5.3.3.2. Perception on Mechanism of DRS Strategy on Teh Bdt&osro

As shown in Figure 5.14. and Appendix 14, 58% dfpmndents agree or
strongly agree for the additional payment made dwaace when purchasing Teh
Botol Sosro. About 60% of the respondents agrestrongly agree that additional
payment should be regarded as temporary deposiisthrafundable when the used
glass bottle is returned. Both percentages show rttaking advance payment for
DRS is an acceptable implication for customer.

Regarding the consumption method, 47.5% of respuedagree or strongly
agree that DRS is unrealistic for consumption mdidectly after purchasing. For
different attributes regarding consumption methé8.,5% of respondents agree or
strongly agree that it should be applied diffener@tcording to the type of outlets.
Both percentages are aligned with the result in25.Wwhere unreturned rate of used
glass bottle is very typical according to the naltlousiness control of the outlet. As
the fact that unreturned rate at low-control ouehigher than high-control outlet,
we can see that there higher risk of unreturnesel aatow-control outlet. Customer
purchases Teh Botol Sosro at low-control outlehsag internet shop as the example,
has option of consuming the product inside or detshe internet shop. But, when it
Is consumed at food shop near the internet shapedéns that consumption is not
directly made after purchasing, makes higher risknoeturned used glass bottle, and
suggests DRS as a control to force the bottle metar the internet shop after
consumption.

About 60.5% respondents consider that DRS will beaoget if set at outlet on
street side instead of in closed complex such dk hwdel or hospital. This is inline
with the result in 5.1.2., where outlets at closeanplex apply a more stringent
business control. The existence of unreturnedinateitiets at closed complex shows
the problem of unreturned could be scattered atelRearsing management, not
externalized during transaction with customer.

Regarding the flexibility of consumption due to DR is slightly equals
between neutral perception (at 39.5%) and agrestrongly agree perception (at

39%). This percentages can be seen as percepabBRS is not a supportive tool to
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make consumption flexible, but it is more relateithvinventory control through the
supply chain.

About 70% respondents considered that availallitglastic bag will be useful
to ease consumer if they consumed it at areas dh@er seller’ selling point.
However, consumer has lower level for agree omglsoagree if they have too paid
other temporary deposit for the plastic bag, shawr38% of this perception. The
inclusion of plastic bag in the concept of DRSasatcommodate customer who are
willing to travel at some distance and consume Betol Sosro at other area instead
of the acquisition point. While sometimes bringingste bottle during the travel are
perceived not common, the plastic bag is suggestadake collection of bottle a
common action. However, although the concept oluging plastic bag in DRS is
perceived positively by respondents, the depospplaétic is not perceived a good

solution.

80.0% 70.0%

60.0% 60.5%

58.0%
60.0%
48.5%

47.5%

40.0%

Percentage

20.0%

Additional Advance Unrealistic for ~ Applied DRSmakes More proper Plastic bagto Deposittoo
paymentin  payment as direct uniquelyto  consumption for streetside’ support DRSfor plastic bag
advance refundable consumption  outlets moreflexible  outlets

deposit

Attributes

‘El Neutral @ Agree or Strongly Agree ‘

Figure 5.14. Customer Perception on Mechanism of DR Strategy

Source: processed by writer
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5.3.3.3. Perception on Financial Charge Applied for DRS Stréegy on Teh Botol
Sosro

As described in Table 2.4., there are some techmiedters that is applied
differently by some countries. When it deals witkstomer, the DRS strategy has
various implementation in terms of point of matedallection, deposit amount, and
packaging covered. Regarding the proposed DRS anBbéol Sosro’ supply chain,
some technical matters concerned are the amoulR&, condition of returning
bottles and method of claiming the deposit.

As shown in Figure 5.15. and Appendix 15, it is rfduthat respondents
perceived DRS amount is better applied by followinig:

a. In stable price, perception of respondents is 3004 constant amount of DRS
while in increasing price, perception of respondeat3.48 for a constant amount
of DRS. The stable price for both price conditiomgans that DRS needs
certainty in its implementation. The certainty willake transaction of Teh Botol
Sosro will have no barrier regardless price ofgfauct.

b. Progressive amount for particular quantity returnisdperceived neutral with
perception 4.07. Though neutral, it is suggestedpplied constant redeemable
rate to avoid speculative motive in returning tiogle.

c. DRS is perceived to be lower than price, with petiom 5.07. Setting DRS
amount is by understanding the trade-off betweénusating bottle holder to
return the bottle and emphasizing part of the pcoeing transacted. Making too
low amount of DRS will give less stimulating fronowinstream level of supply
chain to return the bottle, while setting DRS atrexely high amount will
shifting focus of the item being transacted inte bottle only. Therefore DRS is
suggested high enough as long as below price girthauct.

d. Differentiation in financial incentive set for diffent distribution area is perceived
neutral with mean 3.74. Though neutral, it is ssgg that if two different
distribution area have significant difference imcpr it is better to have different
amount of DRS. But still, physical boundary betwdlea two distribution areas

must be clearly distinguishable.
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There are condition of returning bottles expectapliad through DRS:

a. For shaping condition, respondents perceived tiR$ Bhould be refunded only if
perfect condition returned, with perception 4.5@isTis also to avoid dispute
between retailer and customer who plan to retuenhtbitle. If the bottle is not
perfectly as the beginning shape, it is not comedleedeemable under DRS
concept.

b. All outlets selling Teh Botol Sosro is requiredaccept returned glass bottle and
do refund although the beverage was not purchasedhat outlets, with
perception 2.91. This means that customer has fiexibility in consumption
should he plans to consume Teh Botol Sosro in @a @ther than acquisition site.

In terms of refundable process, respondents pardeiliat direct cashing is
better applied, with perception 2.45. This mearstamer perceives direct cashing is
better compared to other alternatives such as egahg bottle with coupon for next

purchase.

DRS is adjustable though price is stable

§ DRS increases if price increases

bottles purchased at different outlet
3:p4
DRS is not directly redeemable w hen bottle . h L\ DRS is at progressive amount for particulal
returned \ ‘ W"/, / quantity returned
)A '/
’ DRS is redeemable only if perfect condition
returned

DRS is different for different distribution area

Outlets is free to accept or not if returned

":‘;nggg\ |
I/

DRS < Price

/i
\

Figure 5.15. Customer Perception on Financial Inceive of DRS Strategy

Source: processed by writer
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CHAPTER 6
CONCLUSION, RECOMMENDATION AND CONSTRAINT
OF THE RESEARCH

6.1. Conclusion

Beverage industry in Indonesia has a potential tgroahead. As a consumer
goods industry, its market is expectedly growinghwthe increasing population of
Indonesia. However, along with the potential grqwiaverage industry has a great
challenge regarding the packaging aspect of itslym particularly for package in
the form of glass bottle.

Current practice shows that glass bottle as a pgaoggamaterial for some
beverage products is not well managed to the optirbanefit. We can consider the
fact that beverage producer has no binding obbgato design its supply chain
systematically to collect the used glass bottlemfeither outlet or consumption site.
Regarding the systematic collection, some bevepagducer has applied it on the
field, where Sosro is considered as one of them.

Sosro arranged its marketed glass bottle packagethtough supply chain fleet
down to retailer. This supply chain fleet is desigrto drop filled bottles and pick
empty bottles simultaneously during visit by satzgge to outlet. To stimulate the
collection rate, Sosro applied a financial chaeither distributor or outlet for any
unreturned bottle. However, both strategy are eotworking at optimum results due
to some factors observed:

1. Outlets has included the risk of unreturned batileéhe retail price. When the
price has covered the risk, outlets has more filtyilin collecting the used glass
bottles from consumer’ consumption site.

2. Natural business control applied by outlets creatdsade-off between options
given to consumer to consume and possibility ofilog the used glass bottle to
the outlets. When consumption is done at high-cbnbutlets, consumer is
managed by outlet to consume the product at theegpavided, making a higher
possibility of unreturned used glass bottle. Howeire low-control outlets with
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larger option of consumption, returnable used atglbottle are more manageable,
making lower possibility of unreturned used glastlbé.

3. Financial charge applied has not been well knowrcdrysumer. While from the
research, respondents has perception that thitkegyravill be more effective
should the concept has been well known by consumer.

To improve the current practice, a suggestion fregearch and implementation
from other countries is to implement a Deposit Rdfibystem (DRS). DRS is a
system that stipulating a surcharge on the pric@aiéntially polluting products.
When pollution is avoided by returning the produmtsheir residuals, a refund of the
surcharge is granted.

DRS is a modification of traditional supply chaiy beversing the flow of
unused part of the product from downstream levelsopply chain started by
consumer after consumption, which in the case &f Betol Sosro is over the glass
bottle. In current practice, Indonesia has notamtlied this system. Collection of
used glass bottle is not at top concern of bevepagg@ucer. There is also no binding
regulation by government for each beverage produceollect it. It makes collection
effort by some producer is based on own initiatwehout a standardized concept
and targeted achievement of the returned rate.

When implemented, DRS is targeted to deliver bénédi parties in Teh Botol
Sosro’ supply chain. To customer side, DRS will ashiv transaction knowledge
about deposit included in transaction cost of bgyieh Botol Sosro and mechanism
of claiming the deposit. As customer claims depa$tér returning the bottle, the
transaction cost will decline, making ratio of waloffered to customer becomes
higher due to fixed benefits divided smaller coéiee point 2.1.2. Customer
Perceived Value (CPV) for reference). To retail®RS is a tool to accelerate bottle
turnover on their hand. This can be seen in twoswésst is to mitigate the risk of
loosing bottle at retailer due to less maintenaoicesed glass bottle compared to
filled one, and second is to drive exchanging ugads bottle with claimed deposit to

distributor (as operating cash) or with filled qias its stock for next sales). If retailer
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responds DRS with innovative ways, DRS is a turuamnt to focus on sales volume
instead of profit margin per bottle.

To distributor, DRS is targeted to stimulate bott@lection by retailer, to
accelerate bottle turnover between retailer andriligor, and to anticipate the
required quantity for every delivery to factory. $osro, DRS is potentially increases
both bottle turn-over and sales volume of Teh B@&okro. DRS is also a good
campaign tool for Sosro to promote compliance terenmental standard, such as
ISO 26000:2010 “Corporate Social Responsibilitytv&nced participation to such
environmental standard can make its operationaligctlistinctive to other beverage
producer.

As an alternative solution to current practice, D&®uld be placed according
to business consideration, particularly for custorag new stage involved in this
financial incentive scheme. Thus, this researcHoegp the perception of customer
over DRS. According to this research, respondeat® Ipositive perception of DRS
strategy. This strategy is perceived as a new Hmeakgh in market system of
Indonesia. Though it could give some difficulties socialization and early
implementation stage, respondents have perceptainthis strategy will effectively
reduce wasted used glass bottles. One key poirthi®is the inclusion of financial
incentive that is perceived more acceptable tored@n.

6.2. Recommendation

DRS is a strategy designed to deliver benefits amyrparties in supply chain,
started from beverage producer, distributor, ositlahd consumer. It is potentially
making barrier for consumer, particularly in thelgamplementation when consumer
is pushed to adjust their traditional consumpticethrod to the new one according to
the DRS. However, it is about perception of constimnpmethod that should be
directed by both beverage producer and regulator.

Though DRS requires additional payment in advankcennpurchasing a bottle
of Teh Botol Sosro, it has a positive perceptioat ti is regarded as refundable

deposit. However, when implemented, this strategstnibe applied with business
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considerations, so that technical implementatiostnive applied uniquely according
to type of each outlet. Respondents perceiveditisunrealistic to apply DRS when
they purchase a drink in an outlet and do directsamption there. They highly
perceived that DRS is more proper applied at stiglet outlets, which is aligned with
the fact that unreturned rate of used glass boisldsigher in low-control outlets
which exist at the street side.

Certainty in its implementation is an importantrgan implementation of DRS.
A constant price is expected applied when principale of the Teh Botol Sosro is
stable or increasing. It is perceived that DRS khbe lowered than the price, and
cashing process should be redeemable when the Imtiturned. Redeemable itself
is perceived to be applicable even when consuntemsthe used glass bottle to the
different outlet other than the purchasing outktd to make DRS is certain in
practice, respondents perceived that return ierdgtfor perfect condition of bottle.

All the technical matters designed in DRS of TehdB&osro must be directed
to keep it a profitable action. For this purposee tDRS must maintain value
proposition of Teh Botol Sosro as a simplifier prog its perceived benefit from
economic aspect, and there are no time cost amhei@y cost spent by customer to
acquire and consume Teh Botol Sosro. If we assuhfausiness consideration are
successfully maintained when implementing DRS olm Betol Sosro, we expect that
customer will receive greater benefit to cost rama it will drive sales volume of
Teh Botol Sosro itself.

DRS on Teh Botol Sosro also delivers benefits te thacroeconomic
perspective, where it can be a good control of maaterial and energy supply that is
required to the manufacturing process of recurrprgduct. Anticipating the
limitation of renewable resource and energy toalthe economic process, DRS is a
good tool to control the increasing demand of #ne material and energy supply to
make glass bottle. While demand of Teh Botol Sqsaokaged in glass bottle is
expected increasing due to population growth, DR$ @ase the increasing demand

of production factor and finally return the benetid the price of the Teh Botol Sosro.
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While customization of products is common nowadaykulfill customer value
proposition, beverage product like Teh Botol Sosraich is massively produced in a
standardized shape and size, is easier to colteat tonsumption site. We can
compare the difference in our effort to do collectiof other products from glass
material, let say housing furniture, which are gesd to the details required by
consumer. The end of consumption life by consuroerttiis product is also more
difficult to be predicted to design the reversedaroiel once it becomes waste.
Certainly, all stakeholder of the economic prooegsect that waste spring up from
the production, distribution and consumption shdagdminimized or even eliminated.
Here, collection of beverage product is easier e@oirhplemented rather than the
customized type. Thus, DRS in Teh Botol Sosro can & role model for
implementation of DRS for other products.

Considering its benefits to the parties within thepply chain and to the
macroeconomic, DRS is expected as a foreseeabkegjrto simultaneously create
fair and transparent selling and buying systemyedthe utility of ownership of
product, optimization of residual product, and aeegrer environment for all
stakeholder of the economic. While it is not théyawption to be implemented, the
design of DRS can be combined with other optiochsas additional tax for new
manufactured bottles.

So that, by learning from practice already impletadrin other countries, DRS
is not only limited to beverage product. It candx¢ended to other products, such as
tire and copper accumulator. The important matseany modification of supply
chain as required by DRS should carefully maintausiness perspective of the
product, such as marked with customer perceivee@ftisrand customer perceived

costs.

6.3. Constraint
Writer acknowledged there were limitations foundinly the research. In the
exploratory research, the period observed coverdyl ane object in a distribution

area for three months period. In the descriptiveeaech, questionnaire is sent
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simultaneously to prospective respondents. Whilke dquestionnaire also can be
divided into two parts, first is the perception dah Botol Sosro and its strategy
through financial charge applied, and second ispiteeption on DRS strategy, the
questionnaire will be better if arranged by twolecdtion stages as well. In the
research through articles about reversed supply @vad DRS, writer found there is
no reference written about its practice in Indoagthus the articles quoted refers to
practices in countries with very typical markettéas determining the details of DRS
implemented. And the last, since DRS itself is y@tt implemented in Indonesia, it

drives writer to build his own expectation abouwhbcan work here.
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APPENDIX 1 QUESTIONNAIRE

MAGISTER MANAJEMEN
FAKULTAS EKONOMI
UNIVERSITAS INDONESIA

Responden Yang Terhormat,
Saya, mahasiswa MM FEUI, sedang melakukan peneligatang penerapan strategi insenftif
keuangan terkait keselarasan nilai persepsi konswae rantai pasok terbalik pada minuman Tleh
Botol Sosro. Saya memohon partisipasi Anda untukgiserkuesioner terkait penelitian tersebuyt.
Semua jawaban yang Anda isikan bersifat rahasiahaaya digunakan untuk penelitian saya. Tidak
ada jawaban yang dinilai salah. Terima kasih.

Primsa Tariaal

Nomor urut kuesioner:

Petunjuk Umum: Bila tidak ada petunjuk khusus, beri tarfdy pada 1 pilihan jawaban yang menurut

Anda paling tepat.

Bagian I: Pertanyaan Saringan
1) Apakah Anda Warga Negara Indonesia (WNI) berdomisiNithyah Indonesia?
(@) Ya (b) Tidak

2) Apakah Anda berusia antara 21 — 55 tahun?
(a) Ya (b) Tidak

3) Apakah Anda telah mengkonsumsi Teh Botol Sosro délaoian terakhir?
(@) Ya (b) Tidak

4) Apakah Anda telah melihat armada Sosro dalam 6 hefakhir?
(@) Ya (b) Tidak
Jika salah satu jawaban Anda di atas adalah “Tidaltka Anda tidak perlu melanjutkan ke pertanyaar
berikutnya. Terima kasih.
Bagian II: Pertanyaan Utama
11.1. Minuman Teh Olahan Siap Saji
Petunjuk Khusus Bagian II.1.:
- Isilah jawaban Anda pada tempat yang telah disadiak
- Jawaban tidak boleh lebih dari 3 kata.
1) Merek teh kemasan botol apa yang pertama sekiftitéer dalam pikiran Anda?

2) Hal apa yang terlintas dalam pikiran Anda mengerekémnasan botol yang Anda sebutkan tadi?

A-1
I1.2. Minuman Teh Botol Sosro
I1.2.1. Frekuensi konsumsi
3) Seberapa sering Anda makan di luar rumah/ kos dsédmulan?
(a) <10 x (b) 10 — 20 x (c) 21 -30x (d) >80
Petunjuk:

Seterusnya fragmakan & minum mengacu padamkan & minum diluar rumah/kos.

4) Apakah tiap makan, Anda selalu memesan Teh BotebSebagai minuman Anda?
(a) Ya, selalu (c) Jarang

(d) Tidakmzh

5) Apabila Anda membeli Teh Botol Sosro, berapa bgtolg Anda pesan pada satu kesempatan

(b) Belum tentu, tapi lebih sering ya

minum?
(c) > 2 botol
(d) Tidak pernah

(a) 1 botol saja
(b) 2 botol

Petunjuk Khusus Bagian 11.2.2. —11.2.10:

Beri tanda(X) pada salah satu kolom untuk tiap satu baris piljaaaban:

Keterangan: STS= Sangat Tidak Setuju N = Netral SS= Sangat Setuju
TS = Tidak Setuju S= Setuju

Misal:

Berbagai jenis minuman di bawah ini Sangat Tidak Netral Setuju Sangat

disukai oleh konsumen Indonesia: Tidak Setuju Setuju

Setuju

(a) Air mineral dalam kemasan X

(b) Sari buah X

(c) Teh Olahan X

(d) Minuman Ringan X

(e) Bir dan minuman beralkohol X

(f) Minuman kesehatan dan energi X

Tanda (X) berarti Anda tidak setuju bir dan minuntmmalkohol disukai oleh konsumen Indonesia,
Anda setuju sari buah disukai oleh konsumen Indanésxda sangat setuju teh olahan dan minuman
ringan sangat disukai oleh konsumen Indonesia,Adata bersikap netral terhadap air mineral dalam

kemasan dan minuman kesehatan dan energi dalasn kasukaan oleh konsumen Indonesia.
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A-2

I1.2.2. Nilai Proposisi

Hal apa yang terlintas dalam pikiran Anda mengéehiBotol Sosro?

Sangat Tidak
Setuju

Tidak Setuju

Netral

Setuju

Sangat
Setuju

(a) Produknya selalu baru, unik dan khusus

(b) Meminumnya menumbuhkan kepercayaan diri saya

(c) Kualitasnya Ok, harganya terjangkau

(d) Tersedia di banyak tempat, mudah memperolehnya

(e) Produknya sangat pas menggambarkan diri saya

(f) Cara saya mengkonsumsi minuman ini bisa fleksi

11.2.3. Persepsi tentang Manfaat Teh Botol Sosro

Manfaat apa yang Anda rasakan saat mengkonswehdBdtol Sosro?

Sangat Tidak

Setuju

Tidak Setuju

Netral

Setuju

Sangat
Setuju

(a) Memenuhi rasa haus

(b) Kesehatan saya jadi lebih baik

(c) Memberikan energi ekstra untuk beraktivitas

(d) Memberikan perasaan positif seperti rasa babggi saya

(e) Identitas saya dalam pergaulan semakin jelas

(f) Nyaman di genggaman

(g) Harganya terjangkau

(h) Mudah ketemu penjualnya

(i) Tidak rumit untuk membeli dan mengkonsumsinya

11.2.4. Persepsi tentang Harga Teh Botol Sosro

Apa saja pengorbanan yang Anda keluarkan untuk koesgmsi Teh Botol Sosro?

Sangat Tidak
Setuju

Tidak Setuju

Netral

Setuju

Sangat
Setuju

(a) Selain harga beli, ada biaya waktu, karen sd#alu bertemu penjualnya, jadi perlu waktu jugtuk mencari penjualnya.

(b) Selain harga beli, ada biaya energi, karataktselalu bertemu penjualnya, jadi keluar ongkasfja untuk mencari penjualnya.

(c) Selain harga beli, ada biaya psikologis, migal “Saya harus mengucapkan secara lengkap nam®&datel Sosro agar penju

mengerti produk minuman apa yang saya inginkan.”

al

Yang saya bayarkan ketika membeli satu botol TatblESosro adalah:

Sangat Tidak
Setuju

Tidak Setuju

Netral

Setuju

Sangat
Setuju

(a) Air tehnya saja

(b) Air teh dan botolnya

(c) Air teh, biaya pengemasan dan biaya transpdrtésinya

(d) Belum jelas buat saya
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11.2.5. Metode Konsumsi

10 | Setelah membeli, bagaimana Anda menghabiskaBdtioé Sosro? Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
(a) Langsung dihabiskan di tempat kosong di segiajual
(b) Tuang isinya ke gelas, kembalikan botolnya falnum dimana suka
(c) Bawa botolnya, kembali ke posisi makan, lalaum di situ
(d) Bawa botolnya, cari posisi enak dimana saja, dantai minum di situ
11 | Apabila Anda membeli Teh Botol Sosro dan meminwarniijak langsung di depan penjual, apa yang Andakkak terhadap botgl Sangat Tidak | Tidak Setuju Netral Setuju Sangat
kosongnya selesai minum? Setuju Setuju
(a) Pergi saja, yang penting saya sudah minunol Bahg kosong sudah tidak ada gunanya lagi.
(b) Pergi saja, si penjual sudah mengerti sayamidimana. Nanti dia ambil sendiri botolnya.
(c) Pergi saja, pasti ada orang yang mengurug imat®aling tidak ada pemulung atau Dinas Kebersiygng bakal mengurusnya.
(d) Ingin membawa pulang botolnya, nanti dikumptsgirus dijual lagi.
(e) Ingin membawa pulang botolnya, tetapi nant kajau sudah sepi supaya tidak dianggap pencuri.
11.2.6. Persepsi terhadap Kemasan Terbuang
12 | Apa yang Anda pikirkan ketika melihat botol kosdigh Botol Sosro terhampar di sembarang tempaatpamilik? Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
(a) Tidak penting untuk dipikirkan, karena itu larsebuah botol kosong yang sudah tidak berguma lag
(b) Mengapa bisa ditelantarkan seperti itu, apdkiatk dipakai lagi oleh pabriknya?
(c) Yang seperti inilah yang nanti membuat banijir.
(d) Ingin membawa pulang, nanti kalo sudah banggk gual lagi.
(e) Ingin membawa pulang, tetapi nanti dianggaj &ila terlihat memungutnya.
Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
13 | Setelah selesai minum, botol kosong Teh Botst&barus dikumpulkan kembali dan tidak dibiarkethampar di sembarang tempatt
Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
14 | Botol Kosong Teh Botol Sosro yang terhampar ditegang tempat, lebih sering dalam kemasan utwindibg pecahan/sompel
15 | Siapa yang bertanggung jawab terhadap pengunketaibali botol kosong Teh Botol Sosro? Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju

(a) Masing-masing produsen minuman.

(b) Setiap pengecer/outlet yang menjual minumakokesumen.

(c) Setiap pembeli minuman.

(d) Pemerintah.
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11.2.7. Wawasan Lingkungan

16 | Menurut Anda, botol kosong Teh Botol Sosro yamguang di sembarang tempat berdampak negatiindzéatuk apa? Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
(a) Mengapa tidak ada yang memanfaatkan botolngosd? Bukankah bisa untuk bahan kerajinan targan hiasan rumah?
(b) Ketidakpedulian pabrik minuman atas botol kasdukankah botol kosong lebih bermanfaat bagi ikadibanding masyarakat
umum?
(c) Merusak pemandangan mata dan bersama sanipdiedpotensi menimbulkan banijir.
(d) Semakin banyak botol kosong terbuang seperémakin besar nilai ekonomi atas botol-botebut yang terbuang sia-sia.
(e) Dapat disalahgunakan untuk aksi kriminal s&at tawuran.
11.2.8. Persepsi terhadap Strategi Peningkatan Pemgnpulan Botol kosong
Sangat Tidak Tidak Setuju Netral Setuju Sangat
Setuju Setuju
17 | Sosro saat ini mengenakan denda kepada periglecieotol kosong yang dikembalikan lebih sedikitid/ang dikirimkan pabrik.
Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
18 | Denda yang dikenakan Sosro sebesar Rp 500 mérdaiah ideal untuk merangsang tingkat pengesabiotol kosong.
Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
19 | Selain Sosro, semua produsen minuman dalam kerhasus membuat sistem denda untuk merangsangmbatjin botol kosong.
Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju
20 | Sistem denda yang diterapkan Sosro kepada pgettet belum umum diketahui konsumen.
Sangat Tidak Tidak Setuju Netral Setuju Sangat
Setuju Setuju
21 | Sistem denda yang diterapkan Sosro pasti lébktifeuntuk meningkatkan pengembalian botol bdbh umum diketahui oleh
konsumen.
22 | Menurut Anda, strategi apa yang lebih tepakdkan untuk mengurangi jumlah botol kosong Teh B8asro yang terbuang sia-sia} Sangat Tidak | Tidak Setuju Netral Setuju Sangat
Setuju Setuju

(a) Sosro mengganti kemasan botol gelas dengahfiastik atau karton saja.

(b) Pengenaan pajak tambahan untuk tiap botol yzrg dicetak.

(c) Pengaktifan usaha kecil khusus pengumpul ha®bdng.

(d) Memperbanyak tong sampah di tempat-tempat umum

(e) Penerapan DRS (Deposit Refund System).

Bila Anda belum memahami dengan jelas istilah patapyaan terakhir di atas, tunda dulu menjawabigeda dipersilakan membaca paparan di halaman héalkukembali ke bagian ini dan melanjutkan

menjawab pertanyaan-pertanyaan pada bagian Il.2g@iselesai.
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DRS (Deposit Refund System) merupakan biaya tambabkin harga pokok atas produk-produk
yang berpotensi menimbulkan polusi bagi lingkungketika polusi dapat dihindarkan dengan
mengembalikan material sisa produk utama, sejulni@ya tambahan tadi dikembalikan kepada pihak

yang mengembalikannya.

DRS dirancang untuk mendorong pengembalian matesalt proses penggunaan, pembuangan da
daur ulang kembali secara terorganisasi. Sisterm@ndorong konsumen meninggalkan pilihan lama
yang lebih mudah, yakni sekedar membuangnya sebaggah. Kebijakan ini ditargetkan pula dapat
mencegah masuknya material sisa produk utama yalitgdgdarutkan oleh alam ke dalam saluran

pembuangan sampabh.

Lewat sistem DRS, sejumlah biaya tambahan sementkeaattan untuk setiap barang jadi yang
diidentifikasi berpotensi merusak lingkungan diialkonsumsi oleh pelanggan. Dikatakan sementara

karena biaya tambahan tersebut diperlakukan setagasit bagi yang membayarkannya.

Kemasan minuman merupakan target umum DRS, meskil@ma ini dapat diterapkan pada material
berbahaya lainnya. Meskipun demikian, beberaparag¢giah menerapkan sistem ini terhadap beragal
jenis material lainnya, diantaranya:

- DRS atas bamdirika

- DRS atas besidm@oh di Swedia

- DRS atas baterai kering di Swedia
- DRS atas aki mobil di Jerman

Walaupun variasi dalam regulasi sangat beragam, D#¥h diterapkan oleh banyak negara,

diantaranya:

- Afrika Selatan - Denmark - Jerman - Peru

- Amerika Serikat - Estonia - Kanada - Portugal
- Austria - Finlandia - Malta - Spanyol

- Australia - Hungaria - Meksiko - Swedia

- Belanda - Islandia - Norwegia - Swiss

Terhadap konsumen, secara sederhana DRS menyehabiah uang yang dibayarkan konsumen
saat pertama membeli suatu produk, bertambah.ikarehakan nilai total pembayaran adalah pake
berupa harga normal ditambah simpanan sementasakateasan botol gelas. Setelah pembayara

paket tadi, konsumen memiliki hak penuh atas air loatol gelas sebagai kemasannya. Botol gela:

=

=)

yang sudah kosong dapat dikembalikan oleh konskapada penjual Teh Botol Sosro padaﬁ\arSi
yang sama di outlet yang sama ataupun di laind@arioutlet yang berbeda.

Lewat sistem DRS, setiap kali minuman diproduksi dafistribusikan kepada distributor dan atau
pengecer, produsen membayarkan sejumlah depdsittiekepada dewan pengawas peredaran botol.
Saat minuman sampai di gudang distributor atau gemrgdistributor atau pengecer membayar deposit
tertentu kepada produsen, sehingga produsen melgipémmbali pembayaran deposit awalnya. Saat
konsumen membeli produk tersebut, konsumen turutlvagar deposit per unit minuman yang dia beli,

sehingga pengecer memperoleh kembali pembayarasitiepalnya.

Apabila setelah mengkonsumsi minuman konsumen lenggmengembalikan botol kemasan kepada
pengecer, maka pengecer wajib mengembalikan degowittelah dibayarkan oleh konsumen di awal
pembelian. Botol-botol yang telah terkumpul ini @@cberkala dikembalikan ke distributor dan atau
produsen, dan bersamaan dengan itu, dewan pengamdaran botol mengembalikan sejumlah
deposit yang sebelumnya sudah dibayarkan oleh pengewaktu membeli botol berisi dari distributor

atau pabrik.

Maka, inti dari ide DRS dimaksudkan untuk mencapkaigus beberapa manfaat berikut:

1) Dari sisi konsumen:

- mendorong sistem pembayaran atas produk yang benar-berguna di tangan konsumen

- mendorong terciptanya pengetahuan yang seimbaigaaptodusen dan konsumen terkait
harga yang ditransaksikan

2) Dari sisi rantai pasok (supply-chain):

- meningkatkan penggunaan kembali material-matesialulang oleh pabrik yang apabila
dicetak dari awal lagi akan memakan tahapan walkaya dan energi yang tidak sedikit

- meningkatkanutility of ownership (kegunaan kepemilikan) dimana produk cetakan pabrik
akan lebih tepat ditangani kembali oleh pabrik dihagkan masyarakat awam yang tidak
memiliki pengetahuan dan peralatan teknologi yamgesdengan pabrik

3) Dari sisi ekonomi:

- mendorong efisiensi atas optimalisasi produk daterizd yang masih bernilai tambah

- mengantisipasi krisis sumber daya alam atas pastkas menerus dalam jumlah besar
terhadap permintaan bahan baku dari alam untuk eteproduk baru

4) Dari sisi lingkungan:

- mengurangi jumlah sampah di masyarakat serta pdsgsulang dan pemanfaatan kembali
yang tidak terkoordinasi, utamanya dari sisi kessghingkungan

- mencegah tertumpuknya bahan kimia berbahaya di, alaperti pestisida dan baterai basah
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111.2.9. Persepsi tentang penerapan DRS pada penjuah Teh Botol Sosro
Petunjuk Khusus:
Beri tanda(X) pada salah satu kolom untuk tiap pertanyaan keriku

Keterangan: STS= Sangat Tidak Setuju TS = Tidak Setuju N = Netral S= Setuju SS= Sangat Setuju
Secara Umum tentang DRS Sangat Tidak Tidak Netral Setuju Sangat
Setuju Setuju Setuju
1 | DRS merupakan terobosan baru dalam sistem jualidebonesia
2 | Kesulitan penerapan DRS hanya pada saat sosia@aagnplementasi awal saja
3 | Saya lebih mudah menerima penerapan insentif lyanglai uang (seperti DRS) dibanding yang tidatnibe uang
4 | Penerapan DRS akan mengurangi jumlah botol kasshgang sia-sia
DRS pada Teh Botol Sosro Sangat Tidak Tidak Netral Setuju Sangat
Setuju Setuju Setuju

5 | Saya tidak berkeberatan untuk membayar sejurslddntu di muka saat membeli Teh Botol Sosro, danemima kembali jumlak

yang sama saat mengembalikan botol kosongnya

6 | Saya menganggap sejumlah tertentu itu sepenpiesiem saja. Saya kembalikan botol dan saya angbs#ilmpanan saya itu.

Penerapan DRS saat membeli Teh Botol Sosro diprigigk masuk akal apabila kita bermaksud mengkossiieh Botol Sosro d

area outlet yang sama

8 | Penerapan DRS saat membeli Teh Botol Sosro batidajadiseragamkan berlaku untuk semua outlet

Nilai DRS pada Teh Botol Sosro Sangat Tidak Tidak Netral Setuju Sangat
Setuju Setuju Setuju

9 | Besaran nilai DRS berpengaruh terhadap persepsuken atas nilai botol kosong Teh Botol Sosro

10 | Nilai DRS idealnya dibuat lebih dari 50% totabnitang dibayarkan saat pembelian Teh Botol Sosro

11 | Besaran nilai DRS baiknya ditetapkan nilai nominpiah yang mudah ditukarkan, misalnya kelipa&an2,000

12 | Semakin besar nilai DRS, semakin saya pedulatke botol kosong Teh Botol Sosro yang terbuangiaia

Mekanisme DRS pada Teh Botol Sosro Sangat Tidak Tidak Netral Setuju Sangat
Setuju Setuju Setuju

13 | Penerapan DRS membuat saya lebih fleksibel daasbgergerak dalam mengkonsumsi Teh Botol Sosro

14 | Dibanding terhadap outlet di dalam kawasan tgut(inisalnya mall, hotel, ataupun rumah sakit), IR8n lebih tepat sasaran bjla

diterapkan di outlet yang membuka unit usaha dij&gn raya

15 | Outlet perlu menyediakan kantong plastik ukummentu bagi konsumen untuk memudahkan pengumpelagémbalian boto|

kosong bila konsumen ingin mengkonsumsi minumaerdpat lain

16 | Untuk mencegah penyalahgunaan kantong plastig gésediakan outlet, saya akan membayarkan sejuodaly tertentu kepada

outlet sebagai biaya sementara kantong plastika Badt saya kembali ke outlet, saya juga akan margjikan plastik tadi bersama

botol kosong, dan outlet mengembalikan pembayareh saya atas kantong plastik di luar nilai DRS atatel kosong.
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111.2.10. Persepsi tentang besaran nilai DRS
Petunjuk Khusus:
Diantara 7 kolom jawaban berikut, beri tanda (X) psalah satu kolom yang menurut Anda lebih

mendekati pilihan Anda. Bila pilihan Anda semakindening pada sifat pertama (di bagian kiri), beri

tanda (X) yang lebih mendekati kolom pertama. Skefwgd, semakin mendekati kolom 7, pilihan Anda

semakin cenderung pada sifat kedua. Kolom 4 menkajuRknda bersikap netral.

llustrasi: Bila DRS diterapkan, saya membayar lebih mahalukaruntuk 1 botol Teh Botol Sosro.
Misal sekarang harga sebotol Rp 2,000. Bila kehijdRRS sama besar dengan harga pokoknya,

berarti saya nanti membayar Rp 4,000, dimana RpZ6bagai simpanan sementara atau nilai DRS.

Menurut saya, penerapan DRS sebaiknya adalah mensifai® berikut:

Skala Penilaian Sifat Kedua

1 2 3 4 5 6 7

Sifat Pertama

1) Terhadap harga pokok yang stabil,

nilai DRS konstan sepanjang waktu

Sekalipun harga pokok stabil, nil
DRS berubah-ubah secara berka

i

la

2) Apabila harga pokok naik, nilai DRS

dipertahankan tetap DRS juga harus naik

Apabila harga pokok naik, nilai

3) Nilai DRS tetap berapapun jumlah

botol yg dikembalikan botol tertentu

Nilainya digandakan untuk jumla|

n

4) Nilai DRS tetap berlaku sekalipun
fisik botol kosong tidak utuh

Hanya berlaku bila fisik botol

kosong utuh

5) Nilai DRS ditetapkan sama untuk

area distribusi yang berbeda area distribusinya

Ditetapkan berbeda tergantung

6) Nilai DRS lebih besar dari harga
pokok

Lebih kecil dari harga pokok

7) Nilai DRS langsung dapat diuangkan Dicatat dulu oleh outlet dan

saat pengembalian botol kosong diuangkan secara berkala

8) Seluruh outlet wajib menerima boto
kosong sekalipun pelanggan membeli

botol minuman di outlet lain botol kosong

Diberikan kebebasan kepada ou
untuk bisa menolak pengembalian

let
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Bagian llI: Profil Responden

1) Jenis kelamin Anda?

(a) Laki-laki (b) Perempuan

2) Usia Anda?

(a) 21 — 25 tahun
(b) 26 — 30 tahun
(c) 31 — 35 tahun

(d) 36 — 40 tahun
(e) 41 — 45 tahun

(f) 46 -
(g) 51 -abin

3) Pendidikan terakhir atau yang sedang ditempuh?
(a) SMA/ sederajat (c) S1
(b) Akademi/ sederajat (d) s2

(e) S3

(4) Pekerjaan Anda saat ini?
(e) Profesivnal
(R-Tbangga

(a) Mahasiswa (c) Pegawai negeri

(b) Pegawai swasta (d) Pedagang/ pengusaha

* Auditor, pengacara, notaris, dokter, perawat yaekerja di kantor profesional.

(5) Berapa pengeluaran untuk konsumsi dalam sebulan
(c)1,5-2juta
(d) 2-2,5 juta

(e) 2,5- 3 juta
(f) > Rp 3juta

(@) <1juta
(b) 1-1,5 juta

* Konsumsi meliputi biaya tempat tinggal, makan dainum, pakaian, transportasi dan komunikasi
* Bila fluktuatif, Anda dapat menggunakan jumlaheraata dalam enam bulan terakhir.

Terima kasih
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APPENDIX 2:

Frequency Table Characteristic of Respondents

1. Respondents by Sex

Respondents by Sex

Frequency Percent Valid Percent Cumulative Percent
Valid 1.00 117 58.5 58.5 58.5
2.00 83 41.5 415 100.0
Total 200 100.0 100.0
2. Respondents by Age
Respondents by Age
Frequency Percent Valid Percent Cumulative Percent
Valid 1.00 28 14.0 14.0 14.0
2.00 101 50.5 50.5 64.5
3.00 35 17.5 17.5 82.0
4.00 15 7.5 7.5 89.5
5.00 13 6.5 6.5 96.0
6.00 6 3.0 3.0 99.0
7.00 2 1.0 1.0 100.0
Total 200 100.0 100.0
3. Respondents by Education
Respondents by Education
Frequency Percent Valid Percent Cumulative Percent
Valid 2.00 4 2.0 2.0 2.0
3.00 164 82.0 82.0 84.0
4.00 29 14.5 14.5 98.5
5.00 3 15 15 100.0
Total 200 100.0 100.0
4. Respondents by Occupation
Respondents by Occupation
Frequency Percent Valid Percent Cumulative Percent
Valid 1.00 10 5.0 5.0 5.0
2.00 108 54.0 54.0 59.0
3.00 43 215 215 80.5
4.00 3 15 15 82.0
5.00 34 17.0 17.0 99.0
6.00 2 1.0 1.0 100.0
Total 200 100.0 100.0
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5. Respondents by Disbursement
Respondents by Disbursement
Frequency Percent Valid Percent Cumulative Percent

Valid 1.00 14 7.0 7.0 7.0
2.00 31 15.5 15.5 22.5
3.00 43 215 215 44.0
4.00 21 10.5 10.5 54.5
5.00 27 135 135 68.0
6.00 64 32.0 32.0 100.0
Total 200 100.0 100.0
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APPENDIX 3a: Frequency Table Brand Awareness of RT{Ready To
Drink) Brewed Tea
1. Top of Mind Brand of Bottle Packaged Tea
Top of mind brand of bottle packaged tea
Frequency Percent Valid Percent |Cumulative Percent
Valid  Teh Botol Sosro 169 84.5 84.5 84.5
Nu Green Tea 4 2.0 2.0 86.5
Fruittea 5 25 25 89.0
Frestea 10 5.0 5.0 94.0
Tekita 1.0 1.0 95.0
Teh Kotak 1.0 1.0 96.0,
STee 3.0 3.0 99.0
Others 1.0 1.0 100.0
Total 200 100.0 100.0
2. Top of Mind Perception of The Mentioned Brand
Top of mind mentioned brand
Frequency Percent Valid Percent |Cumulative Percent
Valid  Taste 37 18.5 18.5 18.5
Fresh 78 39.0 39.0 57.5
Aroma 7 3.5 3.5 61.0
Price 12 6.0 6.0 67.0
Easy to find 10 5.0 5.0 72.0
Package 23 11.5 11.5 83.5
Brand 11 5.5 55 89.0
Volume 3.0 3.0 92.0
Advertisement 15 15 93.5
Alternative drink 13 6.5 6.5 100.0
Total 200 100.0 100.0
3. Cross-Tabulation of Top of Mind Brand and Percaptio
Top of mind brand of bottle packaged tea * Top of m  ind perception Crosstabulation
Count
Top of mind perception
Taste | Fresn | Aroma |price| Package| Brand | Volume | Ads e | o
Top of mind  Teh Botol Sosro 30 67 4] 12 10 19 11 1 3 12 169
E?Sg of Nu Green Tea 1 2 0 0 0 1 0 0 0 0 4
feaaCkaged Fruittea 3 2 of o 0 0 0 of o 0 5
Frestea 3 5 2 0 0 0 0 0 0 0 10
Tekita 0 0 ol o 0 0 0 2l o 0 2
Teh Kotak 0 0 o o 0 2 0 o o 0 2
STee 0 0 1l o 0 1 0 3l o 1 6
Others 0 2 o] o 0 0 0 ol o 0 2
Total 37 78 7| 12 10 23 11 6| 3 13| 200
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APPENDIX 3b: Frequency Table Frequency of Consumpbtn of Teh
Botol Sosro
Frequency eat out per month
Cumulative
Frequency Percent Valid Percent Percent
Valid < 10x 92 46.0 46.0 46.0
10 - 20x 61 30.5 30.5 76.5
21 - 30x 26 13.0 13.0 89.5
> 30x 21 10.5 10.5 100.0
Total 200 100.0 100.0
Order Teh Botol Sosro per eat out
Cumulative
Frequency Percent Valid Percent Percent
Valid Yes, always 10 5.0 5.0 5.0
Yes, most of the time 80 40.0 40.0 45.0
Seldom 108 54.0 54.0 99.0
Never 2 1.0 1.0 100.0
Total 200 100.0 100.0

Frequency eat out per month * Number of bottle of T

Crosstabulation

eh Botol Sosro ordered per eat out

Count
Number of bottle of Teh Botol Sosro ordered per eat
out
Only 1 bottle 2 bottles > 2 bottles Total

Frequency eat < 10x 86 5 1 92
outpermonth 44 5oy 52 9 0 61

21 - 30x 25 1 0 26

> 30x 20 1 0 21
Total 183 16 1 200
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APPENDIX 4a:

Sosro

Reliability Statistics

Cronbach's

Alpha N of Ite

ms

.611

6

KM

O and Bartlett's Test

Bartlett's Test of Sphericity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

Approx. Chi-Square
df
Sig.

.500
24.691

.000

Anti-image Matrices

A-12

Inferential Analysis Value Proposition of Teh Botol

Tersedia di
Kualitasnya Ok, | banyak tempat,
harganya mudah
terjangkau memperolehnya
Anti-image Covariance Kualitasnya Ok, harganya .882 -.303
terjangkau
Tersedia di banyak tempat, -.303 .882
mudah memperolehnya
Anti-image Correlation Kualitasnya Ok, harganya .500% -.343
terjangkau
Tersedia di banyak tempat, -.343 .500%
mudah memperolehnya

a. Measures of Sampling Al

dequacy(MSA)

Communalities

Initial Extraction
Kualitasnya Ok, harganya 1.000 671
terjangkau
Tersedia di banyak tempat, 1.000 671
mudah memperolehnya

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.343 67.141 67.141 1.343 67.141 67.141
2 .657 32.859 100.000

Extraction Method: Principal Component Analysis.
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Component Matrix

a

Component

Kualitasnya Ok, harganya

terjangkau

Tersedia di banyak tempat,
mudah memperolehnya

.819

.819

Extraction Method: Principal Component

Analysis.

a. 1 components extracted.

Correlations

A-13

Tersedia di
Kualitasnya Ok, | banyak tempat,
harganya mudah
terjangkau memperolehnya
Spearman's  Kualitasnya Ok, ggrerlegt;cr): 1.000 271
rho harganya terjangkau Sig. (2-tailed) 000
N 200 200
Tersedia di banyak gggﬁgg?}? 211 1.000
tempat, mudah Sig. (2-tailed) .000
memperolehnya N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).
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APPENDIX 4b:

1. Price Minimizer

Kualitasnya Ok, harganya terjangkau

Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 4 2.0 2.0 2.0
3.00 36 18.0 18.0 20.0
4.00 137 68.5 68.5 88.5
5.00 23 11.5 11.5 100.0
Total 200 100.0 100.0
2. Simplifier
Tersedia di banyak tempat, mudah memperolehnya
Cumulative
Frequency Percent Valid Percent Percent
vValid  2.00 3 15 15 1.5
3.00 3 15 15 3.0
4.00 79 39.5 39.5 42.5
5.00 115 57.5 57.5 100.0
Total 200 100.0 100.0
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A-14

Frequency Table Value Proposition of Bh Botol Sosro
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APPENDIX 5a: Inferential Analysis Customer Perceivel Benefits of Teh
Botol Sosro

Reliability Statistics

Cronbach's
Alpha N of Items
.708 9
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .653
Bartlett's Test of Sphericity ~ Approx. Chi-Square 134.146
df 3
Sig. .000|
Anti-image Matrices
Tidak perlu repot
untuk memperoleh
Harganya |Mudah ketemu dan
terjangkau | penjualnya |mengkonsumsinya
Anti-image  Harganya terjangkau 779 -.123 -.195
Covariance Mudah ketemu penjualnya -.123 .630 -.311
Tidak perlu repot untuk -.195 -311 .597
memperoleh dan
mengkonsumsinya
Anti-image  Harganya terjangkau .755° -.176 -.286
Correlation Mudah ketemu penjualnya -.176 .635% -.508
Tidak perlu repot untuk -.286 -.508 617°
memperoleh dan
mengkonsumsinya
a. Measures of Sampling Adequacy(MSA)
Communalities
Initial Extraction
Harganya terjangkau 1.000 .539
Mudah ketemu penjualnya 1.000 .686
Tidak perlu repot untuk 1.000 729
memperoleh dan
mengkonsumsinya

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Total Variance Explained
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Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.954 65.149 65.149 1.954 65.149 65.149
2 .642 21.392 86.542
3 404 13.458 100.000
Extraction Method: Principal Component Analysis.
Component Matrix 2
Component
1
Harganya terjangkau 734
Mudah ketemu penjualnya .828
Tidak perlu repot untuk .854
memperoleh dan
mengkonsumsinya
Extraction Method: Principal Component
Analysis.
a. 1 components extracted.
Correlations
Tidak perlu repot
Mudah untuk memperoleh
Harganya ketemu dan
terjangkau | penjualnya | mengkonsumsinya
Spearman's Harganya terjangkau Correlation 1.000 3727 4297
rho Coefficient
Sig. (2-tailed) .000 .000
N 200 200 200
Mudah ketemu Correlation 3727 1.000 6437
penjualnya Coefficient
Sig. (2-tailed) .000 .000
N 200 200 200
Tidak perlu repot Correlation 429”7 643" 1.000
untuk memperoleh  Coefficient
dan . Sig. (2-tailed) 000 000
mengkonsumsinya
N 200 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 5b:

1. Economic Benefit

Botol Sosro

Harganya terjangkau
Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 6 3.0 3.0 3.0
3.00 20 10.0 10.0 13.0
4.00 146 73.0 73.0 86.0
5.00 28 14.0 14.0 100.0
Total 200 100.0 100.0
Mudah ketemu penjualnya
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 3 15 15 1.5
2.00 5 25 25 4.0
3.00 12 6.0 6.0 10.0
4.00 128 64.0 64.0 74.0
5.00 52 26.0 26.0 100.0
Total 200 100.0 100.0
Tidak ribet untuk memperoleh dan mengkonsumsinya
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 1 5 5 .5
2.00 3 15 15 2.0
3.00 9 4.5 45 6.5
4.00 127 63.5 63.5 70.0
5.00 60 30.0 30.0 100.0
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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Frequency Table Customer Perceived Begfits of Teh
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Inferential Analysis Customer Perceivel Costs of Teh

APPENDIX 6a:
Botol Sosro
Reliability Statistics
Cronbach's
Alpha N of Items
787 3

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity ~ Approx. Chi-Square

df
Sig.

.500
255.132
1

.000

Anti-image Matrices

Keluar ongkos

mencari penjualnya

Makan waktu dan tenaga
untuk mencari mencari
penjualnya penjualnya
Anti-image Covariance Makan waktu untuk mencari 275 -.234
penjualnya
Keluar ongkos dan tenaga -.234 275
mencari penjualnya
Anti-image Correlation Makan waktu untuk mencari .500% -.852
penjualnya
Keluar ongkos dan tenaga -.852 .500%

a. Measures of Sampling Adequacy(MSA)

Communalities

Initial Extraction
Makan waktu untuk mencari 1.000 .926
penjualnya
Keluar ongkos dan tenaga 1.000 .926
mencari penjualnya

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.852 92.580 92.580 1.852 92.580 92.580
2 .148 7.420 100.000

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Component Matrix

a

Component
1
Makan waktu untuk mencari .962
penjualnya
Keluar ongkos dan tenaga .962
mencari penjualnya

Extraction Method: Principal Component

Analysis.

a. 1 components extracted.

Correlations

A-19

Makan waktu
untuk mencari

Keluar ongkos dan
tenaga mencari

penjualnya penjualnya

Spearman's  Makan waktu  Correlation Coefficient 1.000 .883"
rho untuk mencart g4 (5 tailed) 000

penjualnya

N 200 200

Keluar ongkos  Correlation Coefficient 883" 1.000

dan tenaga . .

mencari Sig. (2-tailed) .000

penjualnya N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 6b: Frequency Table Customer Perceived Cds of Teh
Botol Sosro
1. Time Cost
Makan waktu untuk mencari penjualnya
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 45 22.5 22.5 22.5
2.00 117 58.5 58.5 81.0
3.00 29 145 145 95.5
4.00 9 4.5 45 100.0
Total 200 100.0 100.0
2. Energy Cost
Keluar ongkos dan tenaga mencari penjualnya
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 44 22.0 22.0 22.0
2.00 117 58.5 58.5 80.5
3.00 29 14.5 14.5 95.0
4.00 9 4.5 45 99.5
5.00 1 .5 5 100.0
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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APPENDIX 7:

Teh Botol Sosro

Reliability Statistics

Alpha

Cronbach's

N of Items

.644 4

KMO and Bartlett's Test

Df
Sig.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity ~ Approx. Chi-Square

182.452

AT73

6
.000

Anti-image Matrices

A-21

Inferential Analysis Substance of Purclasing a Bottle of

Tea and cost
for packaging
and
Both tea transporting
Teaonly | and bottle | the product Not clear
Anti-image  Tea only .689 -.289 .183 -.019
Covariance Both tea and bottle -.289 416 -.314 -.097
Tea and cost for packaging .183 -.314 .558 .004
and transporting the product
Not clear -.019 -.097 .004 .940
Anti-image  Tea only 4232 -.540 .295 -.024
Correlation  gyth tea and bottle -540 483 -653 -156
Tea and cost for packaging .295 -.653 .450% .006
and transporting the product
Not clear -.024 -.156 .006 .801%
a. Measures of Sampling Adequacy(MSA)
Communalities
Initial Extraction
Tea only 1.000 .389
Both tea and bottle 1.000 .837
Tea and cost for packaging 1.000 .538
and transporting the product
Not clear 1.000 191

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Total Variance Explained
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Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.954 48.847 48.847 1.954 48.847 48.847
2 .914 22.838 71.685
3 .881 22.022 93.707
4 .252 6.293 100.000
Extraction Method: Principal Component Analysis.
Component Matrix ?
Component
1
Tea only .623
Both tea and bottle .915
Tea and cost for packaging and transporting the 734
product
Not clear 436

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 8a:

Inferential Analysis Consumption Methad of Teh Botol

Sosro

Reliability Statistics

Cronbach's
Alpha

N of Items

.638

5

KMO and Bartlett's Test

Df
Sig.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity ~ Approx. Chi-Square

.500
24.886

.000

Anti-image Matrices

A-23

Botol kosong

Botol kosong
pasti

dikumpulkan lagi oleh si

penjual

sudah tidak dikumpulkan lagi
berguna lagi oleh si penjual
Anticim Covarian Botol kosong sudah tidak .882 -.303
age Lovariance berguna lagi
Botol kosong pasti -.303 .882
dikumpulkan lagi oleh si
penjual
. ) Botol kosong sudah tidak .500% -.344
Anti-image Correlation berguna lagi
Botol kosong pasti -.344 .5007

a. Measures of Sampling Adequacy(MSA)

Communalities

Initial Extraction
Botol kosong sudah tidak 1.000 672
berguna lagi
Botol kosong pasti 1.000 672

dikumpulkan lagi oleh si

penjual

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Total Variance Explained
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Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.344 67.204 67.204 1.344 67.204 67.204
2 .656 32.796 100.000

Extraction Method: Principal Component Analysis.

Component Matrix 2

Component
1
Botol kosong sudah tidak .820,
berguna lagi
Botol kosong pasti .820
dikumpulkan lagi oleh si
penjual

Extraction Method: Principal Component
Analysis.

a. 1 components extracted.

Correlations

Botol kosong
Botol kosong pasti
sudah tidak |dikumpulkan lagi
berguna lagi | oleh si penjual
Spearman's rho  Botol kosong sudah  Correlation Coefficient 1.000 3227
tidak berguna lagi Sig. (2-tailed) 000
N 200 200
Botol kosong pasti  Correlation Coefficient 3227 1.000}
d}kumpulkan lagi oleh Sig. (2-tailed) 000
si penjual
N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 8b:

Sosro

1. Functionality perception

Botol kosong sudah tidak berguna lagi

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 25 12.5 12.5 12.5
2.00 75 37.5 37.5 50.0
3.00 42 21.0 21.0 71.0
4.00 48 24.0 24.0 95.0
5.00 10 5.0 5.0 100.0]
Total 200 100.0 100.0
2. SCM perception
Botol kosong pasti dikumpulkan lagi oleh si penjual
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 9 45 45 4.5
2.00 37 18.5 18.5 23.0
3.00 44 22.0 22.0 45.0
4.00 96 48.0 48.0 93.0
5.00 14 7.0 7.0 100.0]
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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Frequency Table Consumption Method ofTeh Botol



APPENDIX 9a:

Teh Botol Sosro’ Used Glass Bottle

Reliability Statistics

Cronbach's

Alpha N of Items

4

.655

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500
Bartlett's Test of Sphericity ~ Approx. Chi-Square 40.894
df 1
Sig. .000
Anti-image Matrices
Beverage
producer Each outlet
Anti-image Covariance Beverage producer .813 -.352
Each outlet -.352 .813
a
Anti-image Correlation Beverage producer .500 432
Each outlet -.432 .500%

a. Measures of Sampling Adequacy(MSA)

Communalities

Initial Extraction
Beverage producer 1.000 .716
Each outlet 1.000 .716

Extraction Method: Principal Component
Analysis.

Total Variance Explained

A-26

Inferential Analysis Parties Responsite for Collecting

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative Cumulative
nent Total % of Variance % Total % of Variance %
1 1.432 71.623 71.623 1.432 71.623 71.623
2 .568 28.377 100.000

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011




Component Matrix

a

Beverage producer

Each outlet

Component
1
.846
.846

Extraction Method: Principal
Component Analysis.

a. 1 components extracted.

Correlations

A-27

Beverage
producer Each outlet
Spearman's rho ~ Beverage Correlation Coefficient 1.000 553"
producer Sig. (2-tailed) 000
N 200 200
Each outlet Correlation Coefficient 553" 1.000
Sig. (2-tailed) .000
N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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APPENDIX 9b: Frequency Table Parties Responsible foCollecting Teh
Botol Sosro’ Used Glass Bottle
Beverage producer
Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 23 115 115 11.5
3.00 26 13.0 13.0 24.5
4.00 111 55.5 55.5 80.0
5.00 40 20.0 20.0 100.0
Total 200 100.0 100.0
Each outlet
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 .5 .5 .5
2.00 2 1.0 1.0 15
3.00 8 4.0 4.0 5.5
4.00 133 66.5 66.5 72.0
5.00 56 28.0 28.0 100.0
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 10a:
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Inferential Analysis Perception on Wated Teh Botol
Sosro’ Used Glass Bottle

Reliability Statistics

Alpha

Cronbach's

N of Items

712

5

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .694]
Bartlett's Test of Sphericity ~ Approx. Chi-Square 144.535
df 3
Sig. .000
Anti-image Matrices
Pabrik tidak
mengoptimalkan Berpotensi Nilai ekonomi
manfaat botol menimbulkan | botol kosong
kosong banjir terbuang sia-sia
Anti-image  Pabrik tidak mengoptimalkan .665 -.193 -.233
Covariance manfaat botol kosong
Berpotensi menimbulkan -.193 .662 -.236
banjir
Nilai ekonomi botol kosong -.233 -.236 .629
terbuang sia-sia
Anti-image  Pabrik tidak mengoptimalkan .704° -.290 -.360
Correlation manfaat botol kosong
Berpotensi menimbulkan -.290 .702% -.365
banijir
Nilai ekonomi botol kosong -.360 -.365 8778
terbuang sia-sia
a. Measures of Sampling Adequacy(MSA)
Communalities
Initial Extraction
Pabrik tidak mengoptimalkan manfaat botol 1.000 .662
kosong
Berpotensi menimbulkan banjir 1.000 .665
Nilai ekonomi botol kosong terbuang sia-sia 1.000 .697

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative
nent Total % of Variance | Cumulative % Total % of Variance %
1 2.024 67.475 67.475 2.024 67.475 67.475
2 514 17.136 84.610
3 462 15.390 100.000

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Component Matrix

a

Component
1

Pabrik tidak mengoptimalkan .814
manfaat botol kosong
Berpotensi menimbulkan .815
banjir
Nilai ekonomi botol kosong .835
terbuang sia-sia

Extraction Method: Principal Component

Analysis.
a. 1 components extracted.

Correlations

A-30

Pabrik tidak Nilai ekonomi
mengoptimalkan| Berpotensi | botol kosong
manfaat botol | menimbulkan | terbuang sia-
kosong banijir sia
Spearman's Pabrik tidak Correlation Coefficient 1.000 507" 5437
rho mengoptimalkan . :
manfaat botol Sig. (2-tailed) .000 .000
kosong N 200 200 200
Berpotensi Correlation Coefficient 507" 1.000 5827
menimbulkan i 5 tailed) 000 000
banijir
N 200 200 200
Nilai ekonomi  Correlation Coefficient 543" 582" 1.000
botol kosong ;10 (5 tailed) .000 .000
terbuang sia-sia
N 200 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 10b:

Sosro’ Used Glass Bottle

1. SCM perception

Pabrik tidak mengoptimalkan manfaat botol kosong

Frequency Table Perception on Wastedeh Botol

Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 11 5.5 5.5 5.5
3.00 55 27.5 27.5 33.0
4.00 102 51.0 51.0 84.0
5.00 32 16.0 16.0 100.0
Total 200 100.0 100.0
2. Environmental perception
Berpotensi menimbulkan banjir
Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 2 1.0 1.0 1.0
3.00 15 7.5 7.5 8.5
4.00 125 62.5 62.5 71.0
5.00 58 29.0 29.0 100.0
Total 200 100.0 100.0
3. Economic perception
Nilai ekonomi botol kosong terbuang sia-sia
Cumulative
Frequency Percent Valid Percent Percent
Valid  2.00 5 2.5 25 25
3.00 32 16.0 16.0 18.5
4.00 118 59.0 59.0 77.5
5.00 45 22.5 225 100.0
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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APPENDIX 11a:

Reliability Statistics

A-32

Inferential Analysis Perception on Curent Strategy to
Increase Recycling Rate

Cronbach's
Alpha N of ltems
721 5
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500
Bartlett's Test of Sphericity ~ Approx. Chi-Square 23.349
df 1
Sig. .000
Anti-image Matrices
Concept by If known well by
Sosro not yet consumer,
known well by | returnable rate
consumer wil increase
Anti-image Covariance Concept by Sosro not yet .888 -.297
known well by consumer
If known well by consumer, -.297 .888|
returnable rate wil increase
Anti-image Correlation Concept by Sosro not yet .500% -.334
known well by consumer
If known well by consumer, -.334 .500°
returnable rate wil increase

a. Measures of Sampling Adequacy(MSA)

Communalities

Concept by Sosro not yet
known well by consumer

If known well by consumer,
returnable rate wil increase

Initial Extraction
1.000 .667
1.000 .667

Extraction Method: Principal Component Analysis.

Total Variance Explained

Compo Initial Eigenvalues Extraction Sums of Squared Loadings
nent Total | % of Variance | Cumulative % | Total | % of Variance | Cumulative %
1 1.334 66.696 66.696| 1.334 66.696 66.696
2 .666 33.304 100.000

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011




Component Matrix 2

Component
1
Concept by Sosro not yet .817,
known well by consumer
If known well by consumer, .817|
returnable rate wil increase

Extraction Method: Principal Component

Analysis.
a. 1 components extracted.

Correlations

A-33

Concept by If known well by
Sosro not yet consumer,
known well by | returnable rate
consumer wil increase
Spearman's Concept by Sosro not  Correlation Coefficient 1.000 408”7
rho yet known well by Sig. (2-tailed) 000
consumer
N 200 200
If known well by Correlation Coefficient 408" 1.000
consumer, returnable Sig. (2-tailed) 1000
rate wil increase
N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 11b:

Concept by Sosro not yet known well by consumer

Increase Recycling Rate

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 1 5 5 .5
2.00 4 2.0 2.0 25
3.00 30 15.0 15.0 17.5
4.00 102 51.0 51.0 68.5
5.00 63 31.5 31.5 100.0]
Total 200 100.0 100.0
If known well by consumer, returnable rate wil incr ease
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 3 15 15 15
2.00 9 4.5 45 6.0
3.00 38 19.0 19.0 25.0
4.00 108 54.0 54.0 79.0
5.00 42 21.0 21.0 100.0]
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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Frequency Table Perception on CurrentStrategy to



APPENDIX 12a:

Reliability Statistics
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Inferential Analysis Perception on Aternative Strategy

to Increase Recycling

Cronbach's
Alpha

N of Items

.613

5

KMO and Bartlett's Test

Rate

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity ~ Approx. Chi-Square

df
Sig.

.500
24.776

.000

Anti-image Matrices

Pajak tambahan
untuk Penerapan DRS
pencetakan botol| (Deposit Refund
baru Scheme)
Anti-image Covariance Pajak tambahan untuk .882 -.303
pencetakan botol baru
Penerapan DRS (Deposit -.303 .882
Refund Scheme)
Anti-image Correlation Pajak tambahan untuk .500% -.343
pencetakan botol baru
Penerapan DRS (Deposit -.343 .500%
Refund Scheme)

a. Measures of Sampling Adequacy(MSA)

Communalities

Pajak tambahan untuk
pencetakan botol baru

Penerapan DRS (Deposit
Refund Scheme)

Initial Extraction
1.000 .672
1.000 672

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Compo Cumulative
nent Total % of Variance | Cumulative % | Total | % of Variance %
1 1.343 67.168 67.168 1.343 67.168 67.168
2 .657 32.832 100.000

Extraction Method: Principal Component Analysis.

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



Component Matrix 2

Component
1
Pajak tambahan untuk .820
pencetakan botol baru
Penerapan DRS (Deposit .820
Refund Scheme)

Extraction Method: Principal Component
Analysis.

a. 1 components extracted.

Correlations
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Pajak tambahan
untuk pencetakan

Penerapan DRS
(Deposit Refund

botol baru Scheme)
Spearman's Pajak tambahan  Correlation Coefficient 1.000 .3107
rho untuk pencetakan . .
botol baru Sig. (2-tailed) .000
N 200 200
Penerapan DRS  Correlation Coefficient 3107 1.000
(Deposit Refund . o
Scheme) Sig. (2-tailed) .000
N 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011



APPENDIX 12b:

Increase Recycling Rate

Pajak tambahan untuk pencetakan botol baru

Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 13 6.5 6.5 6.5
2.00 50 25.0 25.0 31.5
3.00 47 235 235 55.0
4.00 62 31.0 31.0 86.0
5.00 28 14.0 14.0 100.0]
Total 200 100.0 100.0
Penerapan DRS (Deposit Refund Scheme)
Cumulative
Frequency Percent Valid Percent Percent
Valid  1.00 4 2.0 2.0 2.0
2.00 7 35 35 5.5
3.00 43 215 21.5 27.0
4.00 102 51.0 51.0 78.0
5.00 44 22.0 22.0 100.0]
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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APPENDIX 13: Frequency Table Perception on Applicabity of DRS
Strategy on Packaging of Beverage Product
DRS as new breakthrough in Indonesia
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 2 1.0 1.0 1.0
2.00 12 6.0 6.0 7.0
3.00 39 19.5 19.5 26.5
4.00 116 58.0 58.0 84.5
5.00 31 155 155 100.0
Total 200 100.0 100.0

DRS only difficult on socialization and early imple

mentation

Frequency Percent Valid Percent | Cumulative Percent
valid 1.00 5 25 25 2.5
2.00 26 13.0 13.0 15.5
3.00 44 22.0 22.0 37.5
4.00 108 54.0 54.0 91.5
5.00 17 8.5 8.5 100.0
Total 200 100.0 100.0
Incentive with monetary value is more acceptable
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 5 25 25 25
2.00 8 4.0 4.0 6.5
3.00 58 29.0 29.0 35.5
4.00 102 51.0 51.0 86.5
5.00 27 13.5 135 100.0
Total 200 100.0 100.0
DRS will effectively reduce wasted used glass bottl es
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 1.5 1.5 1.5
2.00 3.0 3.0 45
3.00 34 17.0 17.0 21.5
4.00 113 56.5 56.5 78.0
5.00 a4 22.0 22.0 100.0
Total 200 100.0 100.0

Preliminary study..., Louis Yosen Primsa T, FEUI, 2011
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APPENDIX 14: Frequency Table Perception on Mechanmm of DRS
Strategy on Teh Botol Sosro
Additional payment in advance
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 11 5.5 55 55
2.00 40 20.0 20.0 25.5
3.00 33 16.5 16.5 42.0
4.00 99 49.5 49.5 91.5
5.00 17 8.5 8.5 100.0
Total 200 100.0 100.0

Advance payment as refundable deposit

Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 7 35 3.5 3.5
2.00 31 155 155 19.0
3.00 42 21.0 21.0 40.0
4.00 107 53.5 53.5 93.5
5.00 13 6.5 6.5 100.0
Total 200 100.0 100.0
Unrealistic for direct consumption
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 4 2.0 2.0 20
2.00 26 13.0 13.0 15.0
3.00 75 37.5 37.5 52.5
4.00 76 38.0 38.0 90.5
5.00 19 9.5 9.5 100.0
Total 200 100.0 100.0
Applied uniquely to outlets
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 6 3.0 3.0 3.0
2.00 33 16.5 16.5 19.5
3.00 64 32.0 32.0 51.5
4.00 82 41.0 41.0 92.5
5.00 15 7.5 7.5 100.0
Total 200 100.0 100.0
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DRS makes consumption more flexible

Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 8 4.0 4.0 4.0
2.00 35 17.5 17.5 21.5
3.00 79 39.5 39.5 61.0
4.00 70 35.0 35.0 96.0
5.00 8 4.0 4.0 100.0
Total 200 100.0 100.0
More proper for streetside' outlets
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 8 4.0 4.0 4.0
2.00 15 7.5 7.5 11.5
3.00 56 28.0 28.0 39.5
4.00 101 50.5 50.5 90.0
5.00 20 10.0 10.0 100.0
Total 200 100.0 100.0
Plastic bag to support DRS
Frequency Percent Valid Percent | Cumulative Percent
vValid  1.00 4 2.0 2.0 2.0
2.00 12 6.0 6.0 8.0
3.00 44 22.0 22.0 30.0
4.00 124 62.0 62.0 92.0
5.00 16 8.0 8.0 100.0
Total 200 100.0 100.0
Deposit too for plastic bag
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 13 6.5 6.5 6.5
2.00 46 23.0 23.0 29.5
3.00 65 32.5 325 62.0
4.00 67 33.5 33.5 95.5
5.00 9 45 45 100.0
Total 200 100.0 100.0
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APPENDIX 15: Frequency Table Perception on Financia Charge
Applied for DRS Strategy on Teh Botol Sosro
DRS is adjustable though price is stable
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 49 24.5 24.5 24.5
2.00 48 24.0 24.0 48.5
3.00 21 10.5 10.5 59.0
4.00 41 20.5 20.5 79.5
5.00 18 9.0 9.0 88.5
6.00 15 7.5 7.5 96.0
7.00 8 4.0 4.0 100.0
Total 200 100.0 100.0
DRS increases if price increases
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 43 21.5 21.5 21.5
2.00 35 17.5 17.5 39.0
3.00 23 11.5 11.5 50.5
4.00 38 19.0 19.0 69.5
5.00 22 11.0 11.0 80.5
6.00 22 11.0 11.0 91.5
7.00 17 8.5 8.5 100.0]
Total 200 100.0 100.0

DRS is at progressive amount for particular quantit

y returned

Frequency Percent Valid Percent | Cumulative Percent

Valid  1.00 27 135 135 13.5
2.00 30 15.0 15.0 28.5
3.00 19 9.5 9.5 38.0
4.00 40 20.0 20.0 58.0
5.00 23 115 11.5 69.5
6.00 33 16.5 16.5 86.0
7.00 28 14.0 14.0 100.0|
Total 200 100.0 100.0
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DRS is redeemable only if perfect condition returne  d
Frequency Percent Valid Percent | Cumulative Percent
Valid  1.00 21 10.5 10.5 10.5
2.00 14 7.0 7.0 17.5
3.00 20 10.0 10.0 27.5
4.00 42 21.0 21.0 48.5
5.00 23 115 11.5 60.0
6.00 40 20.0 20.0 80.0
7.00 40 20.0 20.0 100.0
Total 200 100.0 100.0
DRS is different for different distribution area
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 47 23.5 23.5 23.5
2.00 28 14.0 14.0 37.5
3.00 13 6.5 6.5 44.0
4.00 40 20.0 20.0 64.0
5.00 17 8.5 8.5 72.5
6.00 24 12.0 12.0 84.5
7.00 31 155 155 100.0]
Total 200 100.0 100.0
DRS is lower than Price
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 22 11.0 11.0 11.0
2.00 4.0 4.0 15.0
3.00 2.5 25 17.5
4.00 39 195 19.5 37.0
5.00 20 10.0 10.0 47.0
6.00 37 18.5 18.5 65.5
7.00 69 34.5 34.5 100.0
Total 200 100.0 100.0
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DRS is not directly redeemable when bottle returned

Frequency Percent Valid Percent | Cumulative Percent

Valid  1.00 91 45.5 45.5 45.5
2.00 34 17.0 17.0 62.5
3.00 18 9.0 9.0 71.5
4.00 30 15.0 15.0 86.5
5.00 12 6.0 6.0 92.5
6.00 7 35 35 96.0
7.00 8 4.0 4.0 100.0
Total 200 100.0 100.0

Outlets are free to accept or not if returned bottl

es purchased at different

outlet
Frequency Percent Valid Percent | Cumulative Percent
Valid 1.00 76 38.0 38.0 38.0
2.00 35 17.5 17.5 55.5
3.00 10 5.0 5.0 60.5
4.00 37 18.5 18.5 79.0
5.00 10 5.0 5.0 84.0
6.00 16 8.0 8.0 92.0
7.00 16 8.0 8.0 100.0,
Total 200 100.0 100.0
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APPENDIX 16: Scenario of DRS

Producers and

I o Importers (Beverage &8
Industry) |
Packaging Industry Deposit added onto
c0st of purchase
Pay deposit + admin fee P
‘ per unit placed on market,
Sell material back plus initialJoning fee
to container manufacturers for Sit'UD
ROCYURIS el RevenUES . Central System (Financial Wholesalers and

Control) Distrbuton Centres

A f
P )t 01 retUMEd CONtaINEIS L lAS SN
= ;
fee for setup. ~data, pay depostt

Seles / feluforretumed units L
ata handling fee Deposit added onto

Automatic

l cost of purchase
Collection & Transport
Counting Centres T 4= (el some back <= Retler/Pont of Sl
Manual hauling by distrioutors)
Returnand | ;
dim depos Sale - includes Key
- cost of
(NOT 100% return rate) OBQOSH e aterl Flow
- Denosit payment
4= finance / Data Flow

Source: Hogg, et al (2010)
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APPENDIX 17: Practice of DRS in Other Countries
No Country System Year of Packaging/Container Covered Deposit
Introduction
1 Austria Law to make deposit regulatory 1992 PET bottles (non-refillables excluded) $0.40
2 Belgium Container taxed $0.52 per litre unlesy thave deposit 1993 Beer, soda and soft drink cainers - $0.12<50cl
- $0.24>50cl
3 Croatia Deposit return plus ‘incentive fee’ to fied by producer if $ 509 2005 Glass, PET and metal containers for beer, No information
refill isn't met soft drinks, water, wine and spirits
4 Denmark Packaging Law. All beer and soft drinksstrbe sold in refillablg 1989 (amended | Beer and soft drinks containers. Deposits € 0.13 Type A — Cans, plastic anf
bottles. Metal banned until 2002. Regulatory depfisi imported 1991) on some wine and spirit bottlgs glass bottles < 0.51
glass/plastic containers. Ecotax also. dependent on retailer. - € 0.20 Type B — Plastic Bottles
0.5
- € 0.40 Type C - Cans, plastic a
glass bottles > 0.5I
5 Estonia Deposit-return 2004 Beer, low alcohol drinks, carbonated/nor 1.00 kroon — Glass amd PET > 0.5I
carbonated soft drinks, water, juice, cider 0.5 kroons - Metal and PET < 0.5l
and perry
6 Finland Tax on beverage containers. Exemptiom ftax only if part of| 1970s (amended| One-way beer and soft drink containerg -€0.15—cans
refillable deposit scheme. 1990) - € 0.10 — plastic bottles < 0.35I
- € 0.20 — plastic bottles 0.35] — 11
- € 0.40 — plastic bottles > 11
7 Germany Einwegpfand Deposit on one-way a standandun, deposit o 2003 Unless containers for wine, fruit juice pr- €0.25-<=1.5I
refillables manufacturer dependent, not legally céffesl, though spirits - €0.50-> 1.5
tend to be similar
8 Netherlands| Agreement deposit 1993 Soft drinks and water in one-way and $0.16 - < 0.5l
refillable glass and PET containers - $0.72 ->0.51
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9 Norway Deposit on containers and tax dependereturn rate. Refillables 1994 Most drinks excluding milk, vegetable- $0.16 -< 0.5l
only exempt if 95% return rate is achieved. Retsi{en site >25m2 juices and water - $0.40 - >0.51

selling non refillables, must also sell similar guots in refillables

10 | South Deposit return system Around 1948 Approximately 75% beer, 45% soft Between 8-15% of product cost (or 0.
Africa drinks and some wine and spirits bottles 1% if wine spirit)
11 | Sweden Law requires rate of 90% recycling ofréhium cans, or complete 1984 for cans | All beverage products - $0.16 - < 0.6l
ban. Industry implemented deposit system to avdis. tPET 1994 for PET - $0.40 - >0.61
introduced later as well as deposit.
12 | South Container Deposit Legislation — deposit requirecabnost all drinks 1975 Mostly included except wine (unless (in $0.05
Australia containers, with plastic bottle), milk, pure fruit juice of

flavoured milk >1I

13 | Canada - Deposit-return system on alcoholic drinks contarmrly. Alcoholic drinks containers - $ 0.10 — Containers up to 630ml,
Ontario metal containers up to 1l

- $0.20 - Over those sizes

14 | Canada - Return to retail deposit system, with industry ieegh to fund All beer and soft drinks containers (npt - $ 0.05 — Soft drinks and beer cans
Quebec kerbside collection for containers not part of siystem juice, water and iced tea) - $ 0.10 — Beer hottles
- $0.20 - Beer bottles and soft drin
> 450ml
15 | USA —| California Beverage Container Recycling and LiReduction Act 1987 (expanded in Non-refillable drinks containers, - $0.05-<24 0z
California 2000 to include all| including beer, spirits, carbonated, fruit - $0.10->24 0z
non-carbonated | drinks and some vegetable juices. Not
and non-alcoholic| including milk.
drinks excluding
milk)
13 | USA — | Deposit Beverage Container Law 2002 All beverage containers excluding mjlk $0.05
Hawaii and dairy derived products, except tea

and coffee or liquor containers

Source: Hogg, et al (2010)
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