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1 | INTRODUCTION

Over the period of last 2 decades, major ecological issues have
emerged across the world because of the unplanned development
and irresponsible consumption practices of the people (Wang, Liu, &
Qi, 2014). Consequences of ecological harm are unnatural weather
change and pollution (Tseng & Hung, 2013; Ulusoy, 2016). Different
nations over the world have begun making efforts to curtail the dam-
aging effect of their commercial practices on the nature. This
acknowledgment and concern about the earth has prompted the rise
of “sustainable development” that stresses to support sustainability
and supports that type of development that diminishes adverse effect
on the nature.

Although it has been widely accepted that production-side policies
can decrease the negative ecological impact of manufacturing (Phipps
et al,, 2013), such strategies fail to address the deep environmental
impacts of irresponsible consumption (Koklic, Golob, Podnar, &
Zabkar, 2019). Change in patterns of human consumption is also
important because endeavours by companies towards adoption of
sustainable practices get dwarfed by the growth in consumption
(Yadav & Pathak, 2017).

Sustainable consumption is defined as the “consumption process

aimed to fulfil customer needs while considering earth carrying

The paper offers a better understanding of the main predictors of consumers' sus-
tainable consumption intention. Such understanding may enable managers to design

effective marketing strategies to encourage sustainable consumption intention and

capacity and without endangering future generation's life at risk”
(Sharma & Jha, 2017, p. 2). Whereas some scholars consider sustain-
able consumption as a voluntary act of simplicity or anticonsumption
(Black, 2010; Shaw & Moraes, 2009); some consider it as practice of
adopting a green-oriented lifestyle (e.g., Gilg, Barr, & Ford, 2005). Fun-
damentally, sustainable consumption emphasises on minimising the
adverse effect on the environment, society, and economy due to irre-
sponsible purchase, use, and disposal of products and services. Such
decision by customers not only affect the present generations, but
also influence the upcoming generation's ability to fulfil their needs
(Lee, 2014). Therefore, this becomes imperative to understand the rel-
evance of sustainable consumption, as most of the individuals fail to
understand the effect their decision to consume has on society and
nature and towards the degeneration of ecology, society, and econ-
omy as a whole (Lee, 2014; Yadav & Pathak, 2017).

Governments and companies across the world are trying to edu-
cate consumers about the sustainable lifestyle and promote sustain-
able consumption practices (Joshi & Rahman, 2017). It has been
observed that although the number of people keen to adopt sustain-
able consumption practices has risen through the years with individ-
uals across the globe recognising the importance of sustainable
consumption, this increased eagerness has not converted into action

(Ponnapureddy et al., 2017). Several studies have found a poor
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association between consumers' sustainable consumption attitude
and their actual consumption practices, usually stated as the “atti-
tude-behaviour gap” (Tanner & Wélfing Kast, 2003; Tseng & Hung,
2013). Reducing this attitude-behaviour gap and motivating people to
embrace sustainable consumption behaviour has turned out to be a
significant challenge for marketers as well as policy-makers.

Numerous studies in developed nations have investigated several
personal, situational, and psychological variables affecting individuals'
sustainable consumption exercises. However, most of the investiga-
tions have disregarded the effect of behavioural factors (such as sup-
portive behaviour towards environmental organisations; Koklic et al.,
2019; Ulusoy, 2016).

Phipps et al. (2013), via their theory of reciprocal determinism,
suggested that besides individual and sociocultural factors, individuals'
past sustainable practices may also influence their future sustainable
conduct. Use of reciprocal determinism and consideration of past sen-
sible practices as a determinant of future sustainable consumption
conduct would give an improved understanding of individual behav-
jour that, in turn, might help in developing and reinforcing sustainable
consumption practices among people. Such an understanding will also
reveal how past behaviour, in combination with other sociocultural
and individual factors, influences or shapes consumers' future sustain-
able consumption behaviour. Many recent studies also suggest that
past behaviour can be an important predictor of consumers' future
sustainable consumption behaviour and highlight the need to under-
stand the role of past behaviour in examining consumers' present sus-
tainable consumption behaviour (Koklic et al., 2019; Wu, Zeng, & Xie,
2017). However, most of the previous studies have ignored the
importance of past behaviour (Koklic et al., 2019; Ulusoy, 2016);
hence, it needs to be examined. The current study echoes the conten-
tion that past behaviour along with other individual and situational
variables can affect consumers' future sustainable consumption
behaviour.

In Asia, sustainable consumption studies are limited (Wang et al.,
2014; Yadav & Pathak, 2017). The majority of prior research in India
is limited to examining consumers' attitude towards green purchasing
(Yadav & Pathak, 2017). The prevailing sustainable attitude-behaviour
discrepancy and a lack of appropriate account thereof, paucity of
research examining the effect of past sustainable behaviour on con-
sumers' sustainable consumption practices, and an absence of ade-
quate research on sustainable consumption practices in India act as
motivation to investigate the crucial determinants of consumers' sus-
tainable consumption intention (SCI).

Respondents selected for the study were young and educated.
This segment of respondents was chosen because it acts crucially
when bringing about preferred changes in sustainable consumption
(Kanchanapibul, Lacka, Wang, & Chan, 2014; Moon, Javaid, Kiran,
Awan, & Farooq, 2018). Also, this consumer group has rarely been
examined in the past for sustainable consumption behaviour
(Kanchanapibul et al., 2014). India is a large market and has substantial
potential for sustainable consumption. Delhi is the capital of India and
a probable entry point for global sustainable marketers to the country.

An understanding of the predictors of sustainable consumption will

assist in the development of appropriate marketing strategies for
increasing consumers' adoption of sustainable consumption practices.
In light of the discussion above, the present examination

addresses the following research questions:

1. How does past sustainable behaviour, supportive behaviour
towards environmental organisations, consumers' knowledge
regarding sustainability related issues, consumer attitude towards
sustainable consumption, perceived behavioural control (PBC),
subjective norm, and drive for environmental responsibility (DE)
affect future SCI?

2. Does attitude towards sustainable consumption mediate the rela-
tionship between: (a) perceived knowledge towards sustainability
issues (PKS) and SCI and (b) DE and SCI?

The paper is arranged as follows: Section 2 provides literature
review and a proposed research model. Section 3 describes the vari-
ous measures and the data collection procedure. Section 4 presents
analysis while results are discussed in Section 5. Implications are spec-
ified in Section 6. Conclusions and future research guidelines are pro-

vided in the final section.

2 | LITERATURE REVIEW

Previous studies in sustainable consumption have explored the vari-
ous values, attitudes, and intentions behind purchasing sustainable
products (Liobikiené, Grincevitiené, & Bernatoniené, 2017; Tanner &
Wolfing Kast, 2003). The theory of planned behaviour (TPB; Ajzen,
1985) is an important theoretical approach that has been used in sus-
tainable consumption literature. According to the TPB (Fishbein &
Ajzen, 2005), the behaviour is a function of behavioural intentions,
which are in turn determined by the behavioural, normative, and con-
trol beliefs about a particular action.

Numerous studies have utilised TPB for investigating consumer atti-
tude, intentions, and actual purchasing with respect to sustainable prod-
ucts (Arvola et al., 2008; Yadav & Pathak, 2016). Although it is evident
from earlier studies that the TPB is a valid model to study green behav-
iour, it has rarely been examined in the context of SCI in India. Further, it
is open for modification and extension (Ajzen, 1985). Although TPB
proves to be a robust model for sustainable behaviour, various scholars
(Lee, 2014; Wu et al.,, 2017), criticise the theory as TPB does not accom-
modate the role of respondent's past behaviour and habits.

Phipps et al. (2013, p. 1229) through their theory of reciprocal
determinism stressed that “one form of sustainable behaviour has the
potential to impact other forms of sustainable behaviour, and that
present sustainability related consumption behaviours affect future
sustainable consumption behaviours.” The framework stressed that
considering past sustainable behaviour as a determinant of future sus-
tainable behaviour combined with other factors could reveal new
dimensions of consumer's sustainable consumption behaviour. Lee
(2014) likewise proposed future research to think about these

suggestions.
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This study extends the TPB by including the recommendations of
reciprocal determinism theory and incorporate three new variables
and five new relationships. The proposed model investigates the influ-
ence of six antecedents (knowledge towards sustainability issues, atti-
tude towards (ASC) sustainable consumption, subjective norm, PBC,
supportive behaviour towards environmental organisations, and DE)
on consumers' sustainable purchase intention. The present study
advances research on sustainable consumption behaviour in three
ways. First, it investigates the impact of past sustainable behaviour
(supportive behaviour towards environmental organisations) on con-
sumers' SCI. Second, the study includes DE and checks its impact on
ASC, which further affects consumer's SCI. Third, it determines the
direct and indirect impacts of sustainability knowledge on consumer's
SCI. Figure 1 shows the proposed model.

2.1 | Supportive behaviour for environmental
organisations

Although significant literature has covered sustainable consumption
in the past, very few studies have studied the association between
consumers' sustainable behaviour and their future sustainable behav-
iour (Phipps et al., 2013). In one such study, Eze & Ndubisi (2013)
found that pro environmental behaviour positively influenced con-
sumer green purchase behaviour. However, Laroche, Bergeron, and
Barbaro-Forleo (2001) found contradictory results, and argued that
environmentally friendly behaviour did not have a significant effect
on consumers' willingness to pay extra for environmentally friendly
goods. The theory of reciprocal determinism also proposes that past
sustainable behaviour can predict future sustainable behaviour. Sup-

portive behaviour for environmental organisations is a type of

Perceived knowledge

sustainable conduct and refers to “consumer behaviour such as will-
ingly serving an environmental association, making donations to envi-
ronmental associations and joining in events planned by such
associations” (Lee, 2014, p. 2190). It can also be defined as the behav-
iour shown by the consumers that monetarily, ethically, or socially
bolsters an environmental association. Up to now, only one study
(Lee, 2014) has noticed a positive influence of supportive behaviour
towards environmental organisations on consumer sustainable con-

sumption, and this field warrants further attention. Thus we propose:

H1 Supportive behaviours for environmental organisations has a pos-

itive impact on consumers sustainable consumption intention

2.2 | Attitude towards sustainable consumption

Joshi and Rahman (2017, p. 7) defined ASC as the “consumer's cogni-
tive evaluation of sustainable consumption behaviour, it includes con-
sumer attitude towards green and fair purchasing”. Attitudes
influence intentions and consequently behaviour (Ajzen, 1985; Zhao
et al., 2014). Hines, Hungerford, and Tomera (1987), through meta-
analysis reveal that there is a higher possibility that people with strong
positive environmental attitudes will involve in ecologically account-
able conduct and buy sustainable goods.

Though, many other studies also observed a weak link among con-
sumer attitude and sustainable consumption conduct (e.g., Dauvis,
1995). As prior research has mixed observations, further research is
essential to examine this relationship. Further, some of the prior stud-
ies have also suggested the need to study the impact of attitude on
SCI (Joshi & Rahman, 2017; Zhao et al., 2014). Thus we propose:

towards sustainability issues
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H2 Consumers attitude towards sustainable consumption has a posi-
tive impact on their sustainable consumption intention.

2.3 | Perceived knowledge towards sustainability
issues

Perceived knowledge towards sustainability issues can be explained
as consumer's own perception or perceived knowledge of social and
ecological concerns (Chan, 2001). Most of the previous studies on
consumers' ecological knowledge have conveyed that environmental
knowledge positively influences consumers to adopt sustainable con-
sumption practices, and consumers with greater knowledge of ecolog-
ical and social issues are more motivated to display ecologically and
socially responsible behaviour (Joshi & Rahman, 2017; Kanchanapibul
et al., 2014). Also consumers' inadequate awareness about sustainabil-
ity issues were observed to make consumers unclear regarding which
products to choose and hindered the consumption of sustainable
products (De Carvalho, de Fatima, & Rita, 2015). Some researchers
have observed a non-significant relationship between ecological
knowledge and purchasing practices (Kollmuss & Agyeman, 2002;
Wolsink, 2007). Based on the mixed results as discussed above, it can
be said that the relationship between knowledge and conduct is still
not clear and more investigations are required to uncover this rela-

tionship. Thus to determine this relationship, we propose:

H3 Consumers' perceived knowledge towards sustainability issues

has a positive impact on their sustainable consumption intention.

While a direct relationship between knowledge and sustainable
consumption behaviour (Kanchanapibul et al, 2014) has been
reported, a link between knowledge and the attitude has also been
established in the literature. Along this line, Kaiser, Wolfing, and
Fuhrer (1999), provided environmental knowledge and attentiveness
as an essential element for building up of pro environmental approach
and belief. Further, such attitude advances consumers' orientation to
behave in an environment friendly manner.

Some of the studies established a direct association among eco-
logical attitude and ecological knowledge (e.g., Frick, Kaiser, & Wilson,
2006). Researchers have, in the past, observed the link between eco-
logical knowledge, attitude, and behaviour. It was observed that
increased environmental knowledge enhances the consumers' attitude
towards the environment that further enhances consumer SCI and
behaviour (Joshi & Rahman, 2015; Yadav & Pathak, 2017). On the
basis of the discussion above, it is hypothesised:

H4 Consumers' perceived knowledge towards sustainability issues
has a positive impact on their attitude towards sustainable

consumption.

H5 Attitude towards sustainable consumption mediates the relation-
ship between perceived knowledge towards sustainability issues and

sustainable consumption intention

2.4 | Perceived behavioural control

Perceived behavioural control reflects “one's perception of control
over resources like necessary skills, confidence and the capability to
carry out the behaviour, and also perceived control over external con-
texts like time and money to conduct a specific behaviour” (Armitage,
Armitage, Conner, Loach, & Willetts, 1999, p. 302). People possessing
the requisite resources or prospects to display a certain behaviour dis-
play strong behavioural intentions (White Baker, Al-Gahtani, &
Hubona, 2007). White Baker et al. (2007) reported that PBC directly
influenced intention to carry out a behaviour. In various studies
related to sustainable consumption, PBC has been shown to signifi-
cantly and positively impact SCI (Wang et al., 2014; Yadav & Pathak,
2017). However, Arvola et al. (2008) observed a non-association
among PBC and green purchase intention. It may be said that
although some evidence exists that PBC has a positive impact on
green purchase intention, more empirical research is needed owing to
inadequate research in the field. Further, previous studies (e.g.,
Wiederhold & Martinez, 2018) suggest to inspect the influence of
PBC on SCI. Thus, it is hypothesised:

H6 Perceived behavioural control has a positive impact on con-

sumers' sustainable consumption intention.

2.5 | Drive for environmental responsibility

Kumar and Ghodeswar (2015, p. 332) have explained DE as the “con-
sumers' commitment and endeavour towards protecting the environ-
ment and individual-level activities intended to improve the quality of
the environment.” Customers may realise their duty towards ensuring
their environment if they understand the impact of ecological degra-
dation on people and other living animals (Yadav & Pathak, 2017).
Consumers feel associated with issues linked with nature protection
and trust that they can exclusively contribute towards ecological secu-
rity by embracing ecologically favourable practices (Lee, 2008); in this
way, they make genuine endeavours to ensure nature through the
practice of appropriate individual level sustainable activities. They
intrinsically care about the planet's fortune thus protect nature
(Kumar & Ghodeswar, 2015).

Understanding of the environmental issues makes them sensitive
towards the nature-related problems and lead them to act in an envi-
ronmentally friendly manner (Pickett-Baker & Ozaki, 2008; Zuraidah
et al., 2012) and show sustainable consumption behaviour. Thus, we

propose:

H7 Drive for environmental responsibility has a positive impact on

consumer's sustainable consumption intention.

Drive for environmental responsibility reflects the commitment
for nature and the will to protect it (Chan, 2001). Consumers commit-
ment for nature and their will to protect it frames a positive attitude

towards environmental protection (Pickett-Baker & Ozaki, 2008;
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Zuraidah et al., 2012) and promote sustainable consumption practices.
Likewise, those showing higher DE care more for the environment
and are more motivated to bolster green activities of firms or govern-
ments. Thus, higher DE would provoke positive attitude towards
green practices. Some of the studies have shown a positive link
between ecological orientation and ecological attitude (e.g.,
Mostafa, 2007).

Chan (2001) argued that DE functioned at the emotional level to
inspire attitude that may further affect intention. Studies have found
that attitude influence daily life activities via intention and behaviour
(Ajzen, 1985; Joshi & Rahman, 2017). Despite of some empirical evi-
dence, studies on the link between the DE and SCI are scarce and
needs attention. (Kumar & Ghodeswar, 2015). This study furthers the
examination of the aforementioned association on the basis of litera-
ture and anticipates that DE will enhance consumers' ASC that would

further influence consumers' SCI. Thus, we propose:

H8 Drive for environmental responsibility has a positive impact on

consumers' attitude towards sustainable consumption.

H9 Attitude towards sustainable consumption mediates the relation-
ship between drive for environmental responsibility and sustainable

consumption intention.

2.6 | Subjective Norm

Subjective norm has been defined as “perceived social force to carry
out a particular behaviour” (Ajzen, 1985, p. 14). It states to the “indi-
vidual's perception of significant referents' opinions toward a behav-
iour and can be explained as an individual's perception of the social
response towards an action performed or not performed by the indi-
vidual” (White Baker et al., 2007, p. 361). Subjective norm has been
found to drastically alter individuals' consumption lifestyles (e.g., dis-
posing of material objects and lowering the degree of consumption).
People respond to social norm and social pressure and look up to
social norm as an indicator of what is acceptable and expected (Con-
nell, 2010; Lee, 2010).

Many studies have observed a positive association between social
groups or social norms and sustainable consumption behaviour such
as: sustainable products purchase intention and behaviour (Joshi &
Rahman, 2017; Lee, 2010) and recycling intention and behaviour
(Connell, 2010; Wan, Cheung, & Shen, 2012). However, some empiri-
cal research has found that subjective norm does not have an associa-
tion with some types of sustainable consumption practices (such as
domestic electricity conservation; He & Kua, 2013; Kua & Wong,
2012). Subjective norms were also observed to be weakly associated
with the consumption of low-involvement items (Kuenzel & Musters,
2007). Mixed results from previous studies necessitate further
research in the area.

To this end, we hypothesise:

H10 Subjective norm has a positive impact on consumer's sustain-
able consumption intention.

3 | METHODS

3.1 | Sample

The population of this study was young adults living in Delhi. Con-
sumers selected for the study were young and educated because they
act as a crucial factor in influencing preferred changes in green con-
sumption. Young purchasers have versatile thoughts and ability in
understanding the significance of green purchasing (Kanchanapibul
et al., 2014). Recent studies have found that young educated con-
sumers are more prone to engage in environmental behaviours in
emerging economies (Khare, 2015; Yadav & Pathak, 2017), and under-
standing their consumption behaviour may provide valuable insights
as to how their consumption patterns are going to shape up in future
(Moon et al., 2018). Understanding students' green consumption is
imperative because they constitute an understudied group of the pop-
ulation in environmental research (Chuvieco, Burgui-Burgui, Da Silva,
Hussein, & Alkaabi, 2018; Yadav & Pathak, 2017). Therefore, 325 uni-
versity/college students of Delhi constitute the sample of this study.
The students were 15-30 years of age and represent pan India demo-
graphics (Table 1). Many of the prior studies have also considered this
age group (Chaudhary & Bisai, 2018; Stobbelaar et al., 2007; Tuncer,
Ertepinar, Tekkaya, & Sungur, 2005). In this study, the researcher
included 25 items for seven distinct constructs. Kline (2015) and Hair,
Hult, Ringle, Sarstedt, and Thiele (2017) suggest that there should be
at minimum 5-10 responses against each observed indicator (item) to
estimate the minimum sample size. In the present study, the total
number of observed variables was 25, and multiplying it by 10
resulted in 250 respondents. Hence, the sample of 325 is found ade-
quate for the study.

To collect the sample for the study, Delhi city is selected as Delhi
is largely multicultural, multilinguistic, and cosmopolitan in nature due
to the large number of people it harbours from all over India (Das &

TABLE 1 Descriptive statistics

Details of Respondents (n = 325)  Frequency (s)  Percentage (%)

Gender
Male 187 57.53
Female 138 42.46
Age
15-20 135 41.53
21-25 142 43.70
26 to 30 48 14.77
Education
Under Graduate 182 56.00
Post Graduate 112 34.46
Others 31 9.54
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Kini, 2018). Students come to Delhi from all over the country in sea-
rch of education and work. Thus, it acts a microcosm of the Indian
population and represent pan India demographics. Also Delhi is the
capital of India and a possible passage for global sustainable marketers

to make an entry in the country.

3.2 | Measures

Six items of PKS (ax = 0.88) were adopted from Ellen, Eroglu, and
Webb (1997). Three items of ASC (« = 0.90) were adopted from Chan
(2001), and three items to measure PBC (a = 0.80) were adopted from
Kim and Han (2010). Three items of subjective norm (a = 0.84) were
adopted from Armitage et al. (1999), and five items of DE (« = 0.81)
were adopted from Kumar and Ghodeswar (2015).

In order to analyse the supportive behaviour towards the environ-
mental organisations, two items (a« = 0.80) from Lee (2014) were
adopted. For assessing consumers' SCI, Three items (x = 0.86) from
Chan (2001) were adopted (see Appendix 1). As per Burns and Bush
(2006), for a reliable scale, Cronbach alpha (x) should be equal to
or greater than 0.65. Hence, all the scales considered in this study

are valid.

3.3 | Procedure

We collected data through a self-administered survey questionnaire
using convenience sampling from the university/college students.
Before settling the final questionnaire, a pilot study of 50 respondents
using convenience sampling was done. A final survey questionnaire
was then made that comprises sustainable consumption items and
some questions related to demographic information.

The data has been collected by convenience sampling using a
group administration approach on a face-to-face survey. The respon-
dents were assured about anonymity and confidentiality. They were
also given the right to refuse participation and also to refuse to
answer any question they deemed to be too sensitive or that they felt
uncomfortable about. The respondents were recruited by visiting the
various universities/colleges and in a face-to-face administration
approach. Responses were collected when the respondents were free
from their commitments (i.e., at lunch, break, and other free time). The
universities/colleges have been selected on the basis of convenience
where researchers were able to get the access. A total of 380 ques-
tionnaires were circulated to prospective respondents in the univer-
sity/college campuses and collected back once they were filled. Out
of the 380 respondents, 45 did not return the survey questionnaire
after excluding 20 questionnaires with missing responses; 325
responses were included in the study. Those participants who did not
respond to the questionnaires mentioned lack of time as the main rea-
son. The participation in the survey was purely voluntary. Consent
regarding the survey has been taken from the parents of the students
who are in the age group of 15-17 years. Although the findings of a
convenience sampling approach may limit the generalizability of the
study, authors such as Cheah and Phau (2011) and DelVecchio (2000)

suggest that students and a young sample are reliable in such studies.

4 | DATA ANALYSIS AND RESULTS

Before proceeding for further analysis, the data were checked for
common method biases (CMB). Self-reported surveys are susceptible
to CMB and to control this potential bias, statistical solutions rec-
ommended by Podsakoff, MacKenzie, and Podsakoff (2012) were
followed. Further Harman's single factor were calculated. The result
of exploratory factor analysis shows that unrotated single factor
explains only 19% of variation (<50%), which means 81% of the varia-
tion is explained by rest other factors. Hence, absence of common
method bias. Further common latent factor (CLF < 50%) was calcu-
lated and the results determined that the data have no CMB issues.

To examine variations among groups based on gender, age, and
educational status regarding supportive behaviour towards environ-
mental organisations, social influence, exposure to sustainability
related messages through media, ASC, knowledge towards sustainabil-
ity related issues, perceived consumer effectiveness, and sustainable
consumption, multivariate analysis of variance was done. Wilks'
lambda (A) measures were used, and the result showed no significant
effect of (a) gender (F(3, 2,630) = 1.62, A = .99, non-significant); (b)
educational level (F(12, 4,320) = 1.53, A = .97, non-significant); and (c)
age (F(12, 5263) = 1.21, A = .98, non-significant) on the study vari-
ables. These results, show that there is no likelihood of any conceiv-
able interaction among sex, educational level, and age as covariates in
further investigation. These results are in line with previous studies as
some of the previous studies have suggested that young consumer
segment is a relatively more homogeneous group and possesses uni-
form consumption habits (Chaudhary & Bisai, 2018; Joshi & Rahman,
2016; Lee, 2014; Uddin & Khan, 2016).

The Kaiser-Meyer-Olkin test was performed for determining sam-
ple adequacy, and the score acquired is 0.88 that specifies adequacy.
Table 2 exhibits the mean, standard deviation, and correlation for each
factor. In the present study, a two-stage modelling approach is used
that includes: first, establishing a measurement model; and second,
the structural model. Measurement model purification has been per-
formed through confirmatory factor analysis and reliability tested
through Cronbach's a coefficient.

The results of confirmatory factor analysis exhibit an excellent fit
to the data (x2(251) = 407.75 p < .0001; CMIN/DF = 1.624, RMSEA =
0.044, NFI = 0.920, CFl = 0.967, GFI = 0.912, and AGFI = 0.886). The
reliability for all the considered variables were more than the accept-
able limit of 0.70, reflecting good internal consistency. After examina-
tion of reliability, validity of the constructs was evaluated. First,
convergent validity was evaluated by assessing the factor loadings of
the model (Anderson & Gerbing, 1988). All the factor loading emerged
to be significant (all t values at p = .01 level) thereby confirming the
convergent validity of the measurement model (Table 3).

Second, the discriminant validity of the total measurement model
was evaluated by examining the value of significance of interconstruct
correlation. The value was found to be less than 1 (Bagozzi &
Heatherton, 1994). The average variance extracted was compared

with the squared inter construct correlations among all variables
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TABLE 2 Correlations, means, and standard deviations

n=325 M SD 1 2 3

1. Age 213 075 - - -

2. Gender 132 047 .033 - -

3. Education 147 074 .066 .048 -

4. Drive for environmental 3.47 1.93 .082 -.087 —-.003
responsibility

5. Perceived knowledge 348 189 .039 —.062 .034
towards sustainability
issues

6. Supportive behaviour 3.36 1.73 -.033 —.207%* —.065
towards environmental
organisations

7. Perceived behavioural 337 166 .105 —-.088 -.016
control

8. Subjective norm 342 174 142 —083 -.027

9. Attitude towards 3.15 1.79 -.076 -.074 -.053
sustainable consumption

10. Sustainable 3.68 176 -.023 —.112% -.072

consumption intention

4 5 6 7 8 9 10

544 193 .038 .085 115 256 149
439#*% 585 .031 153 .089 265 169
J195%% - 182%% 677 1256 175 124 219
292%%  393**  353** 592 .343 204 341
344xx  299%k  415%  583** 654 221 461
509%%  517%k  356%k  452%k  474%% 762 364
393%k  416%k  471%k 587k 68%** .600%** 659

Note: The bold numbers in the cells of diagonal line are the average variance extracted. The numbers in the cells above the diagonal line are the square of

correlations. The numbers in the cells below the diagonal line are the correlations.

Abbreviations: M, mean; SD, standard deviation.
*p <.05,; **p < .01.

(Fornell & Larcker, 1981). As shown in Table 2, all average variance
extracted estimates ranged from 0.55 to 0.75 and were greater than
the corresponding squared inter construct correlation, demonstrating
discriminant validity (Table 2).

The structural model was assessed, and the overall fit statistics as
presented in Table 4 indicate an adequate level of fit. Estimated struc-
tural coefficients were then inspected to assess the various hypothe-
ses. As per the research model, the study proposes various paths
existing among the antecedents of attitude towards sustainable con-
sumption and SCI.

As evident in Table 5, the study findings suggest that all the rela-
tionships hypothesised in the research model were significant. Hypoth-
esis 1 stated that supportive behaviour towards environmental
organisations positively influenced SCI. As depicted in the direct effect
model, supportive behaviour towards environmental organisations posi-
tively predicted SCI of young consumers (8 = .19, p < .001), upholding
Hypothesis 1. Hypothesis 2 stated that ASC has a positive impact on
SCI. As depicted in the full mediation model, ASC positively influenced
SCI (B = .34, p < .001), supporting Hypothesis 2. Further, as depicted in
the direct effect model, PKS positively influenced SCI (8 = .14, p < .05),
supporting Hypothesis 3. As shown in the direct effect model, PKS pos-
itively influenced ASC, (R = .30, p < .05) supporting Hypothesis 4.

Further subjective norm positively influenced SCI of young con-
sumers (B = .47, p < .001), supporting Hypothesis 10. Also, as depicted
in the direct effect model, PBC positively predicted SCI of young con-
sumers (B = .17, p < .01), supporting Hypothesis 6. Hypothesis 7
stated that DE has a positive influence on SCI. As depicted in the
direct effect model, DE positively influenced SCI of young consumers

(B = .10, p < .05), supporting Hypothesis 7. Further, as depicted in the

full mediation model, DE positively influenced ASC (3 = .44, p < .001),
supporting Hypothesis 8. Thus, all the direct hypotheses were found
to be true, and a significant relationship was found among constructs.

To test the mediation hypotheses, a series of mediation analysis
was performed. The results of mediating paths were summarised in
the full mediation model (see Table 4). PKS was positively related to
ASC (B = .30, p < .001), and ASC was positively related to SCI (B = .34,
p < .001). The indirect influence of PKS on the SCl is (.30 x .34) =
0.10, which is greater than the direct effect, that is, .14 (see direct
model); thus, Hypothesis 5 is supported. DE was positively related to
ASC (B = .44, p < .001), and ASC was positively related to SCI (8 = .34,
p < .001). The indirect influence of DE on the SCl is (.44 x .34) =.14,
which is greater than the direct effect, that is, .10 (see direct model);
thus, Hypothesis 9 is supported.

Additionally, the testing approach of Baron and Kenny (1986) was
executed to inspect whether ASC was a mediating variable. According
to the direct model in Table 5, DE and PKS demonstrated significant
path coefficients (DE — SCI: 0.10, p < .05; PKS — SCI: 0.14, p < .05)
on SCI; thus, they were upheld through the first step of the test. Fur-
ther, in the full mediation model, the path coefficients of DE and PKS
on ASC were found to be significant (DE — ASC: 0.44, p < .001; PKS
— ASC: 0.30, p < .001), which qualifies the second step of the test.
The path coefficients of ASC to SCI (ASC — SCI: 0.34, p < .001) was
also significant, which qualified the next step of the test. Finally, in
the regression path of partial mediation model, the path coefficients
DE to SCI and PKS to SCI were observed to be insignificant, which
qualified the final condition of Baron and Kenny's test, indicating that

ASC acted as a significant mediator in the model.



8of 14 WI LEY JOSHI eT AL
TABLE 3 Overall reliability of the constructs and factor loadings of indicators
Construct Indicators AVE Cronbach's a/CR Factor loadings T-value
Drive for environmental responsibility DE 1 0.550 0.81/0.851 0.841 9.16%%*
DE 2 - - 0.848 10.572#x*
DE 3 - - 0.726 9.733k%
DE 4 - - 0.768 10.034:#5x
DE 5 - - 0.429 6.818%x*
Perceived knowledge towards sustainability issue PKS 1 0.570 0.88/0.889 0.588 9.388:*
PKS 2 = = 0.535 8.727%#*
PKS 3 = = 0.855 12.096%#*
PKS 4 = = 0.886 12.349:sx
PKS 5 = = 0.890 12.3807#*
PKS 6 = = 0.734 10.994
Subjective norm SN 1 0.660 0.84/0.852 0.864 12.305%#*
SN 2 - - 0.805 11.782:#x
SN3 - - 0.761 11.356%*x*
Perceived behavioural control PBC 1 0.582 0.80/0.817 0.756 11.197##*
PBC 2 = = 0.767 11.309:x*
PBC 3 = = 0.796 11.581 s
Supportive behaviour towards environmental organisations SB 1 0.682 0.80/0.805 0.811 11.045%#*
SB 2 - - 0.831 11.1850%sx*
Attitude towards sustainable consumption ASC 1 0.759 0.90/0.904 0.891 12.3327%5%*
ASC 2 - - 0.898 12.337##x
ASC 3 = = 0.823 11.7445x
Sustainable consumption intention SCl1 0.659 0.86/0.853 0.769 11.372%#xx
SCl 2 - - 0.856 12,158
SCI3 - - 0.873 12.298:#:x*

Abbreviations: AVE, average variance extracted; ASC, attitude towards sustainable consumption; CR, construct or composite reliability; DE, drive for
environmental responsibility; PBC, perceived behavioural control; PKS, perceived knowledge towards sustainability issue; SB, supportive behaviour
towards environmental organisations; SCI, sustainable consumption intention; SN, subjective norm.

#ikp <001,

TABLE 4 Results for fit indices of structural models

Model ¥? ¥2/df (<3)  Ax?
316.21"" (df = 194) 1.63 -
45522+ (df = 254) 1.79 139.01
458.03#** (df = 253)  1.81 2.81

Direct effects model
Full mediation model

Partial mediation model

GFI(>0.9) AGFI(>0.9) CFI(>0.9) NFI(>0.9) RMSEA (<0.08)
0.923 0.899 0.969 0.924 0.044
0.904 0.877 0.958 0.911 0.049
0.903 0.876 0.957 0.910 0.050

Note: Ay? represents the 2 differences between the model and the following model. Fit indices criteria refer to Hair et al. (2006).
Abbreviations: AGFI, adjusted goodness of fit index; CFl, comparative fit index; GFl, goodness of fit index; NFI, normed fit index; RMSEA, root mean

square error of approximation.
wrkp < 001,

Further, the parameters of model fit indices show an excellent
model fit for the full mediation model. The value of the adaptable indi-
ces are y® = 45522, df = 254, y*/df = 2.03, GFI = 0.902, AGFI =
0.875, CFl = 0.952, NFl = 0.910, and RMSEA = 0.054. The adaptability
indices were satisfactory. Additionally, the direct relations of DE to
SCl and PKS to SCI became insignificant in the partial mediation

model. Therefore, the full mediation model is best suited to the study,

and path analysis of structural model confirmed the full mediation of
ASC between DE and SCI and PKS and SClI (see Table 5).

Further to strengthen the results, mediation analysis was again
checked by adopting the bootstrap procedure using structural equa-
tion modeling (SEM), which also helps in overcoming the certain key
problem associated with Baron and Kenny (1986) approach (unable to

explain and provide a statistical test for the indirect effect caused by
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TABLE 5 Path analysis of structural model
Standardised path coefficients (t-value)
Direct effects model Full mediation model Partial mediation model
DE — SCI 0.10 (2.12%) 0.02 (.40)
PKS — SCI 0.14 (2.44%) 0.06 (1.11)
SB — SCI 0.19 (3.67+#%*%) 0.14 (2.61%*) 0.15 (2.81%*)
PBC — SCI 0.17 (2.01%) 0.22 (2.78%*%) 0.17 (2.04%)
SN — SCI 0.47 (5.61%%%) 0.40 (5.07™ 0.43 (5.04™
DE — ASC 0.44 (6.53™ 0.44 (6.59™
PKS — ASC 0.30 (453" 0.30 (453"
ASC — SCI 0.34(7.13™ 0.32(5.26"

Abbreviations: DE, drive for environmental responsibility; PBC, perceived behavioural control; PKS, perceived knowledge towards sustainability issues; SB,
supportive behaviour towards environmental organisations; SCI, sustainable consumption intention; SN, subjective norm.

*i¥p < ,001;; **p < .01;; *p < .05

independent variables on dependent variables through proposed
mediating variables) and Sobel test for mediation (undefined assump-
tion of normality in cases of small samples and possibility of a Type |
error; Shrout & Bolger, 2002; Preacher & Hayes, 2004).

Instead of determining the mediation effect through ordinary least
squares through SPSS, SEM is used in Amos using maximum likelihood
estimation to examine the magnitude and direction of the direct and
indirect effect that one variable has on another, in accordance to the
hypotheses. In a bootstrap method, random sampling using replace-
ment procedure is used to create 1,000 samples from the original data
set (Shrout & Bolger, 2002). The next SEM model was tested using
these bootstrapped procedures to produce 1,000 estimates of each
path coefficient. The further indirect effect of predictor variable is
estimated through the output from 1,000 estimates of each path
coefficient. Results obtained through bootstrapping mediation analy-
sis indicate that consumer ASC mediates all the relationships existing
between predictor variables (PKS and DER), and consumer SCI as the
indirect effect of all the hypothesised paths are significant.

5 | DISCUSSION

As depicted in the direct effect model, supportive behaviour towards
environmental organisations positively predicted SCI of young con-
sumers (H1, B = .19). This result is complemented by the findings of
Lee (2014) who also observed similar results. Therefore, findings spec-
ify that past sustainable behaviour has an effect on consumers' inten-
tion to adopt sustainable consumption behaviour. Based on their
experience from previous sustainable activities, they develop a sense
of accountability and social responsibility that encourages them to
adopt such behaviour in the present.

Further, consumer ASC was found to positively predict SCI (H2,
3 = .34). These findings complement previous findings on sustainable
consumption (Moon et al., 2018; Yadav & Pathak, 2017.). This finding
implies that an individual's ASC is shaped through the individual's cog-

nitive assessment of the significance of sustainable consumption

practices (Chan, 2001). While displaying sustainable consumption
behaviour, people are in all likelihood going to make subjective judge-
ment (Joshi & Rahman, 2017).

Consumers' PKS appeared as a significant predictor of SCI (H3,
B = .14), thereby supporting Hypothesis 3. Although Hypothesis 3
was proven to be true, results showed that knowledge of sustainabil-
ity issues had a weak impact on consumer SCI. This finding appears to
validate the findings of previous studies that stated similar results (e.g.
Kanchanapibul et al., 2014). The finding implies that although con-
sumers may possess basic environmental knowledge relevant to daily
life, they might not necessarily have solutions to ecological problems;
inadequate awareness of sustainability problems hinders sustainable
consumption practices of people.

Further, it was found that ASC mediates the relationship between
PKS and SCI. This finding validates the results obtained by previous
studies (e.g., Ramayah, Lee, & Lim, 2012). Thus, adequate knowledge
is supposed to have a positive influence on the attitude, which further
affects consumers' SCI.

Perceived behavioural control has a positive influence on SCI (H6,
B = .17). This finding supports results obtained by previous studies
that found PBC to be a key determinant of various forms of SCI (e.g.
Wang et al., 2014).

Further, it was found that ASC mediates the relationship between
DE and SCI. Findings suggest that consumers that are internally driven
towards environmental protection and believe that environmental
issues are threatening our well-being and need to be dealt with
urgently develop favourable feelings towards the idea of sustainable
consumption. This is in agreement with previous studies (Kumar &
Ghodeswar, 2015).

Subjective norm was observed to have a positive influence on SCI
(H10, B = .47). This result can be enlightened on the basis of consumer
socialisation theory which described that social surrounding has a signifi-
cant effect on youngster's choice of consumption practices (John, 1999).

The findings of this study are similar to some of the studies in the
developed countries who have found TPB a strong theoretical frame-

work for examining the consumer's SCI (Chi, Gerard, Dephillips, Liu, &
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Sun, 2019; Judge, Warren-Myers, & Paladino, 2019). However the
strong impact of subjective norm might be attributed to the Indian
collectivistic culture. Being a collectivist culture, the individuals are
highly impacted by subjective norms and therefore show values and
behaviour affirmative to their social groups (Sinha, Sinha, Verma, &
Sinha, 2001; Triandis, 1995). Further, the results of the studies are
also similar to some of the studies in the developed countries who
have found past sustainable behaviour as an important determinant of
consumers' future sustainable intention and behaviour (e.g., Koklic
et al,, 2019).

Findings of this study provide marketers and policy makers oppor-
tunities to consider crucial determinates of SCI in their marketing and
policy decisions. This is of specific significance in regard to sustainable
consumption as ecological issues will probably become more serious
in the future (Wang et al., 2014).

These implications can be extended to other young consumer seg-
ments as previous studies have suggested that the young consumer
segment is a relatively more homogeneous group and possess uniform
consumption habits (Kjeldgaard & Askegaard, 2004). However, these
findings cannot be extended to other age groups because young
buyers differ from elderly people in thinking, habit, and attitude (Joshi
& Rahman, 2017)

6 | IMPLICATIONS

Findings of the study have major theoretical and managerial implica-
tions. The current study establishes SCI as an outcome of supportive
behaviour towards environmental organisations and confirms a recip-
rocal determinism theory-based behaviour-behaviour mechanism.

Further, the study highlights the role of ASC as a mediator
between: (a) DE and SCI; and (b) PKS and SCI.

The findings of this study contradict previous theories and
research that proposed behaviour as merely the outcome of situa-
tional and individual variables. The present study suggests that sus-
tainable consumption practices can be fostered by involving people in
sustainable consumption activities, for example, reusing and recycling
of products, planting of trees, and so forth. These activities may give
participants a feeling of involvement with nature and sustainable
behaviour; they may become more committed to showing ecologically
or socially responsible behaviour through emotional and rational
involvement.

Findings reveal that for young educated consumers, there exists a
favourable relationship between ASC and SCI, which supports the
sustainable attitude-behaviour relationship suggested in several stud-
ies (Chan, 2001; Zhao et al., 2014). However, there are studies that
have observed a poor or non-significant relationship between ecologi-
cal attitude and behaviour. This might be attributable to the presence
of various factors (such as eco-labelling and price) that intervene in
this attitude-behaviour relationship. This discrepancy between results
may be settled by recognising the basic factors that encourage or hin-
der the environmental attitude-behaviour relationship. In order to

promote sustainable consumption, marketers could opt to influence

consumer ASC. Social influence as another major determinant of sus-
tainable consumption behaviour suggests that a potentially successful
way to promote SCI could be to reinforce the social norm advocating
sustainable consumption behaviour.

Further, this study bridges the gap that exists due to lack of
research on the impact of DE on young consumers' SCI. (Lee, 2014)
by establishing a positive association between the two. DE and sus-
tainability knowledge were found to play a vital role in framing SCI.
For this reason, marketing experts for environmentally sustainable
products should communicate that by adopting sustainable consump-
tion practices, individuals can satisfy their commitments and duties
towards nature. Techniques that make individuals realise their envi-
ronmental responsibilities and that such responsibilities could be ful-
filled by purchasing sustainable products would play a vital role in
converting consumers' DE into sustainable consumption choices.

The significant positive impact of PBC on consumers' SCI suggests
that those with greater confidence about performing sustainable con-
sumption activities would most likely exhibit such behaviour. To
increase consumers' perceived control to purchase sustainable prod-
ucts, marketers may provide more information on ecological issues. In
order to strengthen the PBC, clear communications should be ensured
to make individuals trust that their role is important to fight against

social and environmental issues.

7 | CONCLUSIONS

The unique contribution of this study that highlights its originality
value is the fact that the study establishes supportive behaviour
towards environmental organisations and DE as a predictor of future
SCI of consumers. It was found that SCI in young Indian consumers is
a combined function of their sociocultural factors (subjective norm),
individual variables (ASC, consumers' perceived knowledge of sustain-
ability issues, PBC, and DE), and past sustainable behaviour (support-
ive behaviour towards environmental organisations). Results are
largely similar to previous studies conducted in other countries (e.g.,
Lee, 2014).

Findings of this study show the insightful rigour of the extended
TPB in explaining consumers' SCI. Influence of all considered factors
assumes importance in shaping consumers' SCI. The results of the
study guide us to believe that policymakers and practitioners can use
different approaches to develop people's SCI. This study is thus suc-
cessful in providing an applicable model to determine SCI of Indian
consumers.

Like any other research, this study also has certain limitations. The
study uses self-respond surveys to collect data, which may cause
social responsibility bias. To lessen this possibility, measurement items
were taken from various sources. Respondents were told that there
was no right or wrong response. Participants were also requested to
fill the survey instruments by themselves and not copy answers. Find-
ings are applicable to young consumers only and cannot be general-
ised to other age groups because young buyers differ from elderly

people in thinking, habit, and attitude. Future studies can collect data
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from other age groups. Studies can also investigate the impact of dif-
ferent social groups (parents or friends, environmental activists, etc.)
on consumers' sustainable consumption practices. The influence of
other factors (such as eco-label, green-brand, store environment, etc.)
on sustainable consumption may also be explored.
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APPENDIX

A.1.| MEASUREMENT ITEMS

Constructs and scale items Sources

Perceived knowledge towards sustainability issues (PKS) Ellen et al. (1997)
PKS 1: I know | buy products and packages that are environmentally safe.

PKS 2: | know more about recycling than the average person.

PKS 3: I know how to select products and packages that reduce the amount of waste ending up in landfills.

PKS 4: | understand the environmental phrases and symbols on the product package.

PKS 5: | am very knowledgeable about environmental and social issues.

Attitude towards sustainable consumption (ASC) Chan (2001)
ASC 1: | like the idea of sustainable consumption.

ASC 2: Sustainable consumption is a good idea.

ASC 3: | have a favourable attitude towards purchasing a sustainable version of a product.

Subjective norm (SN) Armitage et al. (1999)
SN 1: People who are important to me think | should purchase sustainable products.

SN 2: People who are important to me would approve my adoption of sustainable consumption practices.

SN 3: People who are important to me want me to adopt a sustainable consumption lifestyle.

Sustainable consumption intention (SCI) Chan (2001)
SCI 1: In future, | will consider adopting a sustainable consumption lifestyle.

SCI 2: In future, | will consider switching to other brands for ecological reasons.

SCI 3: In future, | plan to switch to a sustainable version of a product.

Perceived behavioural control (PBC) Kim and Han (2010)
PBC 1: Whether or not | buy sustainable products in place of conventional unsustainable products is completely up to
me.
PBC 2: | have resources, time, and opportunities to go for sustainable consumption practices.
PBC 3: 1 am confident that if | want, | can go for sustainable consumption practices instead of conventional
unsustainable practices.

Drive for environmental responsibility (DER) Kumar and Ghodeswar
DER 1: Supporting environmental protection makes me feel like an environmentally responsible person. (2015)

DER 2: | should be responsible for protecting our environment.

DER 3: Environmental protection starts with me.

DER 4: | would say | am emotionally involved in environmental protection issues.

DER 5: Supporting environmental protection makes me special.

Supportive behaviour for environmental organisations (SB) Lee (2014)
SB 1: How often do you serve as a volunteer helper in an environmental organisation?
SB 2: How often do you join an activity that is organised by an environmental organisation?
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