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ABSTRACT

In the mist of sustainable environment, centennials”’ quest towards green products are
facilitated by marketers by embracing green concepts in all the stages of product offerings.
However, empirical evidence are scant on green consumerism by employing hedonic
motivation and perceived moral obligation. It is also rare to use two contrast constructs with
different connotations. With this premise this research employed the Theory of Planned
Behaviour with the validation of hedonic motivation and perceived moral obligation on the
relationships between price perception; reference influence (information influence and value
expressive influence); green concern and green products purchase intention. Data collected
from centennials were analyzed through SPSS and two stage structural equation modelling,
correspondingly moderation analysis was conducted and highlighted the significance of
hedonism and perceived moral obligation.

Keywords: Green Consumerism; Hedonic Motivation; Reference Influence; Price Perception;
Perceived Moral Obligation; Green Concern.

INTRODUCTION

The global catastrophic environmental challenges nudge consumers to live environment
friendly and results in the increasing spate of green consumerism (Moisander, 2007). However,
several problems have been identified as daunting the growth pace of green consumerism and
adoption of green marketing in India (Jain & Kaur, 2004). Albeit, several studies investigated
the facets of green consumerism by inheriting the Theory of Planned Behaviour (TPB) and
Theory of Reasoned Action (TRA). The current research purports to explore the factors that
influence the centennials towards the purchase of green products by embarking on the ‘TPB’
with the consideration of price perception, informational influence, value expressive influence
and green concern; and identifies the influence of hedonic motivation and perceived moral
obligation. Though several studies were conducted, the current study empirically evidences the
significance of price perception on green consumerism as consumers perceive rather high price
for green products (Chao & Uhagile, 2020). On the other hand, the Government of India
asserted the citizens to fathom the responsibility of safeguarding the environment through all
means (Tenzin Norzom, 2019). Per se, different countries experience variations in consumer
attitude and behaviour (Ramachander, 1988) green consumerism among centennials in India
are necessarily studied. Though India is deemed to be one of the fastest growing economies in
the world 68.8 percentage of the people make their living with less than $2 a day and 30
percentage lesser than $1.25 (SOS Children’s villages Canada, n.d.) we presume price as a vital
factor that needs to be studied.
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The gap between intention and behaviour is ubiquitous (Ajzen & Fishbein, 2005) which
can also be narrowed down by suitable factors; Peattie (2010) considered confidence generated
out of the benefits derived from the environment. Similarly, several researchers considered
respective factors that suit to the context; therefore, we considered perceived moral obligation
and hedonic motivation as pivotal that are the mediating constructs which would bridge the
gap between the intention and behaviour in the context of green consumerism in the Indian
context. Centennials or Generation ‘Z’ are the one who are born during 1994-2010, digital
natives; try to use technology and inclined towards economic prosperity and security (Glocal
Thinking, 2016). Customers who frequently use technology are presumed to be hedonic
(Qasem, 2021), centennials are technology savvy, hence centennials were considered as
hedonic and from the literature they were not studied in the context of green consumerism. It
was also learned that centennials would pay premium price for sustainable items (Adage, 2020)
which made us to empirically test in the Indian context. Several researches have also reiterated
the significance of consuming green products (Ritter et al., 2015) in the cusp of economic
holocaust attributed through health and environment that have been addressed periodically
through several forms. Informational influence is ascribed as the impact of messages send by
peers (Wang et al., 2012), consumption experience (Hsu et al., 2006) on the attitude and
behaviour of consumers had been investigated by Mi et al. (2019) alongside the value
expressive influence without the construct price perception and green concern. However, few
researchers state the significance of price perception on purchase intention (Chang & Wildt,
1994); and green concern was also considered as a major factor to explain the purchase
intention of green products (Aman et al., 2012). Based on the discussions we proposed the
following research questions (RQ).

Ro1: What are the antecedents to purchase intention of green products among the centennials?

Ro2: What is the significance of hedonic motivation among the centennials towards the purchase of green
products?

Ros: What is the importance of perceived moral obligation on the purchase intention of green products?

This study makes manifold contributions to the green consumerism literature and to
facilitate the marketers in formulating realistic strategies that could be beneficial to both the
consumers and green marketers. The study was organized in such way as to identify the
antecedents that facilitates in nudging the consumers to purchase green products primarily.
Subsequently, the effect of hedonic motivation and perceived moral obligation on the intention
to purchase green products is investigated. Finally, the moderating role of gender and place of
birth (rural/urban) over the intention to purchase green products is identified. The aforesaid
contributions of the current study are worthy, as it synthesises knowledge that are required for
the marketers to formulate strategies in nudging the consumers to buy green products that
would keep away from health issues for the holistic development and sustainability of the
economy. However, Sreen et al. (2018) identified the scant awareness of Indian consumers
towards green products and signified the variations in gender and behaviour towards the
purchase intention and no study had addressed to befit these issues. Hence, the current research
intends to identify the green purchase intention of centennials as their attitude and behaviour
gets varied because of their emancipation towards the use of technology (Qasem, 2021) and
technology enabled platforms for their awareness and change in attitude (Kircaburun, 2020).
Further the study is presented as follows: first, the theoretical base and hypothesis is presented.
Then the methodology adopted to execute the study is outlined with sample, measures, and

2 1528-2678-25-3-421



Academy of Marketing Studies Journal Volume 25, Issue 3, 2021

data collection. Subsequently the results are presented, and discussions and implications are
detailed. Finally, the conclusion, limitations and scope for future research is presented.

THEORETICAL BACKGROUND AND HYPOTHESES
Green Consumerism

In economic perspective, green consumerism is the production, marketing and
consumption of goods and services that embraces environmental aspects (Akenji, 2014).
However, in consumers’ perspective it is the propensity to purchase products and services that
does not harm the environment. Currently the consumption of green products has become a
trend among the sections of the people in India (Roshni Balaji, 2020). However, as noticed it
also has become a fashion among the affluent class. Consequently, along with the established
companies startups also have started manufacturing and marketing green products to lure the
consumers. It is also believed that both consumers and marketers need to work holistically and
take concerted efforts for sustainable environment by means of manufacturing and
consumption. This forms the base for the increasing research in green consumerism. Several
researchers have acquainted the concept of green marketing like green washing and green
concern (Zhang et al. 2018); environmental concern (Paul et al., 2016); environmental
knowledge (Maichum et al., 2016) etc. Based on the discussions relating to the growing
importance of green consumerism and extant literature we proposed to have the current study.

Centennials

Centennials are the world largest demographic which who are born during 1996 — 2010
and is approximately 4.4 billion in 2020. They also represent 88 percentage of the domestic
income in the emerging markets and is predicted to control 47 percentage of the global funds
in 2025 (Irene Cruz Exposito, 2018). As they are the one who have good acquaintance with
internet it is learned that several strategies have been designed by business house to lure them.
Moreover, they are the one who need to lead the nation through cohort social media (Housand,
2016) by embracing sustainable environmental principles which is a surrogate of green
consumerism. With all these inputs about the centennials we have learned that they are the apt
study units whom they need to be considered for the study.

The Theory of Planned Behaviour

The Theory of Planned Behaviour (TPB) propounded by Ajzen (1985) has been robustly
used by several researchers to predict the human behaviour. It has been extensively used in
education (Opoku, 2020); medical psychology (Zhu, 2020); sports psychology (Chan, et al.,
2020); consumer psychology (Budovska, et al., 2020); retailing (Mishra et al., 2020) and etc.
Moreover, the extensive use of TPB by other researchers in green marketing (Amoako, 2020)
and sustainable environment (Tonglet, 2004) ushers to adopt TPB by incorporating green
concern, price perception, hedonic motivation and perceived moral obligation.

Price Perception

Price is a vital determinant of purchase decisions. In consumers perspective price is
defined as the payment made by the seller to buyer in return of goods or services (Schindler &
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Schindler, 2011). Several researchers have argued that price is also a characterisation of use
and exchange value. Generally rational consumers compare the relationship between price and
performance (Voss et al., 1998). High price marks the gap between attitude and behaviour with
reference to green products (Gleim et al., 2013; Joshi & Rahman, 2015).

Irrespective of the product, consumers intend to purchase products that are of low in
price; however, the green products are attributed as high priced than green attributes (Eze &
Ndubisi, 2013). Despite companies charge premium price for green products amidst the price
sensitiveness of consumers. Centennials are socially committed and maintain the sustainability
of the planet, careful in purchase decisions and concerned about quality. A recent study by
(Sanchez-Bravo et al. 2020) stated that young Indian consumers were willing to pay more for
sustainable products. Hence, based on these discussions from the extant literature we
considered the price perception construct.

Informational Influence

Seeking others to receive information before purchasing any product is in vogue.
Irrespective of the products, information provided by reliable sources would influence
everyone in the purchase decision. Per se, centennials are young customers who are born in the
internet age and connected to the social media networks for communication, seeking
information and suggestions and to provide information and share experience. Informational
influence entices the influence of individual’s attitudes and behaviours through the information
disseminated by others which may be in the form of feedback, suggestions, recommendations
and users’ experience (Ramos & Rodrigues, 2020). Informational influence is a surrogate
construct of subjective and social norm and the information made by friends and relatives
significantly influence the purchase intention (Li et al., 2015). As signified by Chen & Peng
(2014) altruistic consumers seek exhaustive information about the product they purchase,
however Mi et al. (2019) asserted that sometimes for ordinary commodities self-interest would
also leads to purchase intention. As various researchers have differences towards the influence
of information and self-interest on purchase intention, we considered this construct.

Value-Expressive Influence

Value expressiveness in the context of green consumerism is intending to purchase green
products as oneself values the environment (Maio & Olson, 2000), it is also attributed as an
emotional state of consumers that intrudes to transact with others in pursuit of realizing group
belongingness and enables to enhance the identity for self-elevation (Li et al., 2015). Though
value-expressiveness influences individuals’ brand choices to assimilate consumers with the
endeared inspirational groups (Hammerl et al., 2016) as has been used by Hong & Tam (2006)
in the context of intention to use mobile services, this study intends to address the centennials’
embarkment on value-expressiveness towards green products purchase intention.

Green Concern

Consumers’ awareness about environmental issues and their inclination to alleviate those
issues (Akehurst et al., 2012) could be meant as green concern. Biswas and Roy (2015)
identified strong positive relationships between green concern and environmental
responsibility that mandates to adopt environmental-friendly behaviour. Further, consumers
cannot be forced to buy green products rather their concern towards the environment nudges

to buy green products and could witness a growing environmental concern among the Indian
4 1528-2678-25-3-421



Academy of Marketing Studies Journal Volume 25, Issue 3, 2021

consumers (Kumar et al., 2019). Based on the discussion we felt that green concern is a subject
that needs to be studied when investigating the green products purchase intention.

Hedonic Motivation

Hedonic motivation is the embodiment of fun and playfulness within an individual that
could be manifested in all acts (Holbrook & Hirschman, 1982). As mentioned by
O’Shaughnessy (2007) everyone possess hedonism as pleasure remains pivotal. Similarly, in
the context of shopping hedonic motivation exudes creativity, novelty and sensitivity too
(Solomon 2007). Further studies have also presumed that consumers possessing high hedonic
motivation enthusiastically interacts and easily socializes with others while shopping (Arnold
and Reynolds 2003). Similarly, with respect to the marketing aspect price is a unidimensional
cue (Chang & Wildt, 1996) which may motivate, postpone or preclude purchases (Lichtenstein
et al., 1993) and is also a sign of prestige. Hedonic motivation imbues within oneself affects
the price perception differently for different goods. For certain goods, price posits a positive
relationship with hedonism similarly, hedonic shopping value also evolves out of the supposed
emotional benefits through price (Helegeson & Beatty, 1985) and presumed that paying high
or low price could also be a sense of hedonic feeling (Jin et al., 2003). Further Gleim et al.
(2013) poignantly stated that the price of green products influences consumers’ purchase
decision. Based on the discussion we hypothesised that hedonic motivation moderates the
relationship between price perception and green products purchase intention.

Similarly, information impacts the use of green products and the lack of information
would create apathy towards green products (Prakash, 2002). However, in the context of online
shopping the influence of informativeness was impacted by hedonism (Richard & Habibi,
2016). As no research was conducted testing the impact of hedonism on information influence
and green product purchase intention our research tries to build the gap and hypothesis are
formulated.

Though value-expressive influence is a momentum of adopting certain behaviours to get
associated with others in pursuit of corroboration it is yet to investigate the influence of hedonic
motivation on the relationship between value-expressive influence and green products purchase
intention as hedonic motivation.

Perceived Moral Obligation

Perceived moral obligation is referred as personal norm or individuals’ obligation to
embrace and exercise moral activities (Manstead, 2000). Green consumers exhume their
conscience by means of purchasing green products that least harm the ecology (Laroche at al.,
2001). Perceived moral obligation shows a stealthy relationship with informational influence,
value expressiveness and green concern on green products purchase intention (Chen, 2020;
Chen & Tung, 2014). In conjunction with the results of prior studiess we presumed that
perceived moral norm would moderate the relationship between informational influence, value
expressiveness and green concern on green products purchase intention.

Proposed Research Model and Hypotheses

It is obvious to understand that The Theory of Planned Behavior (TPB) as propounded
by Ajzen (1991), has been extensively used to predict behaviour. However, Beck and Ajzen
(1991) resolved that the prediction power of TPB model could be improved by the employment
of perceived moral obligation, similarly new constructs could be incorporated (Han & Kim,
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2010) with the erstwhile TPB model based on suitability to predict behaviours. In accordance
with the suggestions of prior researchers we have added price perception, information
influence, value-expressive influence and green concern. On the basis of the above discussion
in the literature part and the adoption of new constructs on TPB, we introduce the theoretical
model presented in Figure 1 and the following hypotheses were proposed:

H1a. Price perception shows a positive relationship with green product purchase intention.

Hip. Relationship between price perception and green product purchase intention is negatively moderated by
hedonic motivation.

Hic. Relationship between price perception and green product purchase intention is positively moderated by

perceived moral obligation.
H.a. Information influence directly impacts green product purchase intention.

Hab. The relationship between information influence and green product purchase intention is moderated by

hedonic motivation.

Hac. The relationship between information influence and green product purchase intention is positively moderated
by perceived moral obligation.

Hsa. Value-expressive influence shows a positive relationship with green product purchase intention.

Hsp. The relationship between value-expressive influence and green product purchase intention is positively

moderated by hedonic motivation.

Hsc. The relationship between value-expressive influence and green product purchase intention is positively

moderated by perceived moral obligation.
Haa. Green concern posits a positive relationship with green product purchase intention.

Hab. The relationship between green concern and green product purchase intention is positively moderated by

hedonic motivation.

Hac. The relationship between green concern and green product purchase intention is positively moderated by

perceived moral obligation.

Hs. Perceived moral obligation shows a positive relationship with green products purchase intention.
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PROPOSED HYPOTHETICAL MODEL

Figure 1

RESEARCH METHODOLOGY
Design and sample

The proposed hypothetical model was validated by the employment of cross-sectional
design. The required data were collected using non-probability sampling technique
(judgemental sampling) to consider the study cases for our study. The study cases were met in
the showrooms dealing home appliances in India with an intention to sensitize consumers about
the existence and significance of green products too. Nevertheless, all the consumers were
aware about the green products however their pursuit towards it were different. Though we
could meet more than thousand consumers within a stint of five days in the month of January
2021 during new year sale they could not spare their time in responding to our questionnaire,
hence we made it as a schedule and could get 419 responses, of which we considered 400 that
sufficed to what Hair et al. (2017) recommended. The socio-demographic profile of the sample
is given in Table 1.

Table 1
DEMOGRAPHIC CHARACTERISTICS OF THE SAMPLE
Variable Category Number | Percentage
Gender Male 233 58.25
Female 167 41.75
Age 17-19 79 19.75
20-22 163 40.75
23-25 158 39.50
Marital status Single 389 97.25
Married 11 2.75
Education Arts & Science 107 26.75
Engineering 98 24.50
Management 109 27.25
Medicine 11 2.75
Others 75 18.75
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Monthly income/pocket money Below 10k. 114 28.50
11-20K 107 26.75
21-30k 82 20.50
Above 31k 97 24.25
Domicile Rural 207 51.75
Urban 193 48.25
Sources of green product | TV advertisements 61 15.25
information Social Media Advertisements 127 31.75
Sales People 29 7.25
Teachers 135 33.75
Doctors 48 12
Measures

The survey instrument (schedule consists) of seven constructs with 21 items. In order to
fulfil the objectives of the study all the measures that are validated through prior studies were
taken into consideration for the current research. Similarly, the items to every construct were
measured on Likert’s seven-point scale that ranges between 1 (strongly disagree) to 7 (strongly
agree). Based on the suitability of the context all items were modified and inputs were sought
from academicians, customers and marketers. In line with prior researchers as demographic
details of the study cases shows significance, we included those questions and their basic
understanding about green products were also recorded. All the sample cases were well aware
about green products and also had purchase else. The source of constructs and its items are
shown in Appendix A.

Data Analysis

The current research used Microsoft Excel, SPSS 23.0 version and AMOS to analyze the
data. As suggested by Anderson and Gerbing (1998) we employed the two-step structural
equation modelling (SEM) approach to study the proposed hypotheses. As part of the SEM
initially we used confirmatory factor analysis (CFA) and further the validity and reliability of
constructs and items and the essential model fit indices were also checked. Subsequently the
structural model evaluation was made. Further based on the suggestions made by Baron &
Kenny (1986) we have tested the moderation effect of hedonic motivation and perceived moral
obligation on the relationship between independent constructs that are the antecedents to green
product purchase intention. The proposed hypothetical framework has been presented in
Appendix B.

RESULTS
Demographic Profile of the Respondents

The demographic profile of the study cases is presented in Table 1. The study consists of
58.25 % male and 41.75 % female. The age of the centennials was further segregated into three
categories and shows that 40.75 % of the respondents age is between 20-22 and 19.75
respondents is between 17-19. As female respondents are included in the study 2.75% of them
are married. Further the respondents were classified based on education and shows that 27.25
% of the respondents undergo management courses, 26.75% pursue arts and science courses
and 24.50 % of the respondents pursue engineering courses. As income is also a major factor
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that facilitates buying the respondents’ income or pocket money were investigated and
discerned that 28.50 % of the respondents’ income/pocket money is below INR 10k. and 26.75
% of respondents have income or pocket money between INR. 11,000 and 20,000. Similarly,
the domicile of the respondents was considered and 51.25% are residing in rural areas. Further,
teachers and social media claim a major share in the provision of information about green
products.

Assessment of Measurement Model

Initially the reliability and validity (convergent and discriminant) of the constructs are
measured and is presented in Table 2. All the constructs hold a good measure of content and
convergent validity as the item loadings are above 0.76 and the values of average variance
extracted (AVE) for all the constructs above 0.50. In accordance with the proposition of Hew
and kadir (2016) the threshold level for the discriminant validity is met as the AVE values are
higher than maximum shared variance (MSV) and average shared variance (ASV). Similarly,
all the latent variables gain above 0.87 as composite reliability and the value of Cronbach's
alpha exceeds the threshold value as ranges between 0.75 to 0.89 (Nunnally & Bernstein,
1994). Subsequently, Table 3 tests the discriminant validity through the correlation matrix. The
diagonal values in Table 3 merely represent the square root of AVE's. The square roots of the
AVE values are higher than their respective intercorrelations and discriminant validity is
confirmed. Thus in lieu of the above discussions the measurement model exhibits required
levels of validity and reliability. Finally, in line with the recommendations of Leong et al.
(2019) and others to assess the uni-dimensionality and minimising the measurement bias the
values of the essential fit indices were calculated and are more than the threshold values such
as; (CMIN/df = 2.057, goodness-of-fit index (GFI) = 0.936, comparative fit index (CFI) =
0.971, and root mean square error of approximation (RMSEA) = 0.049.

Table 2
RESULTS OF MEASUREMENT MODEL
. AVE, MSV & Composite
Construct Items Mean (SD) Loadings ASV reliability
PP1 45 (15) 0.842%**
Price perception PP2 45 (1.4) 0.894*** 0'73%’ gé‘réls & 0.874
PP3 4.4 (1.3) 0.837%** '
. N1 42 (1.3) 0.797%**
'”fﬁ;nggga' 112 42 (1.2) 0793w | 0085, 0013 & 0.869
13 4.3 (1.3) 0.895*** '
exvraeI:s?ve VEIL 41(13) 0.859%%* | 0.735,0.634 & 0647
%P VEI2 3.8 (1.3) 0.856%** 0.405 '
influence
GC1 3.9 (1.3) 0.768%**
Green concen GC2 3.8(1.2) 0.790%** | 0.685, 0.476 & 0.897
GC3 3.8 (1.3) 0.902%** 0.339 :
GC4 3.8 (1.3) 0.844%**
. HM1 35 (15) 0.870%**
m"(')‘tei‘i'/‘:t‘i'gn HM2 3.7 (1.4) 0.850%** 0'72‘8 g 46237 & 0.887
HM3 3.6 (1.3) 0.833%** '
. PMO1 3.6 (1.4) 0.825%**
Pergﬁ'l‘i’e;ig‘r?ra' PMO2 3.7 (1.3) 0.816%** 0'69% 2'1%37 & 0.874
g PMO3 3.6 (1.4) 0.864%+* '
Green product GPI1 3.9(1.3) 0.878***
purchase GPI2 3.8 (1.3) 0.833% 0'72% 2'1‘&73 & 0.888
intention GPI3 3.7(1.2) 0.844*** '
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Table 3

INTER-CORRELATION AND VAVE VALUES
Constructs | Cronbach’s a PMO PP I VEI GC HM GPI
PMO 0.872 0.835
PP 0.891 0.491 | 0.858
] 0.869 0.530 | 0.716 | 0.830
VEI 0.848 0.796 | 0.504 | 0.613 | 0.858
GC 0.896 0.499 | 0.588 | 0.690 | 0.578 | 0.828
HM 0.886 0.798 | 0.480 | 0.510 | 0.657 | 0.395 | 0.851
GPI 0.886 0.676 | 0.644 | 0.643 | 0.632 | 0.688 | 0.581 | 0.852

Analysis of Common Method Bias (CMB)

Prior researchers as stated the possibilities of common method variance in the
employment of a structured survey instrument that might hamper the predispositions of the
respondents Harman’s single factor (Wong et al., 2015) analysis was employed and learned
that a single factor claimed only 31.82 % of total variance extracted which lesser than the stated
50 % and confirmed the study free from CMB (Hew & Kadir, 2016).

Evaluation of Structural Model

The results of the hypothesis testing are presented in Table 4. Per se, the relationship
between price perception and green products purchase intention was discerned as statistically
significant (f = 0.272; p<0.001), thereby the study supports Hla. Similarly, H1b got accepted
as Hedonic motivation negatively moderates the relationship between price perception and
green products purchase intention with (B = -0.152; p<0.001). Correspondingly, H1lc got
accepted as perceived moral obligation positively moderates the relationship between price
perception and green products purchase intention with ($=0.205; p<0.001). However,
statistical significance could not be derived for H2a whereby information influence does not
impact green product purchase intention. In contrast the relationship between information
influence and green product purchase intention was moderated by hedonic motivation ( =
0.417; p<0.001) and H2b got accepted. Similarly, the relationship between information
influence and green product purchase intention was moderated by perceived moral obligation
(B = 0.385; p < 0.001) whereby H2c got accepted. Next, value expressive influence posits a
significant relationship with green product purchase intention ( = 0.552; p < 0.001) thus H3a
got accepted. The effect of hedonic motivation significantly influences the relationship
between value expressive influence and green product purchase intention (p = 0.388; p <
0.001), whereby accepting H3b. Consistently, H3c got accepted (B = 0.205; p < 0.001) and
perceived moral obligation demonstrated a moderating effect between value expressive
influence and green product purchase intention. Next, statistical significance could be
discerned between green concern and green product purchase intention (f = 0.337; p <0.001)
and H4a got accepted. Further, in investigating the moderating effect of hedonic motivation
and perceived moral obligation between green concern and green products purchase intention
the derived coefficients are (B = 0.227; p <0.001) and (B = 0.338; p < 0.001) that support H4b
and H4c. Finally, H5 got accepted (B = 0.427; p < 0.001), whereby statistical significance could
be derived between perceived moral obligation and green products purchase intention. Also,

the coefficient of determination (r2) values for price perception, information influence, value
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expressive influence, green concern and green product purchase intention derive are 0.231,
0.269, 0.619, 0.305 and 0.555 respectively. The interaction graphs given in Appendix B
exhibits the moderation effects in Table 4.

Table 4
RESULTS OF HYPOTHESIS TESTING
Path
Hypotheses Endogenous constructs Exogenous constructs coefficient

Hypothesis 1a Green products purchase Price perception 0.272""
intention

Hypothesis 1b Green pirrc:gaﬁ}zﬁurchase Price perceptionxHedonic motivation -0.152""

Hypothesis 1c Green p_roduc'gs purchase Price percept|0!1><p_erce|ved moral 0.205™
intention obligation

Hypothesis 2a Green p_roduc'gs purchase Information influence 0.070"
intention

Hypothesis 2b Green p_roduc'gs purchase Information |n_flugnceXhedon|c 0417
intention motivation

Hypothesis 2¢ Green p_roduc'gs purchase Information |nflue.nce-><perce|ved 0.385™"
intention moral obligation

Hypothesis 3a Green products purchase Value expressive influence 0.552™"
intention

Hypothesis 3b Green p_roduc?s purchase Value expresswe_|nfl_uence><Hedon|c 0.388™
intention motivation

Hypothesis 3¢ Green p_roduc?s purchase _ Value_expresswe o 0413
intention influencexperceived moral obligation

Hypothesis 4a Green products purchase Green concern 0.337""
intention

Hypothesis 4b Green pirg;jeli]cg(s)r[])urchase Green concernxHedonic motivation 0.227™

Hypothesis 4c Green p_roduc'gs purchase Green concern_Xpe_rcelved moral 0.328™
intention obligation

Hypothesis 5 Green p_roduc?s purchase perceived moral obligation 0.427
intention

DISCUSSIONS

Although prior researches had suggested the significant impact of reference influence
towards purchase intention, no research has explored the moderating effect of hedonic
motivation and perceived moral obligations towards green products purchase intention.
However, these two variables significantly impact green purchase intentions (Choi & Johnson,
2019; Chen, 2020). Hence in conjunction with the objectives of the study by the employment
of these two factors we have generated the following findings. First, the study identifies the
significant relationship between price perception and green products purchase intention which
is consistent with the findings of Chao & Uhagile (2020). It shows that price is compatible
with the benefits that consumers derive from the green products. Despite the scarce empirical
evidence investigating hedonic motivation on purchase behaviour of green products (Oliver &
Rosen, 2010) our study validated hedonic motivation with green product purchase and hedonic
motivation negatively moderates the relationship between price perception and green products
purchase intention that corroborates with Tripathi & Pandey (2019). This shows that consumers
though possess hedonism stick to value for money and grab utmost benefits from green
products. Another poignant finding that has been derived from the study is in contrast with
Ramos & Rodrigues (2020), because mere information about green products in any form does

not usher the centennials to buy rather, they should sway with hedonic motivation and possess
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moral obligation. In contrast value expressive influence and green concern posits a positive
relationship with green product purchase intention in line with Maio & Olson (2000) and
Biswas and Roy (2015), because centennials are skewed to purchase green products as they
value the environment and embraces green concern. Hedonism devises significant impact and
strengthens the relationship between reference influence (exempting price perception); green
concern and green products purchase intention. This shows that hedonic motivation activates
information influence, value expressiveness, and green concern those are originally imbued
within the centennials as they are born in the information and technology era and insinuate as
a significant factor that ushers them to purchase green products.

Next, the study finds a close relationship between perceived moral obligation and green
products purchase intention that insinuate that centennials who originally have moral
obligation intends to buy green products in understanding the health and environmental impacts
of green products. Similarly, the influence of perceived moral obligation was tested on the
relationships between reference influence; green concern and green products purchase
intention. The findings of our study were in corroboration with Hwang et al. (2015).
Nevertheless, in the context of green consumerism, validation to the constructs of reference
influence is novel and the price perception, information influence, value expressive influence
and green concern are sensitized by the influence of perceived moral obligation. It shows that
perceived moral obligation significantly impacts green products purchase intention either
directly or on the other factors that influences green products purchase intention.

The above discussions related to the moderating effect of hedonic motivation and
perceived moral obligation beams new insights to the literature on green consumerism.
Holistically, the results scuttles sensitized and altruistic discussion for marketers to look into
the influence of hedonic motivation and enabling perceived moral obligation of the consumers
to promote green products.

Theoretical Contributions

As developing countries experience a momentous shift in green consumption Lee (2008)
because of the sensitization towards sustainable environment Kim et al. (2012) the current
empirical research would offer poignant and notable contributions for a realistic academic
understanding of centennials’ green products purchase behaviour. The outcome of this research
add new knowledge to the green consumerism literature in understanding the significance of
centennials’ hedonic motivation, perceived moral obligation and further by investigating and
validating the factors of reference influence and green concern towards green products
purchase. Price perception is noted as one of the key variables and a strong predictor to green
products purchase intention. Contradictory, information influence does not show a significant
impact towards green products purchase though centennials are sufficed with unbridled and
realistic information about green products. However, information influence when moderated
by moral obligation activates centennials towards green products and remains an interesting
and novel finding, which adds to the extant literature on green consumerism. Another important
contribution of this study is the moderating impact of hedonism, though hedonism is presumed
to be a ubiquitous character imbued among the centennials as they are techno-savvy. Similarly
perceived moral obligation shape the consumers between reference influence and green
purchase intention.

Implications for Practice

12 1528-2678-25-3-421



Academy of Marketing Studies Journal Volume 25, Issue 3, 2021

Inimitable findings derived from the current study offers valuable inputs that could
facilitate green marketers. Kindling consumers through cascading green product information
(Bonini & Oppenheim, 2008), educating the imminent need for green consumerism (Kim et
al., 2012), promotional strategies for green products (Gleim et al., 2013) and increasing the
availability of green products (Nguyen et al. 2019) though contributes significantly towards
green consumerism our study recommends to befit the needs of the centennials by offering
green product information that would trigger the hedonic nature fettered within the centennials.
As the centennials are born between 1995 and 2010, they are tech savvy and individuals who
use technology quite often are hedonic in nature (Qasem, 2021), hence from the research we
intend to instigate the marketers in tapping the unbridled market potential shrouded with the
centennials. Further, from one of the research findings as majority of centennials were aware
about green products through teachers and physicians, marketers are scuttled to design
marketing communication campaigns with due diligence incorporating the roles of teachers
and physicians as they create moral obligation (Lumpkin, 2008) towards the environment rather
than social media platforms. Though younger people are impulsive than older ones (Chopdar
& Balakrishnan, 2020), it is left with the marketers to make them rational and sinuate green
concern. Hence, it is imperative for the green marketers to augment hedonic and moral
obligation among the centennials.

Limitations and Directions for Future Research

Though our research significantly contributes to the literature of green consumerism it is
mot exempted from inherent limitations. First, the data required for the study was collected
from a particular segment which would lead to common method bias hence, with the inputs
from Podsakoff et al. (2003) the items of independent variables were sequenced first and
subsequently for the dependent variables. Next, the study design as originally cross-sectional
in nature could not highlight the causal relationships hence, longitudinal studies are suggested
to be conducted to explain realistic actionable findings. Further, in addition with the moderating
effect of study constructs gender and domicile could be done as demographic variables play
significant roles in any purchase decisions. In addition to hedonic motivation and perceived
moral obligation new study constructs that could be specifically made on centennials could be
studied.

CONCLUSION

Globally as consumers are sensitized towards the use of green products, this study attempts to
study the underlying factors that trigger the centennials towards the purchase of green products.
In lieu of the literature reviewed the current research is the first to employ two contrast
constructs such as hedonic motivation that is fettered with centennials (Qasem, 2021) and
perceived moral obligation is an attribute that is high with middle aged and old age people as
supposed by (Rathore & Sarmah, 2021). Similarly, this is one of an important area of study as
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consumers, marketers and government holistically work towards sustainable environment by
means of green consumerism. While looking into the novelty aspect of the research, constructs
from reference influence has been mended with price perception and green concern
subsequently the moderating effect of hedonic motivation and perceived moral obligation of
centennials. In view of the worthy and poignant findings and the resultant discussions
academicians, practitioners and all the stakeholders would be nudged to explore the significant

ways of enhancing green consumerism among the centennials in the future.
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Appendix A
CONSTRUCTS, INDICATORS, AND SOURCES

Construct

Iltem

Sources

Price perception

The price of the green product is appropriate relative to its
nature

The price of the green product meets my expectations
The price of the green product is good value for money
comparing to normal products

Herrmann, A., Xia,
L., Monroe, K. B,, &
Huber, F. (2007).

Information
influence

I will obtain information about green product from friends and
family.

I will buy green products which comes along with pertinent
certification marks.

I will refer to the choice of professionals and experts to buy
green products

Park and Lessig
(1977); Wang (2013)

Value expressive
influence

I will consider the status of the brand or behavior before
consumption.

Buying green products that are renowned in the market will be
appreciated or respected by others.

Park and Lessig
(1977); Wang (2013)

Green concern

I am extremely worried about the worsening state of
environment

The environment is a major concern for me and should be for
everyone

I must bother about the egregious environmental issues

I often think about how the condition of the environment
could be improved

Lee (2008) and
Paladino and Ng
(2013)

Hedonic motivation

It is a pleasure for me in seeking information about green
products

It is an entertainment for me to buy and experience green
products

I enjoy buying and experiencing either green products
available in the market

(Venkatesh et al
(2012)

Perceived moral
obligation

I am obliged to purchase green products as it reduces
environmental issues.

I purchase green products as it enhances sustainable
environment

Everybody should purchase green products as we can only
protect the environment

Brody, Grover, and
Vedlitz (2012)

Green products
purchase intention

I like to purchase green products

When purchasing new products of any kind my first priority
will be towards green products

I advocate others to purchase green products

Chang and Chen
(2008)
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Appendix B
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