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Abstract 

The important role of helmet has been highlighted in the existing literature. However, there is a lack of research on 

intention to use the helmet with a quality standard label. To fill the gaps in the literature, this study aims to develop 

and test a model of motorcycle users' intention to use helmet with a quality standard label in Indonesia. This 

research applied a quantitative research methodology. The data was collected through a survey with questionnaire. 

665 respondents were involved in the survey. The data was analyzed using Structural Equation Modeling analysis. 

The research results showed that the proposed model has goodness of fit, validity, and reliability. Furthermore, the 

study also revealed that intention to use helmet with a quality standard label is significantly affected by attitude 

toward helmet with the quality standard label and perceived risk. Perceived risk is significantly affected by the label 

marketing investment. Attitude is significantly affected by awareness. Awareness is significantly affected by label 

marketing investment and clarity. The government can use the result of this study to determine right strategies to 

increase motorcycle users' intention to use helmet with a quality standard label.    
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1. Introduction 

In Indonesia, one of the most widely used road transportation modes is motorcycles. The Central Bureau of 

Statistics (BPS)’s data showed that in 2016, the number of motorcycles in Indonesia is 105,150,082. Furthermore, 

http://www.sciencedirect.com/science/journal/22107843
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the growth of motorcycle numbers is 8.32% (BPS, 2017). This condition indicates that the use of motorcycle needs 

to be well regulated by the government. 

One of the important things regarding motorcycle use that need attention is the number of traffic accidents 

involving motorcycles. In Indonesia, it is quite high. Based on data from BPS, in 2014, there have been 108,883 

motorcycle accidents. Furthermore, of the total number of deaths from traffic accidents in 2010, 36% are riders or 

passengers of motorized 2 or 3 wheelers (WHO, 2016).  

In the literature, in order to reduce the risk due to motorcycle accidents, one of the recommended equipment that 

should be used by motorcycle users is a helmet. Empirical studies showed that the use of a helmet can reduce the risk 

due to motorcycle accidents. For example, an analysis of Rice et al. (2016) indicated that helmets use may reduce the 

risk of head injury by 60%, fatal injury by 56%, and neck injury by 37%. Liu et al. (2008) conducted a review of 61 

papers investigating the use of a helmet by bicycle users. The review results showed that in motorcycle accidents, 

helmets can reduce the risk of death by 42% and 69% head injury. In line with two previous studies, Khor et al. 

(2017) investigated the impact of helmet use on motorcycle accidents and proved that helmet use reduces the risk of 

severe head injury by almost 50%. 

In Indonesia, the government has required the use of helmets for motorcycle users. Furthermore, the government 

also determined that the helmets should be used are helmets that have met a national quality standard, namely the 

Indonesian National Standard (SNI). The helmets are commonly called SNI-labeled helmets. SNI label is given to 

the helmet manufacturers to be attached on the helmets if the helmets, which they produced, have successfully 

fulfilled the technical specifications required by SNI. This is based on an audit conducted by a government-

designated product certification body. 

The use of helmets with certain quality standards is important. Many studies have proven that the helmet's 

technical specifications will affect the protective capabilities of the helmet. For example, Becker, Anishchenko, and 

Palmer (2015) tested the impact response of 15 different helmet models, seven of which have been certified by Snell 

M2010 and DOT (M2010/DOT) and eight helmet models have been DOT certified. Their results showed that at low 

impact, M2010/DOT certified helmets transmit equivalent shock to DOT-certified only helmets. However, at higher 

impact, M2010/DOT certified helmets have a better protective capability. Mills (1990) tested bicycle helmets that 

meet UK and US standards. The results showed that although the helmets are less able to protect the head from high-

velocity direct impact, the helmets can provide protection in the majority of accidents experienced by riders. Bland 

et al. (2018) tested the protective capability of several types of bicycle helmets. The results indicated that the helmets 

have different capability to reduce the impact on the head. These three studies prove that differences in technical 

specifications can lead to differences in protective capabilities. 

In Indonesia, the obligatory use of helmets with a national quality standard label is first implemented in 2010 

(Standardization Center, 2015). Unfortunately, to date, there are still motorcycle users who do not use helmets with a 

quality standard label. This is evidenced by Roihanah (2013). Her survey that was conducted at a university in 

Indonesia showed that 58% of students use a helmet when driving on a motorcycle. However, not all helmets they 

use are SNI-label helmets. In addition to that study, the mass media in Indonesia also highlighted the large number 

of motorcycle users who do not use helmets with a quality standard label. This condition indicates the need to 

increase motorcycle users’ intention to use helmets with a quality standard label.  

In the literature, it is well known that in order to influence the behavioral intention of a user of the mode of 

transportation, an effective strategy should be prepared in accordance with the psychological factors that influence 

the intention. Given that, it becomes important to understand the psychological processes and factors that influence a 

motorcycle user’s intention to use helmet with a national quality standard label. 

1.1. Research Gap 

Helmet-related studies have been widely conducted. However, the majority of the studies were conducted within 

the technical specification area of the helmet. For example, Halimi, Hassen, and Sakli (2012) designed and 

developed a new comfort liner for a motorcycle helmet that enhances breathability and evaporative transfer of heat 

in a helmet, so the helmet becomes more comfortable to use. Taking into account the aspect of ergonomics, Mithun, 

Umesh and Pathan (2013) developed motorcycle helmet designs to enhance thermal comfort, visibility, and safety. 

In addition to those studies, researches related to the technical specifications of the helmet were also carried out by 
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Tinard et al. (2011); Ellis, Bertoloni, and Thompson (2000); Ramirez and Gupta (2018); Khosroshahi, Tsampas and 

Galvanetto (2018); Pinnoji et al. (2010); Shuaeib et al. (2007); Mills and Gilchrist (1991); Raju, Banthia, and Nassar 

(2009); Blanco, Cernicchi, and Galvanetto (2014), and Pinnoji, Haider, and Mahajan (2008). 

Meanwhile, researches on helmet use behavior are still very limited. Among the studies related to helmet use 

behavior, the majority focuses on motor vehicle users' willingness to use a helmet. Ackaah and Afukaar (2010) 

conducted a cross-sectional observational study of the use of a helmet by motorcycle users at 10 locations in Tamale 

Metropolis, Ghana. The results showed that only 34.2% of riders and 1.9% of passengers are using helmets. Among 

the helmet users, 49.6% are elderly, 34.3% are adults, and 21.9% are young. Lack of knowledge about helmet 

benefits for safety and low law enforcement is likely to be the cause of the low use of helmets by motorcycle users in 

Tamale Metropolis, Ghana (Ackaah and Afukaar, 2010). Furthermore, young riders who use helmets are fewer than 

older riders because young riders usually perceive less risk in driving than older riders (Ackaah and Afukaar, 2010). 

Hung, Stevenson, and Ivers (2006) investigated the same thing with Ackaah and Afukaar (2010) in Hai Duong 

province, Vietnam. The results of the investigation showed only 34.6% of motorcycle riders and 18.9% of 

motorcycle passengers who use helmets. In addition, their results also showed that the use of helmets by riders is 

different for each type of road. The use of helmets is higher in the roads that require motorcycle users to use a 

helmet.  

Conrad et al. (1996) conducted road observations and interviews with motorcycle users in Yogyakarta, 

Indonesia. The results showed that only 89% of motorcycle riders and 20% of motorcycle passengers use helmets. 

The number is reduced during the night where there is no police supervision. Several factors, such as discomfort and 

the absence of police surveillance, cause them not to use helmets. 

Referring to the previous explanation, it can be seen that there is a lack of research related to the intention of 

motorcycle users in using helmets with a quality standard label. Thus, research to understand the psychological 

process and the factors that affect a motorcycle user's intention to use helmets with a national quality standard label 

needs to be performed. 

1.2. Research Objectives 

To fill the gaps in the literature, this study aims to develop and test a model of motorcycle users' intention to use 

helmets with a quality standard label in Indonesia. The proposed model integrates the hierarchy of effect theory and 

the information signaling theory. Both theories are selected for the following reasons: 

1. The hierarchy of effect theory explains the phases of the customer psychological processes in purchasing a 

particular product or brand and the effect of advertisement on the process. This theory can be used to explain 

the process of motorcycle users' intention to use helmets with a quality standard label and the importance of 

quality label marketing on helmets. 

2. The information signaling theory focuses on the characteristics of product signals that may affect the 

customer's psychology, such as perceived risk. It is helpful to explain what quality label marketing construct 

that can reduce the customer’s perceived risk. 

3. Integration of the two theories will provide a more comprehensive picture of the formation process of 

customers’ intention and the factors that influence it. 

4. Both theories are widely used in consumer behavior studies. 

 

2. Conceptual model and hypotheses 

In the existing literature, intention to use is one of the most discussed topics. Some researchers define intention 

to use based on the definition of behavioral intention presented by Fishbein and Ajzen (1975), namely "the strength 

of one's intention to perform a specified behavior". For example, Rahman, Jamaludin, and Mahmud (2011) defined 

the intention to use digital library as “the strength of digital library users’ intensity to use digital library for obtaining 

digital information resource for his/her study/research”. In connection with the website, Lin and Lu (2000) stated 

that the intention to use a website shows the extent to which users want to reuse the website in the future. In other 

literature, Brezavšček, Šparl, and Žnidaršič (2017) defined behavioral intention as the extent to which a person 
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consciously plans to perform or not to perform certain behaviors in the future. Based on that definition, then 

Brezavšček, Šparl, and Žnidaršič (2017) defined intention to use statistical software as a degree that indicates the 

extent to which a person is planning consciously to use statistical software in the future. Based on those definitions, 

this study defines the intention to use as the level of a person's willingness to consciously use something in the 

future. Thus the intention to use helmets with a quality standard label is the level of a person's willingness to 

consciously use helmets with a quality standard label in the future. 

In the literature, intention to use is influenced by various factors. This study integrates the hierarchy of effect 

framework and the information signaling framework to explain the intention to use helmets with a quality standard 

label. Figure 1 shows the conceptual model of this study 

 

 

 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual model 

2.1. Hierarchy of Effect Framework  

The Hierarchy of Effect (HOE) framework was introduced by Robert J. Lavidge and Gary A. Steiner in 1961 to 

measure the effectiveness of an advertisement. The HOE framework describes a person's psychological stages from 

being initially unaware toward a product or brand until he or she finally purchases the product or brand. Figure 2 

shows the HOE framework. At first, a person is not aware toward a particular product or brand. Then, the ad makes 

the person aware toward the product or brand. Once aware, the person starts to learn more about the product or brand 

by collecting information about the product or brand. The collected information then becomes the knowledge of the 

product or brand that will form the likes or dislikes of the product or brand. In the end, the likes or dislikes form a 

preference. Once the preference is established, then the person will convince himself or herself of the benefits of 

purchasing the product or brand. Once convinced, then he or she will make purchases of the product or brand. 

 

 

 

 

 

 

 

 

Figure 2. HOE Framework 

Source: adapted from Hutter et al. (2013) 
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In the context of the motorcycle users’ intention to use helmets with a quality standard label, we argued that the 

process of motorcycle users’ intention also occurs as described in the HOE framework. Marketing communications 

related to a quality standard label on helmet by related parties make motorcycle users aware toward the label. 

Following the definition of awareness by Percy and Rosister (1992), the awareness here meant motorcycle users are 

not only able to identify and recognize the quality standard label on helmet, but also know its characteristics, 

including its benefits. In other words, the awareness toward a helmet quality standard label also shows the 

motorcycle user's knowledge about the helmet quality standard label. Awareness toward helmet quality standard 

label will then form the attitude toward helmet with the quality standard label (person's overall and general 

evaluation on helmet with the quality standard label, which is indicated by positive or negative feelings). This is 

supported by studies from Chen (2013) and Percy and Rosister (1992). They proved that consumers’ awareness 

affects consumers’ attitude. Motorcycle users who are aware toward the helmet quality standard label know the 

characteristics of the label and the knowledge makes them have positive or negative feelings on the helmet with the 

label. In contrast, motorcycle users who are not aware toward the helmet quality standard label may not have 

positive or negative feelings on the helmet with the label. Furthermore, the attitude of motorcycle users toward 

helmet with the quality standard label will affect their intention to consciously use helmet with the quality standard 

label. The more positive a person's attitude toward helmets with the quality standard label, the more the person wants 

to use the helmets. Based on the above description, the hypotheses are formulated as follows: 

 

H1: Awareness toward helmet quality standard label affects attitude toward helmet with quality standard label 

positively 

H2: Attitude toward helmet with quality standard label affects intention to use helmet with quality standard 

label positively 

2.2. Information Signaling Framework 

Information signaling framework was introduced to explain brand equity. Brand equity is "the added value 

endowed to products and services" (Park and Srinivasan, 1994). Erdem and Swait (1998) said that the brand is a 

product signal because the brand provides product-related information to consumers. Furthermore, Erdem and Swait 

(1998) stated that the four factors that are the marketing mix of the signals, namely brand investment, brand 

consistency, brand clarity, and brand credibility affect brand equity positively. The clearer and more credible a 

brand, the lower perceived risk, and the higher perceived quality and information cost saved (Erdem and Swait, 

1998). Brand clarity is positively affected by brand consistency. Brand credibility is positively affected by brand 

consistency, brand investment, and brand clarity. Furthermore, low perceived risk and high perceived quality and 

information costs saved increase the expected utility (Erdem and Swait, 1998). The increase in expected utility is 

considered to be the added value of the product provided by the brand (brand equity). For more details, the 

information signaling framework is shown in Figure 3 and the definitions of the constructs in the framework can be 

seen in Table 1. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Information Signaling Framework 

Source: Adapted from Erdem and Swait (1998) 
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Table 1. Definition of Constructs in Information Signaling Framework 

Construct Definition 

Brand investment The amount of resources spent or efforts made by firms on their brand to 

demonstrate a commitment to their brand 

Brand clarity The absence of ambiguity in the information conveyed by the brand 

Brand consistency The consistency of the information conveyed by the brand 

Brand credibility The degree of truth and reliability of information about the brand 

Information cost saved Costs incurred by customers to obtain information related to the brand 

Perceived quality The customer's perception of the brand's ability to meet expectations 

Expected utility The expected value associated with brand utility 

Perceived risk Possible losses felt by consumers as a result of uncertainty 

Source: Taken from Erdem and Swait (1998)  

 

A quality standard label is a label on the product or product packaging used to inform the customers that the 

product or process for producing the product meets certain standard and has been audited by an independent third 

party (Velčovska and Marhounova, 2005 as cited in VelčoVská and Sadílek, 2014). Thus, the quality standard label 

has the same function as the brand, that is, as a product signal. Therefore, the influence relationship between 

constructs that occurs in the information signaling framework can be used to explain the effect of marketing mix of 

the helmet quality standard label on perceived risk of motorcycle users related to purchasing helmet with the quality 

standard label. 

For the context of the helmet quality standard label, perceived risk of motorcycle users on purchasing helmet 

with a quality standard label may also be influenced by the clarity and credibility of the information presented in the 

marketing of the label (label marketing clarity and label marketing credibility). The clearer and more credible the 

information conveyed, the lower the perceived risk of motorcycle users. Clear information makes quality claims 

delivered can be captured by motorcycle users. Well-captured claims will subsequently affect motorcycle users' 

assessment of the losses they may encounter if they buy helmets with the quality standard label. The more 

motorcycle users clearly understand the claims of superiority in quality delivered by the marketer, the lower the 

perceived risk of motorcycle users. After knowing and understanding the quality claims conveyed by marketers 

related to the helmet quality standard label, the motorcycle users will be less perceived risk in purchasing helmets 

with the quality standard label if they feel that the quality claims delivered are credible. Baek and King (2011) have 

proven that the more credible a brand, the lower the perceived risk of the customer. 

Furthermore, the clarity of the information conveyed in the marketing of the helmet quality standard label (label 

marketing clarity) may be influenced by the information consistency (label marketing consistency). The more 

consistent the information is submitted, the more clearly the claims conveyed are understood by motorcycle users. 

On the other hand, the credibility of the information conveyed in the marketing of helmet quality standard label 

(label marketing credibility) may be affected by the consistency and clarity of that information (label marketing 

consistency and label marketing clarity) as well as the marketer-issued investments to market quality standard label 

(label marketing investment). The more consistent the information is delivered, the more convinced the motorcycle 

user that the information delivered is true and reliable (credible). For example, if a marketer keeps repeating that 

helmets with the quality standard label are helmets that can protect the head from a variety of impacts and the claim 

is unchanged, it will make motorcycle users more confident that helmets with the quality standard label can indeed 

protect the head from various impacts. In addition to being influenced by the consistency of information (label 

marketing consistency), the credibility of information in the marketing of the quality standard label is also possibly 

influenced by the clarity of the information (label marketing clarity). The more clearly and vividly (not ambiguous, 

not faint, nothing is covered up) information is conveyed, the more convinced the motorcycle users that the 

information conveyed is true (credible). This thinking is supported by Montes and Nicolay (2016). Their study 

proved that the clarity of communication of a central bank influences the credibility of monetary policy positively. 

The marketer's investment to market the quality standard label on helmet (label marketing investment) is also 

suspected to be a factor affecting the credibility of information in the point of view of motorcycle users (label 

marketing credibility). The amount of investment made to market the quality standard label on helmet shows the 



 Rakhmawati et al./ Transportation Research Procedia 00 (2018) 000–000  7 

marketer's commitment to the label. The greater the investment made to market the quality standard label, the more 

it shows that the claims made in marketing are true (credible). On the basis of existing theoretical and empirical 

pieces of evidence, the next hypotheses of this research are: 

 

H3: Label marketing clarity affects perceived risk negatively 

H4: Label marketing credibility affects perceived risk negatively 

H5: Label marketing consistency affects label marketing clarity positively 

H6: Label marketing clarity affects label marketing credibility positively 

H7: Label marketing consistency affects label marketing credibility positively 

H8: Label marketing investment affects label marketing credibility positively 

 

Just as label marketing clarity and label marketing credibility, the direct influence of label marketing investment 

and label marketing consistency on perceived risk are also possible. This is based on the idea that the greater 

investment the company spends on a product indicates the company's commitment to deliver the product that match 

customers’ expectations and minimize the losses customers might receive by purchasing the product (customer 

perceived risk). This is because the company does not want to fail by delivering a product that does not meet 

customers’ expectations and harm customers. For the context of the helmet quality standard label, the greater the 

investment made by marketers in label marketing, the more it shows the importance of a quality standard on helmets 

and helmets with the quality standard label (helmets that meet a quality standard) to protect motorcycle users. 

Furthermore, the more consistent information conveyed in the marketing of the quality standard label on helmet 

(label marketing consistency), the more it makes motorcycle users confident of the claims delivered (i.e., the helmets 

with a quality standard label are helmets that have been tested to provide adequate protection while driving). Thus, 

the risk that customers might receive (e.g., helmet easily broke, safety straps easily loose, etc.) for purchasing 

helmets with a quality standard label is low. Based on the above explanation, the next hypotheses of this research 

are: 

 

H9: Label marketing investment affects perceived risk negatively 

H10: Label marketing consistency affects perceived risk negatively 

2.3. Hierarchy of effect and signaling information framework 

The Hierarchy of Effect (HOE) framework describes the formation process of customer intention. The 

information signaling framework describes the characteristics of a marketing mix of product signals (e.g., 

advertisements) that can affect the customer's psychology. The integration of the two frameworks provides a more 

comprehensive picture of the formation process of customer's intention and the factors that affect it. Figure 1 shows 

the integration of the Hierarchy of Effects (HOE) framework and the information signaling framework. 

In the Hierarchy of Effects (HOE) framework, it is said that advertisement makes customers aware toward the 

product or brand. For the context of the quality standard label on helmet, quality label marketing made by marketers 

may also affect motorcycle users’ awareness toward the helmet quality standard label. Therefore, this study 

developed hypotheses as follows: 

 

H11: Label marketing investment affects awareness toward helmet quality standard label positively 

H12: Label marketing clarity affects awareness toward helmet quality standard label positively 

H13: Label marketing consistency affects awareness toward helmet quality standard label positively 

H14: Label marketing credibility affects awareness toward helmet quality standard label positively 

 

Signaling information theory says that perceived risk affects the expected utility. The lower perceived risk, the 

higher the expected utility (Erdem and Swait, 1998). Furthermore, high expected utility motivates customers to make 

purchases. Based on the theory, for the helmet quality standard label context, it can be said that perceived risk also 

affects the intention to use helmets with the quality standard label. Research from Marafon et al. (2018), Chen 
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(2013), and Bhukya and Singh (2015) also prove it. They found that perceived risk affects intention to use. 

Therefore, the final hypothesis of this study is: 

 

H15: Perceived risk affects intention to use helmet with quality standard label negatively 

3. Research methodology 

This study used a quantitative research methodology. This study conducted a survey to collect data. A self-

administered questionnaire was utilized in this survey. The survey was conducted in Jakarta, Indonesia. We selected 

Jakarta due to several reasons. First, Jakarta is the capital city and according to data from Traffic Corps of the 

Republic of Indonesia, in 2015, Jakarta is the province in Indonesia with the largest number of motorcycles (13.9 

million). 73.92% of traffic in Jakarta is dominated by motorcycles (BPS DKI Jakarta, 2017). Secondly, Jakarta has a 

high number of motorcycle accidents in Indonesia  

3.1. Sample 

Respondents of this study were 665 motorcycle users in Jakarta who purchased helmets less than 1 year before 

the survey was conducted. The data collection technique used was convenience sampling because the characteristics 

of helmet users in Jakarta were unknown and no information was available about it. In addition, quoted from Park 

and Sullivan (2009), this technique is acceptable used in studies that tested a theoretical model (Calder et al., 1981). 

Table 2 shows the respondent's demographic profile. 

 

Table 2. Demographic Profile of Respondents  

Variable Categories % Variable Categories % 

Gender Male 62.59 Education No school education 0.60 

Female 37.41 Not graduated from elementary 

school 

1.06 

Age ≤ 20 31.52 Elementary school 4.53 

21 - 30 29.86 Junior high school 15.41 

31 - 40 20.81 Senior high school 63.90 

41 - 50 12.22 Diploma I 0.45 

≥ 51 5.58 Diploma III 3.62 

Occupation Unemployment 18.70 Bachelor degree 9.52 

Labor 10.56 Master degree 0.91 

Student 30.47 Marital 

status 

Single 54.79 

Civil servants 2.71 Married 43.38 

TNI / POLRI 1.66 Widow/Widower 1.83 

Private sector 

worker 

23.83 Habits in 

using a 

helmet 

Always use a helmet when driving 

on a motorcycle 

70.27 

Entrepreneur 10.71 Using a helmet if driving to a 

certain place only 

29.73 

Others 1.36 

3.2. Variable and measures 

This research involved eight variables, namely awareness toward helmet quality standard label, attitude toward 

helmet with quality standard label, intention to use helmet with quality standard label, label marketing investment, 

label marketing clarity, label marketing consistency, label marketing credibility, and perceived risk. Indicators for 
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the eight variables can be seen in Table 3. All indicators were obtained and adapted from literature. This was done to 

ensure content validity. Each variable has at least 4 indicators. This meets the requirements of data analysis with 

Structural Equation Modeling (SEM) used in this study (Diamantopoulos et al., 2012). A 5-point Likert scale was 

used to measure indicators. Point 1 shows that respondents were "strongly disagree" and point 5 shows "strongly 

agree" with the statements. 

 

Table 3. Research Variables and Indicators 

Variable Indicator Adapted from 

Awareness 

toward 

helmet 

quality 

standard 

label 

1. I have heard of the SNI label on helmet 

Aaker (1996), 

Sasmita et al. 

(2014), Tong et al. 

(2009) 

2. I know the use of the SNI label on helmet 

3. I have a certain view of the SNI label helmet 

4. I can quickly recognize the symbol or logo of the SNI label on helmet 

5. I can remember some of the characteristics of the SNI label on helmet 

quickly 

6. I can quickly recognize the SNI label on helmet even though there are 

other labels on helmet 

Attitude 

toward 

helmet with 

quality 

standard 

label 

1. Buying an SNI-labeled helmet makes me feel calm Rzem and Debabi 

(2012), Fishbein and 

Ajzen (1975), 

Amaro and Duarte 

(2015), Lassar et al. 

(1995), Tong et al. 

(2009) 

2. I like when the helmet sold is an SNI-labeled helmet 

3. When I buy an SNI-labeled helmet, I always feel that I have made the 

right purchase 

4. I feel happy to have an SNI-labeled helmet 

5. I have positive feelings about the SNI label on helmet 

6. I appreciate people who use SNI-labeled helmets 

Intention to 

use helmet 

with quality 

standard 

label 

1. When buying a helmet, usually I will look for an SNI-labeled helmet 

Cooke and Papadaki 

(2014), Verbeke et 

al. (2012), Tong et 

al. (2009), Gatti et 

al. (2012), Bao et al. 

(2005), Velčovská 

et al. (2012) 

2. One of my considerations when purchasing a helmet is the presence of 

an SNI label on helmet 

3. If there are two helmets have the same features, I will choose an SNI-

labeled helmet 

4. When purchasing a helmet, I have a strong intention to buy an SNI-

labeled helmet 

5. When purchasing a helmet, I have a high tendency to buy an SNI-

labeled helmet 

6. When purchasing a helmet, I want to buy an SNI-labeled helmet 

7. I am willing to pay more for an SNI-labeled helmet 

8. I am interested in information on SNI label on helmet products 

9. I would recommend my friends to buy SNI-labeled helmets 

Label 

marketing 

investment 

1. Promotion efforts on the importance of SNI label on helmets are 

conducted intensively  

Erdem and Swait 

(1998) 

2. Promotion efforts on the importance of SNI label on helmets reach 

many motorcycle user communities 

3. Promotion efforts on the importance of SNI label on helmets are done 

using various information media 

4. Promotion efforts on the importance of SNI label on helmets are 

presented to the public at large 

Label 

Marketing 

Clarity 

1. The disseminated information related to the SNI label on helmet 

conveys clearly the function of the SNI label on helmet 

Erdem and Swait 

(1998) 

2. I understand the image of SNI label that wanted to be formed from the 

information disseminated 

(continued) 
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Table 3. Research Variables and Indicators 

Variable Indicator Adapted from 

Label 

Marketing 

Clarity 

3. Information disseminated on the SNI label on helmet conveys that 

the helmets with the SNI label are helmets that take into account 

the security aspect 

Erdem and Swait 

(1998) 

4. Information disseminated on the SNI label on helmet conveys that 

the helmets with the SNI label are helmets that concern the safety 

aspect 

5. Information disseminated on the SNI label on helmet conveys that 

the helmets with the SNI label are helmets that take into account 

the health aspect 

6. Information disseminated on the SNI label on helmet conveys that 

the helmets with the SNI label are helmets that concern the issue 

of environmental friendliness 

Label 

marketing 

consistency 

1. The image of the SNI label on helmet conveyed in various 

information media is consistent 

Erdem and Swait 

(1998) 

2. The function of the SNI label on helmet conveyed in various 

information media is consistent 

3. The information conveyed related to the SNI label on helmet 

depicts the image of the label that wants to be formed 

4. The information conveyed related to the SNI label on helmet in 

accordance with one another 

Label 

Marketing 

Credibility 

1. The SNI label on helmet gives what is promised in the 

advertisement about the SNI label 

Erdem and Swait 

(1998) 

2. Information presented in advertisements related to the SNI label 

on helmets can be trusted 

3. My experience with SNI-labeled helmets makes me believe with 

the information presented in the advertisement 

4. The advertisements of the SNI label on helmet do not deceive me 

Perceived Risk 

1. In general, I am sure that I will experience a certain risk if I buy 

an SNI-labeled helmet 

Laroche et al. 

(2003) 

2. In general, I am sure that I will make a mistake if I buy an SNI-

labeled helmet 

3. I have a feeling that buying an SNI-labeled helmet will cause 

much trouble for me 

4. I feel indecisive when buying an SNI-labeled helmet 

3.3. Data analysis 

Data analysis consisted of respondent demographic profile analysis, measurement model analysis, and structural 

model analysis. The measurement model analysis aims to find out how well measurement model measures what is 

measured (Barret, 2007). This analysis consists of goodness of fit analysis, validity analysis, and reliability analysis. 

Goodness of fit and construct validity testing were perform using Confirmatory Factor Analysis-Structural Equation 

Modeling (CFA-SEM). LISREL software was used for CFA-SEM. The model is said to be good if it meets the 

criteria of goodness of fit in Table 4. If factor loading value for each indicator of the variables ≥ 0.5 and statistically 

significant as well as the value of composite reliability (CR) for each variable > 0.6 then the model is said to meet 

construct validity (Hair et al., 2010). Model reliability was assessed using the Cronbach Alpha coefficient (Hair et 

al., 2010; Tari et al., 2007). The model is said to be reliable if the Cronbach Alpha coefficient for all variables > 0.6 

(Sekaran and Bougie, 2010). SPSS software was used to perform reliability testing. 

Fotopoulos and Psomas (2010) stated that “structural models differ from measurement models in that emphasis 

moves from the relationships between latent constructs and measured variables to the nature and magnitude of the 
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relationships between constructs (Hair et al., 2005)". Structural model analysis aims to determine the magnitude and 

nature of the relationships between constructs. In other words, the analysis is done to test the research hypotheses 

whether accepted statistically or not (Anderson and Gerbing, 1988). 

Structural model analysis includes goodness of fit and hypotheses testing. Both were done using SEM. The 

criteria used in the goodness of fit were the same as those used in the measurement model analysis contained in 

Table 4. Furthermore, for hypotheses testing, the hypotheses were accepted if t value > 1.96 (alpha = 0.05). 

 

Table 4. Goodness of Fit Criteria 

Goodness of Fit Criteria Threshold (Source) 

Chi-Square/df < 5 (Chi-Square/df) (Wheaton et al., 1977; Cheng, Lam, and Yeung, 2006;  

Hooper, Coughlan, and Mullen, 2008) 

NFI > 0.9  (Hair et al., 2010) 

NNFI > 0.9  (Hair et al., 2010) 

CFI > 0.9  (Hair et al., 2010) 

IFI > 0.9  (Hair et al., 2010) 

RFI > 0.9  (Hair et al., 2010) 

RMSEA ≤ 0.08  (MacCallum, Browne, and Sugawara, 1996; Hooper, Coughlan, and 

Mullen, 2008) 

4. Result and discussion  

According to the research method, data analysis was done by two stages including analysis of measurement 

model and analysis of structural model and hypotheses. 

4.1. Measurement model analysis result 

The measurement model analysis consisted of goodness of fit, validity analysis, and reliability analysis. The 

results of goodness of fit model testing are shown in Table 5 and validity as well as reliability testing are shown in 

Table 6. Based on the result of goodness of fit testing shown in Table 5, the measurement model meets all goodness 

of fit criteria. This is indicated by the measurement results that are below the thresholds. Thus the measurement 

model proposed in this study is good. The measurement model is also said to meet construct validity due to factor 

loading value for each indicator of the variables ≥ 0.5 and statistically significant as well as the composite reliability 

(CR) value for each variable > 0.6 (Table 6). Finally, the reliability testing results in Table 6 show that all variables 

have Cronbach Alpha coefficient > 0.6 so that the measurement model is reliable. 

 

Table 5. The Result of Goodness of Fit Testing 

Goodness of Fit Criteria Threshold (Source) Measurement Result 

Chi-Square/df < 5 (Chi-Square/df) (Wheaton et al., 1977; Cheng, Lam, 

and Yeung, 2006;  Hooper, Coughlan, and Mullen, 2008) 

2369.16/832 = 2.85 

NFI > 0.9  (Hair et al., 2010) 0.97 

NNFI > 0.9  (Hair et al., 2010) 0.98 

CFI > 0.9  (Hair et al., 2010) 0.98 

IFI > 0.9  (Hair et al., 2010) 0.98 

RFI > 0.9  (Hair et al., 2010) 0.97 

RMSEA ≤ 0.08  (MacCallum, Browne, and Sugawara, 1996; 

Hooper, Coughlan, and Mullen, 2008) 

0.05 
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Table 6. The Result of Construct Validity and Reliability Testing 

Variables and Indicators 
Factor Loading 

(p-value) 

Error 

Variance 

Cronbach Alpha 

Coefficient 
CR 

Awareness toward helmet quality 

standard label (Aw) 

  
0.809 0.807 

Aw1 0.59 0.65   

Aw2 0.60 0.63   

Aw3 0.57 0.68   

Aw4 0.67 0.55   

Aw5 0.69 0.53   

Aw6 0.72 0.48   

Attitude toward helmet with quality 

standard label (Att) 

  
0.821 0.822 

Att1 0.68 0.54   

Att2 0.65 0.58   

Att3 0.61 0.62   

Att4 0.70 0.50   

Att5 0.67 0.55   

Att6 0.64 0.59   

Intention to use helmet with quality 

standard label (Int) 

  
0.864 0.864 

Int1 0.60 0.63   

Int2 0.61 0.63   

Int3 0.65 0.58   

Int4 0.67 0.55   

Int5 0.64 0.59   

Int6 0.61 0.63   

Int7 0.65 0.58   

Int8 0.69 0.52   

Int9 0.66 0.57   

Label marketing investment (Inv)   0.817 0.818 

Inv1 0.77 0.41   

Inv2 0.75 0.44   

Inv3 0.72 0.48   

Inv4 0.67 0.55   

Label marketing clarity (Cla)   0.800 0.803 

Cla1 0.71 0.50   

Cla2 0.66 0.57   

Cla3 0.54 0.71   

Cla4 0.61 0.62   

Cla5 0.65 0.58   

Cla6 0.64 0.59   

Label marketing consistency (Cons)   0.792 0.795 

Cons1 0.75 0.44   

Cons2 0.75 0.44   

Cons3 0.66 0.57   

Cons4 0.65 0.58   

Label marketing credibility (Cred)   0.806 0.806 

Cred1 0.76 0.42   

Cred2 0.73 0.47   

(continued) 
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Table 6. The Result of Construct Validity and Reliability Testing 

Variables and Indicators 
Factor Loading 

(p-value) 

Error 

Variance 

Cronbach Alpha 

Coefficient 
CR 

Cred3 0.70 0.51   

Cred4 0.66 0.56   

Perceived Risk (PRisk)   0.888 0.891 

Prisk1 0.79 0.38   

Prisk2 0.84 0.30   

Prisk3 0.83 0.31   

Prisk4 0.82 0.33   

4.2. Structural model analysis and hypotheses result 

Structural model analysis included goodness of fit and hypotheses testing. The results of goodness of fit and 

hypotheses testing are shown in Table 7 and Table 8 respectively. Similar to the measurement model, the structural 

model in this study is also good. This is indicated by the measurement results that are below the thresholds of all 

goodness of fit criteria (Table 7). Further, the results of the hypotheses testing in Table 8 show that there are nine 

accepted hypotheses (H1, H2, H5, H6, H8, H9, H11, H12, H15) and six rejected hypotheses (H3, H4, H7, H10, H13, 

H14). 

 

Table 7. The Result of Goodness of Fit Testing 

Goodness of Fit Criteria Threshold (Source) Measurement Result 

Chi-Square/df < 5 (Chi-Square/df) (Wheaton et al., 1977; Cheng, Lam, 

and Yeung, 2006;  Hooper, Coughlan, and Mullen, 2008) 

2369.16/832 = 2.85 

NFI > 0.9  (Hair et al., 2010) 0.97 

NNFI > 0.9  (Hair et al., 2010) 0.98 

CFI > 0.9  (Hair et al., 2010) 0.98 

IFI > 0.9  (Hair et al., 2010) 0.98 

RFI > 0.9  (Hair et al., 2010) 0.96 

RMSEA ≤ 0.08  (MacCallum, Browne, and Sugawara, 1996; 

Hooper, Coughlan, and Mullen, 2008) 

0.05 

 

Table 8. The Results of Hypotheses Testing 

Hypothesis Effect of Latent Variable Beta t-value Result 

H1 Awareness  Attitude 0.87 12.72 Supported 

H2 Attitude  Intention to use 0.83 12.83 Supported 

H3 Label marketing clarity  Perceived risk -0.21 -0.89 Rejected 

H4 Label marketing credibility  Perceived risk 0.00 0.00 Rejected 

H5 Label marketing consistency  Label marketing 

clarity 

0.93 18.90 Supported 

H6 
Label marketing clarity  Label marketing 

credibility 

0.74 3.84 Supported 

H7 
Label marketing consistency  Label marketing 

credibility 

-0.18 -0.79 Rejected 

H8 
Label marketing investment  Label marketing 

credibility 

0.37 4.33 Supported 

H9 Label marketing investment  Perceived risk -0.27 -2.19 Supported 

H10 Label marketing consistency  Perceived risk -0.11 -0.45 Rejected 

H11 Label marketing investment  Awareness 0.21 2.03 Supported 

    (continued) 
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Table 8. The Results of Hypotheses Testing 

Hypothesis Effect of Latent Variable Beta t-value Result 

H12 Label marketing clarity   Awareness 0.95 3.54 Supported 

H13 Label marketing consistency  Awareness -0.22 -0.90 Rejected 

H14 Label marketing credibility  Awareness -0.04 -0.35 Rejected 

H15 Perceived risk  Intention to use -0.12 -3.79 Supported 

 

The first hypothesis in this study stated that awareness toward helmet quality standard label affects attitude 

toward helmet with quality standard label positively. The research results showed that this hypothesis is accepted. In 

the context of this research, it means that the higher awareness toward the SNI label on helmet of motorcycle helmet 

users, the better their attitude toward the SNI-labeled helmets. 

The second hypothesis in this study stated that attitude toward helmet with quality standard label affects the 

intention to use helmet with quality standard label positively. The research results proved that this hypothesis is 

accepted. This indicated that for the context of SNI-labeled helmets, the motorcycle users’ intention to use SNI-

labeled helmets is affected by their attitude towards the helmet. The better their attitude toward the SNI-labeled 

helmets, the stronger their intention to use the SNI-labeled helmets. 

The third hypothesis in this study stated that label marketing clarity affects perceived risk negatively. The 

research results showed that this hypothesis is rejected. Thus, it can be said that for the context of SNI-labeled 

helmets, the clarity of information provided by marketers in marketing or promoting the SNI label on helmet does 

not guarantee the low perceived risk of motorcycle users in buying SNI-labeled helmets. The clearer the information 

provided does not necessarily make the perceived risk of motorcycle users getting lower. 

The fourth hypothesis in this study stated that the label marketing credibility affects perceived risk negatively. 

The results rejected the hypothesis. This showed that the credibility of information delivered by marketers in 

marketing or promoting the SNI label on helmet does not guarantee the low perceived risk of motorcycle users in 

buying SNI-labeled helmets. The more credible the information provided does not necessarily make the perceived 

risk of motorcycle users getting lower. 

The fifth hypothesis in this study stated that the label marketing consistency affects label marketing clarity 

positively. The results showed that the hypothesis is proven. Therefore, for the context of the SNI label on helmet, 

the more consistent information delivered by marketers in marketing or promoting the SNI label, the clearer the 

information is understood by motorcycle users. 

 The sixth hypothesis in this study stated that label marketing clarity affects label marketing credibility 

positively. The research results showed that the hypothesis is accepted. In other words, for the context of the SNI 

label on helmet, the clearer the information delivered by marketers in marketing or promoting the label, the more 

credible the information is in the point of view of motorcycle users. 

The seventh hypothesis in this study stated that the label marketing consistency affects label marketing 

credibility positively. The research results showed that this hypothesis is rejected. This means that the more 

consistent information delivered by marketers in marketing or promoting the SNI label on helmet does not guarantee 

that information is credible in the point of view of motorcycle users. 

The eighth hypothesis in this study stated that label marketing investment affects label marketing credibility 

positively. Based on the research results, the hypothesis is accepted. Thus it can be said that in the point of view of 

motorcycle users, the greater the investment made by marketers in marketing or promoting the SNI label on helmet, 

the more credible information delivered in the marketing or promotion efforts that is perceived by motorcycle helmet 

users. 

The ninth hypothesis in this study stated that label marketing investment affects perceived risk negatively. This 

hypothesis is proven. In other words, in the point of view of motorcycle users, the greater investment made by 

marketers in marketing or promoting the SNI label on helmet, the lower perceived risk of motorcycle users in 

purchasing SNI-labeled helmets. 

The tenth hypothesis in this study stated that label marketing consistency affects perceived risk negatively. The 

research results showed that this hypothesis is rejected. Thus, it can be said that for the context of this research, the 

more consistent information submitted by marketers in marketing or promoting the SNI label on helmet does not 

guarantee perceived risk of motorcycle users in purchasing SNI-labeled helmets are lower.  
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The eleventh hypothesis in this study stated that label marketing investment affects awareness toward helmet 

quality standard label positively. The research results showed that this hypothesis is accepted. Therefore, it can be 

said that the greater the investment made by marketers in marketing or promoting the SNI label on helmet, the higher 

awareness toward the label of motorcycle helmet users. 

The twelfth hypothesis in this study stated that label marketing clarity affects awareness toward helmet quality 

standard label positively. The research found that the hypothesis is accepted. This means the clearer information 

delivered by marketers in marketing or promoting the SNI label on helmet, the higher motorcycle users’ awareness 

toward the label. 

The thirteenth hypothesis in this study stated that label marketing consistency affects awareness toward helmet 

quality standard label positively. The hypotheses testing showed that this hypothesis is not supported. In other 

words, for the context of the SNI label on helmet, the more consistent information delivered by marketers in 

marketing or promoting the SNI label on helmet, may not necessarily make the motorcycle users’ awareness toward 

the label increases. 

The fourteenth hypothesis in this study stated that label marketing credibility affects awareness toward helmet 

quality standard label positively. This hypothesis is rejected. This means that the more credible information 

delivered by marketers in marketing or promoting the SNI label on helmet, may not necessarily make the motorcycle 

users more aware toward the label. 

The fifteenth hypothesis in this study stated that perceived risk affects the intention to use helmet with quality 

standard label negatively. The results showed that the hypothesis is accepted. Thus, the lower perceived risk of 

motorcycle users in purchasing SNI-labeled helmets, the higher the intention of motorcycle users to use SNI-labeled 

helmets. 

4.3. Discussion 

The important role of helmet has been highlighted in the existing literature. Many researchers have studied 

helmet. However, most of the studies focus on helmet technical specification. Meanwhile, there is a lack of research 

on intention to use helmet with a quality standard label. 

The first contribution of this research is developing a theoretical model that can be used to understand intention 

to use helmet with a quality standard label. The model integrates the hierarchy of effect theory and the information 

signaling theory. This research results showed that the proposed model has goodness of fit, validity, and reliability. 

Thus, the model can be used to understand intention to use helmet with a quality standard label. 

The study also revealed that intention to use helmet with a quality standard label is significantly affected by 

attitude toward helmet with a quality standard label and perceived risk. Perceived risk is significantly affected by 

label marketing investment. Attitude is significantly affected by awareness. Awareness is significantly affected by 

label marketing investment and clarity.  

The results of study can be used by the government as a party concerned with the SNI label to determine the 

right strategies for increasing motorcycle users’ intention to use SNI-labeled helmets. Based on the results of this 

study, the government should improve the positive attitude of motorcycle users toward SNI-labeled helmets and 

reduce their perceived risk in purchasing SNI-labeled helmets. To improve the positive attitude of motorcycle users, 

it needs to build motorcycle users’ awareness toward the SNI label on helmet. The thing that can be done is to 

introduce the SNI label and its characteristics to the public widely and intensively by using various media. Large 

investment in marketing will also help reduce perceived risk associated with the purchase of SNI-labeled helmets. 

Marketing that reaches the public at large, intensive, and uses a variety of media, psychologically will increase the 

public confidence that the product or brand that is marketed is good and not harmful. For the context of the SNI label 

on helmet, a large investment in the label marketing can increase public confidence that SNI-labeled helmets are 

qualified helmets and not harmful. In addition, the information submitted during marketing or promoting the SNI 

label must be clear so that the claim submitted can be captured by the public. To clarify information received by the 

public, the government must also market or promote the SNI label consistently either from the claims/content or 

marketing activities or promotion itself. 
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5. Conclusion and limitation  

This study has proposed a model of motorcycle users' intention to use helmet with a quality standard label in 

Indonesia. The proposed model integrates the hierarchy of effect theory and the information signaling theory. The 

study results showed that the proposed model has goodness of fit, validity, and reliability. Furthermore, the study 

also revealed that intention to use helmet with a quality standard label is significantly affected by attitude toward 

helmet with a quality standard label and perceived risk. Perceived risk is significantly affected by label marketing 

investment. Attitude is significantly affected by awareness. Awareness is significantly affected by label marketing 

investment and clarity. The government can use the result of this study to determine the right strategies to increase 

motorcycle users' intention to use helmet with a quality standard label.  

This study has some limitations. First, data were collected only in Jakarta. Second, the technique used to collect 

data was convenience sampling and a survey was conducted cross-sectional. To examine the stability of the model, it 

is recommended to conduct a longitudinal study in other contexts.  
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