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Abstract

The objective of this thesis was to study the influence of green environment aware-
ness (GEA) and sense of responsibility (SR) on sustainable product consumption
(SPC) with the mediation role of environment attachment (EA). A google doc
survey-based questionnaire was distributed online in Pakistan related to the con-
sumption of sustainable products. Smart PLS 3.2.0 was used to test the hypothet-
ical model used in this research. GEA and SOR had a significant impact on SPC.
Similarly, EA appeared to have a significant relationship with SPC. EA fully me-
diated between GEA and SPC. Whereas, EA also fully mediated between SR and
SPC. Purposive sampling was used in this thesis for collection of the data. This
thesis extended previous research with a focus on sustainable product consump-
tion in the emerging market. Findings revealed that, the factors of sustainability
discussed in this thesis would help marketers and policy makers to target the

customers in order to move towards sustainable products.

Keywords: Factors of Sustainability, Sustainable Consumption, Green
Environmental Awareness, Sense of Responsibility, Environment At-

tachment, Predict Sustainable Product Consumption.



Contents

Author’s Declaration

Plagiarism Undertaking

Acknowledgement

Abstract

List of Figures

List of Tables

Abbreviations

1 Introduction

1.1
1.2
1.3
1.4
1.5
1.6

1.7
1.8
1.9

Research Background . . . . . . . ..
Problem Statement . . . . . ... ..
Research Questions . . . . . ... ..
Research Objectives . . . . .. . ..
Theoretical Underpinning . . . . . .
Significance of Thesis . . . . . . . ..
1.6.1 Contextual Gap . . . . .. ..
1.6.2 Theoretical Gap . . . .. ..
1.6.3 Managerial Gap. . . . .. ..
Thesis Scope . . . . . ... ... ..
Structure of this Thesis . . . . . ..
Summary . . .. ... ... L

2 Literature Review

2.1
2.2

2.3

24

Introduction . . . . . .. .. ... ..

Global view on Sustainable Product

Consumption . . . ... ... .. ..

Motivation Behind Sustainable

Consumption . . .. .. ... .. ..

Factors of Sustainable Consumption

viii

iv

vi

vii

xi

xii

xiii



X

2.5

Hypothesis . . . . . . . . . 18
2.5.1 Green Environmental Awareness Relationship with Envi-
ronmental Attachment . . . . . . ... ... ... ... ... 18
2.5.2  Sense of Responsibility Relationship with Environmental
Attachment . . . . . . . .. ... L 20
2.5.3  Environmental Attachment Relationship with Predict Sus-
tainable Product Consumption . . . . . ... ... ... .. 21

2.5.4 Mediating role of Environmental Attachment between Green
Environmental Awareness and Predict Sustainable Product
Consumption . . . . . . .. ..o 23

2.5.5 Mediating Relationship of Environmental Attachment Be-
tween Sense of Responsibility and Predict Sustainable Prod-

uct Consumption . . . . . . . ... Lo 24
2.6 Norm Activation Model Theory . . . . . . .. ... ... ... ... 25
2.7 Research Gaps . . . . . . . . . .. ... 26
2.7.1 Contextual Gaps . . . . ... ... ... 26
2.7.2 Theoretical Gap . . . . . . ... 27
2.7.3 Managerial Gap . . . . . .. ..o 28
2.8 Conceptual Framework . . . . . ... ... ... 28
Research Methodology 30
3.1 Introduction . . . . . . . . . ... ... 30
3.2 Research Philosophy . . . .. .. .. ... 0. 30
3.3 Population. . . .. ... 31
3.4 Sample Size . . . .. ... 31
3.5 Measurement Variable . . . . .. ... ... ... ... ... 32
3.5.1 Scale Adoption . . . . ... ..o 32
3.5.1.1 Independent Variables . . . . . .. ... ... ... 33
3.5.1.1.1  Green Environmental Awareness . . . . . 33
3.5.1.1.2  Sense of Responsibility . . .. ... ... 33
3.5.1.2 Mediator . . . .. ... 33
3.5.1.2.1  Environmental Attachment . . . . . . .. 33
3.5.1.3 Dependent Variable . . . ... ... ... ..... 34

3.5.1.3.1  Predict Sustainable Product Consump-
tion . . ... 34
3.6 Data Collection Method and Procedure . . . . . . . ... ... ... 34
3.7 Data Analysis . . . . . . . .. 35
3.71 Smart PLS3.0 ... ... ... ... ... . 35
3.8 Summary . . o.o. .. 36
Results and Discussion 37
4.1 Respondents. . . . . . . . . ... 37
4.2  Model Evaluation (SMART PLS3.0) . . .. ... ... ... .... 37
4.3 Running the Path Model Estimation . . . . . ... ... ... ... 38
4.4  Assessment of the Measurement Model . . . . . . . ... ... ... 38



4.4.1 Internal Consistency . . . . . .. .. .. .. ... .. .... 38
4.4.1.1 Cronbach’s Alpha . . . . ... ... ... ... .. 38
4.4.1.2  Composite Reliability (CR) . . . ... ... . ... 39
4.4.2 Convergent Validity . . . .. .. .. ... ... ... .... 39
4.4.2.1  Average Variance Extracted (AVE) . . . . . . . .. 39
4.4.3 Discriminant Validity . . . . .. .. .. ... ... ... 40
4431 Crossloadings . . . ... ... ... ... ..... 40
4.4.3.2  Herotrait-Monotrait Ratio (HTMT) . . . ... .. 41
4.4.4 Path Analysis using Boot Strapping . . . . ... ... ... 42
4.4.5 Assessment of Structural Model . . . . . . . ... ... ... 42
4.4.6 Significant of path coefficient . . . . ... ... ... 43
4.4.7  Coefficients of determination (R?) . . . . . . ... ... ... 43
4.5 Mediation Analysis . . . . . . ... 43
4.6  Chapter Summary . . . . . . . . . .. 45
5 Conclusion and Recommendation 46
5.1 Introduction . . . . . . ... 46
5.2  Summary of the Study . . . . . ... ... oL 46
5.3 Results for Hypothesis H1, H2and H3 . . . . . .. ... ... ... 47

5.3.1 Green Environmental Awareness with Environmental At-
tachment . . . . . . .. ... 47

5.3.2  Sense of Responsibility Relationship with Environmental
Attachment . . . . . ... oo 48

5.3.3 Environmental Attachment Relationship with to

Predict Sustainable Consumption . . . . . . ... ... ... 49
5.4 Results for Mediating Hypothesis H4 and H5 . . . . .. .. . ... 49

5.4.1 Mediating Role of Environmental Attachment Between Green
Environmental Awareness and Predict Sustainable Product
Consumption . . . . . . .. ... 50

5.4.2 Mediating Role of Environmental Attachment Between Sense
of Responsibility and Predict Sustainable Product Consump-

tion . . . . e ol

5.5 Theoretical Contribution . . . . . . . . ... ... ... ... .... 52
5.6 Conclusion. . . . . . . . . .. 52
5.7 Managerial Implications . . . . . .. ... ... 54
5.8 Limitations and Future Research . . . . . . .. ... ... ..... 55
Bibliography 56

Appendix A 64



List of Figures

1.1

2.1

4.1

4.2
4.3

Research Outline . . . . . . ... . ... ... ... . ........ 9
(Scannel R. Gifford, 2010, Baumgartner Hans Steenkamp, 2001;

Grewal Frank R. Kardes, 2004; Gild Bar Ford, 2005) . . . ... .. 29
HNlustration of outer loadings after removing the items with lower

loadings . . . . . . . L 40
[Mustration of structural model . . . . . . . .. ... ... ..... 43
Mediation Analysis with path coefficients . . . . . . . ... ... .. 44

bl



List of Tables

3.1
3.2

4.1
4.2
4.3
4.4
4.5
4.6

A Summary of Constructs Established in the Thesis . . . . . . . .. 34
Format for Survey Questionnaire . . . . . ... .. ... ... ... 35
Geographic and Demographic Characteristics of Respondents . . . . 38
Reliability Analysis . . . . . . . . . . ... 39
Cross Loadings . . . . . . . . . . 41
Heterotrait-Monotrait Ratio (HTMT) . . . . . ... ... ... ... 41
Significance and VF value of Formative items . . . . . . .. .. .. 42
Significance Analysis of Mediation . . . . . . .. ... .. ... ... 44

Xii



Abbreviations

AVE
EA
GEA
NAM
PSPC
RO
RQ
SR
SDG’S

Average Variance Extracted
Environmental Attachment

Green Environmental Awareness

Norm Activation Model Theory

Predict Sustainable Product Consumption
Research Objectives

Research Questions

Sense of Responsibility

Sustainable Development Goals

xiii



Chapter 1

Introduction

1.1 Research Background

Sustainable Consumption has been the theme of discussion globally. With the
advent of 21st century it is the emerging subject of the society (Eckert et al., 2018).
Moreover, United Nations had laid down its 17 Sustainable Development goals
(SDGs) in 2015 (UN, 2020). Consequently, the need to promote the sustainable
consumption behavior can be easily observed by these goals where it describes
that how consumers can be encouraged to rediscover their practice of consumption
towards more sustainable ones (Fischer, 2017). For instance, the increase of human
consumption globally has severely damaged the environment and earth. Promptly
the urbanization within the South Asian countries has observed the depletion of

natural resources and overspill of the waste material (David, 2019).

Similarly, the global issues like global warming and air pollution have made the
customers more environmentally conscious of their purchase and its impact on
the environment (Mohammad et al., 2020). Additionally, the factors like social
influence, habit formation, Individual self and feelings are shifting the consumer
behavior in order to save the resources by developing sense of responsibility in
them (White et al, 2019). Hence the resources can be protected by reusing the
waste materials through recycling them to the optimum level (Gupta, 2017).

Established literature narrated that to the large extent advancement towards

1
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sustainable development creates employment at the global level (Shimova, 2020).
The employment within sustainable industry in Europe has increased from 3.1 mil-
lion to 4.2 million in 2017. The changes in sustainable consumption pattern can
create around 18 million jobs throughout the world economy. (Yue et al., 2020).
Equally important, global companies are moving towards sustainable products to
attract consumers towards sustainability (Shimova, 2020). Certainly, the con-
sumption of sustainable products has increased the market share which leads it
towards the economic growth (Nitika et al., 2018). However, in Europe 75% of
the millennials were reported to be interested in sustainable products. Revenue in
2018 was 16.6% higher than in 2013 which resulted in $114 billion in sales revenue.
The trend for sustainable products grew 5.6% more than other conventional prod-
ucts. In 2017 revenue was €34.3 billion in Europe in which Germany accounts for

€10 billion and France makes €7.9 billion respectively ( Kennedy et al., 2019).

On the other hand, global economy has grown 1.5% in 2020 (Gelski, 2019). In
many developing regions such as East Africa and East Asia are expected to con-
tinue rapid income growth. Not to mention, environmental sciences on sustainable
consumption primarily focus on how environmental concerns is a key factor in pur-
chasing decisions and how society can address growing consumption level for the
sustainable development. In Pakistan sustainable product consumption is needed
to be study. There is only 0.8% contribution of Pakistan in sustainable develop-

ment at the global level (Sahibzada et al., 2017).

A study was conducted in USA in which researcher was of the view that there
is the relation of environmental factors with various sustainable behaviors which
increases the motivation in consumers to change their consumption patterns into
the sustainable ones (Guckian et al., 2017). Another study was conducted in
Germany in which it was found out that within the German consumers there is
the social influence of adopting sustainable practices in people which will lead

consumers to the sustainable consumption (Pristl et al.,2020).

In another research conducted India, it was found that the intension of Indian
consumer towards sustainable products consumption was positive but the factors
like subjective norm, consumer attitude and perceived behavioral control have a

significant role in influencing the intensions of consumers (Matharu et al., 2020). In
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the study conducted in Brazil it was also revealed that the value has been created
with the influence of social factors in sustainable consumption within consumers
(Meira et al., 2019). Several studies have been established in the past about the
sustainable consumption patterns of the consumers. However, majority of these

studies were directed towards America, Europe, India, Germany and Brazil.

There is a lack of literature and theoretical findings on the understanding to pre-
dict sustainable product consumption in the consumers with the factors affecting
them such as it is essential to adopt the factors which explains the true meaning
of the environmental awareness by developing the consciousness of the environ-
ment in the consumers (Yang et al., 2020). Different established researches are
focused on consumer attitude, green purchase behavior and environmental concern
which leads it towards sustainable product consumption. At second, Sustainable
products consumption is different depending on antecedents which the study ex-
plores such as the link of green environmental awareness, sense of responsibility
and place attachment. Due to these changing patterns in the purchase behavior of
customers’ sustainable product consumption is the new consumer research study.
Therefore, this thesis develops a study on factors leading to predict sustainable

product consumption with the mediating role of place attachment.

1.2 Problem Statement

The issue of sustainability has become substantial worldwide. With the improving
awareness towards environment globally, it is vital to understand the impact of
environmental friendly lifestyle on the consumers (Matharu, 2020). Certainly, it
has transformed the practice of consuming the sustainable products in mostly the
developed countries of the world (Sukar, 2017). More clearly sustainable consump-
tion has turned out to be a concern globally (Mensah, 2019). The idea of sustain-
ability had its base in the developed countries like America, Belgium, England,
Germany, France, Japan, Sweden and Netherlands (Meschede, 2020). In relation
to this concept, different industries such as agriculture, electricity, food, cloth-
ing and other consumer goods have been flourished in the stream of sustainable

consumption within those developed countries (Benyamin et al., 2018). Whether
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comparing the growth of sustainable consumption with the developing countries,
it has been observed that very less attention has been paid to the sustainable
growth in the countries like Pakistan, Afghanistan and Bangladesh (Jan et al.,
2019). In contrast, the countries like China, India and Malaysia are embracing to

thrive in the industry of sustainable consumption (Kautish et al., 2019).

Relatively a very few scholars have advocated on the negative effects of consump-
tion affecting the environment (Biswasl, 2017). The understanding about the
issues that are associated with consumption of goods is low among general pop-
ulation in Pakistan (Sahibzada et al., 2017). Hence due to low environmental
awareness the evolvement of adopting the sustainable consumption behavior is
very slow in the consumers (Lin, 2018). Undoubtedly, studies on the sustainable
consumption are increasing the interest in consumers in terms of social, environ-
mental and economic benefits that will result in creating the green environmental
awareness which are well documented (Eckert, 2018). Yet these findings are mostly

conducted in the developed countries such as US, Europe, Germany, Australia,

China and Brazil (Meschede, 2020).

Likewise, the research conducted in these countries do not provide adequate in-
dicators about the findings conducted in the framework of South Asian countries
(Niaz et al., 2020). As affective, cognitive and behavioral factors differ from one
country to another country (Anh et al., 2019). Unfortunately, based on the docu-
mented data a majority of the past studies conducted in Pakistan did not provide
the evidence in understanding the factors leading to predict sustainable product

consumption by keeping in view the interest of the consumers (Younis, 2017).

So far there is an absence of discussion and theoretical findings on the understand-
ing to predict sustainable product consumption in the consumers with the factors
affecting them such as there is a need to adopt the factors which translates the
true meaning of the environmental awareness by developing the consciousness of
the environment in the consumers (Yang et al., 2020). Subsequently the changing
consumption pattern required motivation to embrace the new habit of consuming
sustainable products which seems to be difficult for people in Pakistan (Sahibzada,
2017). Similarly, previous documented studies also provide evidence that most of

the consumers are not aware of the negative consequences of not practicing the
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sustainable consumption (Aiste et al., 2021). However, studies have shown that
the certain level of cost is associated with sustainable consumption (Yue et al.,
2020). This is basically due to the fact that environmental friendly products are
sometimes costly than the traditional goods. For itself, low-income group of people

may not find it attractive (Singh, 2017).

Certainly, a lot of studies have been conducted on sustainability. Though the major
chunk of these studies were focused towards barriers, problems and prospects lies
in Sustainable Consumption and production (Sartal et al., 2020). Additionally, the
most of the studies were conducted in U.S, UK, Germany, Spain, China, Malaysia
and India. However, a majority of these studies were directed towards industries
such as electricity, apparel, agriculture and food industry (Benyamin et al., 2018).
Moreover, it was established that numerous of the previous studies were conducted
from the production perspective of sustainability with the nominal evidence from

business side (Fang, 2019).

There exists a gap in these studies as the relationship between factors such as
green environmental awareness and sense of responsibility with the mediating role
of environmental attachment in order to predict sustainable product consumption
from the consumer’s perspective. The discussion has raised the several questions
on the factors which have not been discussed in Norm Activation Model theory
in Pakistani studies. Therefore, this thesis made an effort towards building the
factors leading to predict Sustainable Product Consumption with the mediating
role of the Environmental Attachment in the light of Norm Activation Theory
(NAM). The next section is comprised of Research questions followed by Research

objectives for the thesis.

1.3 Research Questions

Based on the stated problem, this study will answer the following questions:
RQ 1: Does green environmental awareness have a relationship with environmen-

tal attachment?

RQ 2: Does sense of responsibility have a relationship with environmental at-

tachment?
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RQ 3: Does environmental attachment have a relationship with sustainable prod-

uct consumption?

RQ 4: Does environmental attachment mediates the relationship between green

environmental awareness and to predict sustainable product consumption?

RQ 5: Does environmental attachment mediates the relationship between Sense

of Responsibility and to predict sustainable product consumption?

1.4 Research Objectives

RO 1: To determine the relationship between green environmental awareness and

environmental attachment.

RO 2: To examine the significant linkage between Sense of Responsibility and

Place Attachment?

RO 3: To examine the relationship of environmental attachment with predict

sustainable product consumption.

RO 4: To examine the mediating relationship of environmental attachment be-
tween green environmental awareness and predict sustainable product consump-

tion.

RO 5: To examine the mediating relationship of environmental attachment be-

tween sense of responsibility and predict sustainable product consumption.

1.5 Theoretical Underpinning

This research was founded on the norm activation Model theory (NAM) intro-
duced by Shawrtz in 1977 (Yuwei Liu, 2017). This theory proposed the utilization
of anticipated guilt and pride in pro-environmental behavior which describes envi-
ronmental friendly behavior. It has three types of precursors including ascription
of responsibility, awareness of consequences and personal norm. In the light of
this theory the antecedents which are green environmental awareness and sense of

responsibility; act as the factors in order to predict sustainability in consumers.
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Similarly, while observing the sustainable consumption it was recognized that
environmental attachment was considered as the mediator between green envi-
ronmental awareness and sense of responsibility. Furthermore, the studies in the
past suggested that those factors had a significant impact on the sustainability of

consumers. The significance of this thesis is discussed in the next section.

1.6 Significance of Thesis

The following gaps were recognized as a result of the research.

1.6.1 Contextual Gap

Many studies with the Norm Activation Theory(NAM) on Sustainability were
studied. It was observed that the available literature lacked the evidence to use
the study of Norm Activation Model Theory (NAM) from the view point of con-
sumers while studying the impact of Green Environmental Awareness and sense
of responsibility to predict Sustainable Product Consumption (Scarpi, 2020). It
was established that minor evidence is available that the previous studies were
conducted in Sustainability industry from the point of view of producers so this
study will be conducted in Sustainable Product Consumption from the view point

of consumers in the light of Norm Activation Model Theory (NAM).

This inhibits the generalization of the findings towards sustainability industry
in Pakistan. Also it has been observed that minimum of the studies have been

conducted in Pakistan in light of Norm Activation Model Theory (NAM). Thus

this study would have significant contribution in the context of Pakistan.

1.6.2 Theoretical Gap

According to the established literature it was observed that in this theory, Norm
Activation NAM begins with the awareness of an individual about harmful environ-
ment and the feeling of responsibility from adverse environmental effects towards
green behavior. A major chunk of the studies was directed towards the indus-

tries such as transportation, Electricity, Environment, Apparel and food industry
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(Benyamin et al., 2018). Consequently, from the studies in the past it was observed
that among the present gaps, the factors which leads to predict the sustainable
product consumption are absent (Biswasl, 2017). However, it can be argued that
most of the present literature focuses on the performance of traditional products
which is not enough to measure the performance of sustainable products (Sesini et
al., 2020). Furthermore, majority of the studies were conducted in the countries
like America, Europe, Germany, Brazil, China, Malaysia and India (Meschede,
2020). The vacuum line is present in these studies as the link between factors
of sustainability leading to predict Sustainable Product Consumption with the
mediating effect of environmental attachment in light of Norm Activation Model
Theory (NAM). It was observed from the literature about the minimum evidence
is available that the unit of analysis is potential or current sustainable consumers

in the Sustainable Products Industry of Pakistan.

1.6.3 Managerial Gap

The significance of this study is that it will provide assistance to the managers to
understand the importance of using environmental friendly products in consumers
(Mera et al., 2020). Furthermore, they will have better understanding of how
to save energy, use recycled products, and also make consumers understand the
efficient use of resources (Lin, 2018). Moreover, this research will help managers
in environmental sustainability to understand why sustainable products are sig-
nificant. This understanding will support managers in enabling the consumers to
adopt sustainable products that are necessary for environment. Besides, it was
observed that minimal research has been directed towards Norm Activation The-
ory by keeping in view to predict sustainable consumption. Therefore, this thesis
is assured to be significant for testing the factors such as green environmental
awareness, sense of responsibility and environmental attachment in order to an-
ticipate the consumption of sustainable products in consumers in order to achieve

sustainable consumption in Pakistan.

1.7 Thesis Scope
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The province Punjab in Pakistan has been taken as a population of the study for
the purpose of the research, the population is consisted of 110 million according
to the census held in 2017 (Pakistan bureau of statistics, 2017). The province
introduced a unit to provide support to achieve 17 sustainable development goals
(SDGs) formed by UN in 2015 in order to achieve the objectives of sustainability
(Sahibzada, 2017). There are various firms working on environmental friendly
solutions and products in the sector of sustainable consumption such as reuse of
plastic material and use of cloth instead of polythene bags in the vicinity of Punjab

which is selected as a unit of analysis in this research.

This research covers the two factors of sustainability which are necessary to pre-
dict the sustainable product consumption in potential or current consumers of
sustainable products. This will set the spotlight on the data generated from this
thesis in order to help the companies who want to target potential and current

consumers of sustainable products.

1.8 Structure of this Thesis

Chapterl
Thesis Outline

Chapters Chapter2
. Established

Conclusion .
Literature

Chapter3

Methodology

Chapter4

Resultsand
Discussion

FIGURE 1.1: Research Outline

This thesis consists of five chapters.

Chapter 1

This chapter provides the reader with the insight on the antecedents leading to
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predict sustainable product consumption. Firstly, this chapter includes introduc-
tion for the thesis, problem statement examined by research question and research
objectives for the study. After that the chapter was summed up by the significance
of the thesis and the scope of the thesis.

Chapter 2

This chapter focuses on the review of the relevant literature in a sequence. At first
the significance of sustainable consumption was explored. Then studies on sus-
tainable product consumption were studied. Thirdly the literature on hypothesis
was discussed including the factors leading to the sustainable product consump-
tion. Fourthly the theory has been discussed followed by research gap and the

conceptual framework.

Chapter 3

This chapter began with the research design of the study. Secondly the population
was studied by following the sample size for the study. Thirdly the measurement
model was discussed in order to develop the scales and the definition of every
variable. Fourthly the procedure and the method for data collection were de-
scribed. Finally, the tools such as smart PLS 3.00 was used for data analysis of

measurement and structural model.

Chapter 4

In this chapter the quantitative analysis has been discussed on the basis of struc-
tural and measurement model. It consists of certain tests such as convergent va-
lidity, internal consistency and discriminant validity. All the tests are performed

by using the software SMART PLS 3.0

Chapter 5

This chapter consists of discussions, conclusions and implications of findings re-

lated to research question and hypothesis. These includes the discussions on
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theory,contributions and the supervisory practices. The final part of this chapter
presented the conclusion for the research along with the recommendations for

further research opportunities.

1.9 Summary

The background of the research is highlighted in this chapter by identifying the
current research problem. In context to the research problem, this chapter also
entails the research questions, followed by research objectives to be examined. The
perspective of the thesis is also discussed followed by the structural details to end

this chapter.



Chapter 2

Literature Review

2.1 Introduction

Chapter 2 gave an overview of the published literature on the Sustainable Product
Consumption in the world, as well as in Pakistani context. Besides, it described
the significance of this study for Pakistan and neighboring countries. Likewise, this
chapter started with global view of sustainable products consumption. Followed
by a discussion on the significance of sustainable product consumption. Conse-
quently, this led to the discussion on factors leading towards sustainable products
consumption in the global scenario. Furthermore, Norm Activation Model The-
ory (NAM) was thoroughly described to develop the theoretical framework for
understanding the antecedents which leads to the sustainable consumption of the
products. To conclude, five hypotheses based on the research objectives of this
study were discussed which also led to the conceptual framework for this thesis.

The developed model and derived hypotheses were empirically tested in Chapter.

2.2 Global view on Sustainable Product

Consumption

Sustainable product market share very less percentage when compared with the

other traditional products globally (Stancu et al., 2020). United nations developed

the 2030 agenda by presenting 17 Sustainable Development Goals (SDG’S) in 2015
12
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whose main focus is to preserve and protect the environment including developed

as well as developing countries around the globe (United Nations, 2021).

Studies on sustainable Consumption of Products have been carried out in differ-
ent countries in different contexts. Few such studies are discussed in following
paragraphs. A Portugese study on the gen Y consumer found that sustainable
consumption has its significant impact on the attitude behavioral gap within the
consumers (Bernades 2018) On the other hand, in another country and different
context it was found that consumers in the newly industrialized countries such
as Middle east are conspicuous consumers. But due to the adoption of western-
ized lifestyle in that region consumers are more attracted towards the sustainable

consumption as a status symbol (Hadeer, 2019).

The studies related to Sustainable Consumption have also been carried out in
the context of lifestyle industry. For example, the intension of Indian consumer
towards sustainable products consumption was positive but the factors like Con-
sumer attitude, subjective norm and perceived behavioral control plays an impor-

tant role in shaping the intensions of consumers (Matharu, 2020).

On the other hand, the consumers in China have positive influence towards the re-
lationship between environmental concern and green consumption intention whereas
price sensitivity plays a negative role towards these both variables. German retail
market has also been explored in the domain of supermarkets, discounters and
their key factors on sustainability however the supermarkets perform considerably
better in translating sustainability than retailers. In this context it has been found
that in-store communication plays a positive role towards sustainability in retail

companies (Weber, 2019).

Conversely social, environmental and economic benefits of sustainability on Brazil-
ian producers and consumers were studied. The consumers give importance to
education towards sustainability. Sustainability indicates the business strategy
with practice in the different levels of business activity (Meira, 2019). Yet the
Environmental Consciousness within the USA old female consumers has the pos-
itive impact on the purchase intension towards the environmentally sustainable
apparel. In this way the positive or negative advertisement with environmental

message were found to encourage the higher purchase intentions of old female
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consumers more effectively than advertisements with no environmental messages.
Thus, in view apparel retailers in USA will consider time perspective when en-

couraging the sustainable consumption (Gwia et al., 2019).

The horizon of factors related to sustainable consumption of products and green
consciousness related studies are not restricted to the one country. Several multi-
cultural comparative studies in different context have also been carried out. For
example, a study on Polish consumers it was find out that they would not pur-
chase sustainable products if it does not provide aesthetic, functional and financial
values. It was also found out that sustainable fashion products are not only linked
to environmental benefits but extrinsic and intrinsic cues play an important role

in the decision making process of polish consumers (Osmud, 2020).

Moreover, in another study it was found out that German consumers consumes
sustainable products due to social normative Influences. Within the German con-
sumers the influence of social norm is due to personal norm and these are the
factors which will lead consumers to the sustainable consumption (Ann et al.,
2020). The purpose of reviewing the different studies on factors leading to sus-
tainable product consumption and the effect of place attachment was to build an

appropriate background for the readers.

2.3 Motivation Behind Sustainable

Consumption

Past researches reported that within the concept of sustainability the motivation
drives the core of the behavior which refers to how individual behave to the idea
of sustainable consumption (Kennedy, 2018). Likewise, the study was conducted
in Denmark by Stancu et al., (2020) in food and clothing industry. It was ex-
plored that there are motivational factors behind sustainable product consumption
which includes values and different levels of consumption within the Norm Acti-
vation model which emphasizes on the better understanding of intensions towards

sustainable consumption.

Within the contextual studies of the different theories different scholars have
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presented their view points in reference to the motivation behind the consumption
of the sustainable products. One of the study was conducted in USA by Meaghan
Guckian et al., (2017) in reference to Self Determination theory in which researcher
was of the view that there is the link of extrinsic and intrinsic motivation with
numerous sustainable behaviors which increases the motivation in consumers to

alter their consumption patterns into the sustainable consumption.

Another study was conducted in Sweden within sustainable electric vehicular in-
dustry in which it was found that normative and hedonic motivations are high
for consumers who perceive high social norms regarding adoption of sustainable
products in the consumption pattern. Moreover, these motivations affect the en-
vironmental behavior (Zeinab et al., 2018). According to various researches it is
said that for any nation, sustainability is important for a very simple reason as
the quality of life cannot be maintained until sustainable consumption is assured,
it interconnects the diverse aspects of the environment such as different resources

on which humans are dependent (Rachel et al., 2018).

Not surprisingly, the world where natural resources are depleting, there are ad-
verse effects of not protecting the environment globally. Therefore, the reason
of sustainable consumption is to meet current needs without diminishing future

generations and the planet in the long run (Giulia et al., 2020).

Yet, most of the articles associate the idea of sustainability with green environ-
mental concept (Kennedy, 2018). Moreover, another approach towards motivation
behind sustainable consumption includes green brand equity, green branding and
green purchase behavior which comes under the umbrella of sustainable product
consumption (Utkal et al., 2019). Furthermore, the concept of sustainable con-

sumption concept is apparently comprehensive.

Numerous studies have examined that sustainable products are those that hold the
potential to improve customer environmental responsibility, comprehend benefits
in long term and reduce consumer stress while maintaining its positive qualities
(Nayak, 2019). It is significant to note that the intention to buy the sustainable
products will project the environmental friendly image on consumers that will
enable them to reflect their commitment towards the environment and distinguish

themselves from others (Shamraiz et al., 2018).
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2.4 Factors of Sustainable Consumption

Different factors of sustainable consumption have been continuously in discussion
among the numerous researchers over the last few decades and these are considered
to be a necessary element in measuring the sustainability (Tyagi, 2020). Moving
towards global perspective the United Nations adopted 17 Sustainable Develop-
ment Goals (SDGs) In 2015, within the Agenda 2030. Each of the goal is consisted
of the factors aiming at promoting sustainable development including the dimen-
sions of economic environmental and social for all countries (Meschede, 2020).
Many researchers have discussed the distinctive kinds of factors which effects the
sustainable behavior in consumers. Some scholars are of the view that factors of
sustainability can be measured as an extensive approach towards obtaining long-

term benefits for entire human race (Johannsdottir et al., 2019).

A study was conducted in Lithuania in the sustainable consumption industry by
Aiste et al., (2021), it was said that social norms strongly influence individual
behavior in relation to their actions. Therefore, individuals are often influenced
by other’s behavior, presence and expectations which impact them through social
norms that include beliefs of the people related to the behavior. Likewise, social
norms are the significant factors of sustainable product consumption that are
having a substantial influence on environmental behavior due to which consumers

become engaged in sustainable consumption.

Another study was conducted in USA by Tyagi et al., (2020) in the sustainable
consumption industry sector. It was concluded that economic factors also influence
the sustainable consumption in the consumers. Moreover, it was also identified
that in view of the contribution of sustainable products to the environment, the
factor like socio-economic growth has received significant research attention in re-
cent years. Similarly, various aspects such as behavioral change, cognitive factors,
self-identity, personal norms and environmental factors have influenced the behav-
ior of consumers which leads them towards the sustainable product consumption
(Padilla, 2018). The environmental factors were more researched within measure
of concern, perceived customer control, effectiveness, personal norms and the re-

lated ideologies such as environmental awareness (Zabkar, 2020). Some studies
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have observed social norms in predicting pro-environmental beliefs and attitudes
(Tezer et al., 2019). Tentatively, the numerous forms of environmental friendly
behavior are associated with different social, cognitive actions and other motiva-

tional factors (Yan, 2020).

Studies on the factors of sustainable consumption have been carried out in differ-
ent countries and contexts. Findings of few researches have been explored here in.
A study was conducted in India by Shimova et al., (2020) in green consumption.
It was found that several studies have adopted the theoretical model to explain
the influence of social factors, behavioral factors on sustainable product consump-
tion. Likewise, on the other hand in another country France in the same industry
green consumption by Lazaric et al., (2019) It was founded that key factors like
social influence and environmental values triggers sustainable consumption in con-
sumers. In a similar manner a study was conducted in Nigeria by Nwaizugbo et
al., (2020). It was found that many studies in the field of sustainable food con-
sumption includes the factors like attitudinal, subjective norms, economic factors,
cultural and environmental factors affect the intention to consume which leads to

the consumption of sustainable products.

Additionally, the above mentioned major factors of sustainable consumption dis-
cuss the challenges that are associated with sustainable consumption practices
from developing country perspective. Consequently, the purpose of these factors
is to address the primary reason of preferring Sustainable Consumption rather than
just trying to improve its unforeseen indicators (Shabbir, 2020). It is significant to
emphasize that, the research related to the factors of sustainable consumption is
performed by developed countries scholars and experts. Within this context, the
readers will now be able to have more clarity in understanding the literature on
the factors and motivations leading to sustainable product consumption, which is
discussed in the subsequent section. Several studies have adopted the theoretical
model to explain the influence of social factors, behavioral factors on sustainable

product consumption (Shimova, 2020).

However, to see environmental behavior norm activation Model Theory is widely
used by using these factors such as personal norms, awareness and responsibility

of the consumers in different contexts such as energy, transportations and food
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industry (Wei et al., 2019). Moreover, these factors were not chosen as indepen-
dent variables in measuring the sustainable product consumption in the consumers
in Pakistan especially in the vicinity of Punjab. These variables were also not dis-
cussed with the intervening effect of the environmental attachment. The study
discusses these factors including green environmental awareness and sense of re-
sponsibility with the mediating role of environmental attachment to predict the
sustainable product consumption in the consumers. Those factors are discussed

in detail in the following paragraphs.

2.5 Hypothesis

2.5.1 Green Environmental Awareness Relationship with

Environmental Attachment

The first hypothesis is established to satisfy particular research objective of this
study, objective number (1). There are numerous definitions of environmental
awareness defined by different authors. International environmental education
program Hungary (1983) defined environmental awareness as the consciousness
and understanding towards environment and its problems which includes human
interactions and effects. Another researcher has documented environmental aware-
ness as the level by which people are associated with or care about the environ-
mental issues. Likewise, in another literature it was said that green environmental
awareness is the compulsion of an individual when one is willing to make an effort
to resolve environmental issues which results in the green consumption behavior
of consumers (Ulla et al., 2017). An article in Malaysia describes that environ-
mental issues have raised the basic awareness in public that it is vital to protect
the environment (MOHAMAD, 2020). A paper described well the green aware-
ness, Mahmoud et al., (2020) said in their journal that environmental awareness
develops the sense of association with the natural environment which promotes

conservation of natural resources along with the sustainable development.

Han et al., (2019) discuss in their article that environmental awareness influences

the attachment with the local environment and its resources. The awareness
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prevails with the behavior and emotions between the environment and the people.
It happens due to the environmental attachment that people tend to behave in
environmental friendly manner which is the reason behind their environmental
awareness. (Jansen, 2019) describes in his research that people show their attach-
ment to the same place due to different social factors including the awareness of
the environment that entails consciousness about green environment and cognition
of behavior which further exhibit the feelings, knowledge and the understanding
of environment through senses that drives the positive attitude in people towards
the environmental friendly living which will increase the chances in creating the

green environmental awareness in consumers.

Another study was conducted in Thailand by butarapong (2018) in which it was
discussed that the environmental awareness is the primary concern for the future
of the generations as the emotional bond to the natural resources is created which
is influenced by resources and time that triggers the attachment of the person
to the environment which will result in forming the environmental attachment in
the context of social and human interactions. On the other hand, environmental
behavior is the behavior that is favorable for the environment which helps to
protect it and it is achieved by fostering the people’s behavior in certain direction
by stimulating the efforts for the environment. The socio demographic factors such
as age and gender along with beliefs and values influences the awareness about
the environment which increases their familiarity with the nature that results in

the individual’s attachment with the specific environment (Mohd et al., 2020).

Reyes (2020) discuss in his article that green environmental awareness is an im-
portant factor which is responsible for developing positive association with the

certain environment.

The above mentioned literature on the environmental awareness has been studied
on the areas such as green marketing, corporate social responsibility and sustain-
able development etc. Though their evidences describe that it differs from one
country to another country. Likewise, it is also widely held that in the context
of Pakistan there may be different dimensions of green environmental awareness
has a substantial influence on environmental attachment. Hence, the following

hypothesis propose that:
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H1: Green Environmental awareness will have relationship with the environmental

attachment.

2.5.2 Sense of Responsibility Relationship with Environ-

mental Attachment

The second hypothesis is developed to satisfy specific research objective of this
study, objective number (2). There are several definitions of sense of responsibility
defined by different authors. The previous research describes that the sense of
responsibility is one of the main factor which explains the environmental friendly
behavior of the consumer (Daniel et al., 2017). In one of the study the researcher
was of the view that sense of responsibility is associated with the consumer’s self-

image and the self-identity (Va“isto et al., 2016).

Another research was conducted in which the researcher said that the concept of
responsibility is so important in order to shape up the beliefs and values of the
people in the society which impacts on the actions which leads to environmental
friendly behavior (Vanessa et al., 2019). Correspondingly Yi Du et al., (2018)
said that sense of responsibility develops the drive for defensive actions towards
the nature which labels their reflection about place that people value and strive
to preserve the environment. Moreover, sense of responsibility encompasses the
characteristics such as doing no harm to the environment by generally promoting

the association of the person to the natural environment (Abbas, 2020).

A research was conducted in Poland by Anna et al., (2020) in which researcher
was of view that sense of responsibility in the consumers helps to identify the
features like social motivation towards place and help us to develop the pathways
in the direction of the sustainability. Likewise, another research was conducted
in sustainability field in Bahrain by Mubarak, (2019) in which researcher was of
the view that the practice of protecting environment is not an easy task which
requires the factors such as social, economic and ecological aiming at creating a
sustainable environment in a way that it endures to create a drive of sustainability

in the consumers.

Fatemeh et al., (2021) conducted the research in Spain in which it is revealed
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that sense of responsibility is essential in relation to the environmental attachment
in which it is measured that creating belonging to the certain environment helps
in developing the responsible behavior in terms of the environmental perspective
in turn the healthy behavior and positive outcomes are examined which connotes
the satisfaction in consumers about minimizing the impact of individual actions on
the natural resources. A research was conducted in Slovenia in which the author
reveals that sense of responsibility is more probable of influencing one’s self-image
within environmental friendly behavior which implies that taking environmental
actions is actually dependent on the past or initial decisions made by the consumer

(Zabkar, 2020).

The above mentioned literature on the sense of responsibility has been studied
on the areas like Sustainable Development, Green Marketing and Social Respon-
sibility etc which identifies the issues related to sustainability. However, their
evidences describe that it differs from one country to another country. Equally
important, it is also widely held that in the context of Pakistan there are different
dimensions of Sense of Responsibility has a substantial influence on environmental
attachment. Hence, supported by the theory and preliminary quantitative study

of the objective (2), following hypothesis propose that;

H2: Sense of responsibility will have significant positive relationship with the

environmental attachment.

2.5.3 Environmental Attachment Relationship with Pre-

dict Sustainable Product Consumption

The third hypothesis is established to satisfy specific research objective of the
study, objective number (3). There are numerous definitions of environmental
attachment defined by different scholars. Environmental attachment is the as-
sociation between individuals and their environment. It is comprised of Person,
Process and place which is multidimensional concept that helps to understand the
environmental friendly behavior in consumers (Razem, 2020). The people having
stronger environmental attachment tend to have more environmental concern in

order to protect the place from environmental damage. In general, environmental
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attachment influences the attitudes of people and social norms which results in

the creation of sustainable attitude in consumers (Piera et al., 2017).

Christina et al., (2016) conducted his research in which they explain in their
research that individuals who are strongly bonded to a certain environment having
environmental friendly attitude are more likely to consume sustainably with the
carefulness to protect the environment. The sense of self with a environment
describes the individual’s strong attachment with the place which minimizes the
environmental effects that results in the responsible consumption. B.Colea et al.,
(2021) discuss in his article in USA that cultural and personal factors plays an
important role in order to develop potential for environmental attachment which

in-turns leads to sustainable consumption.

A study was conducted in which it reveals that the sustainable consumption at-
titude can be anticipated by the individual attitude towards the environment as
it leads to the commitment to that environment which results in positive attitude
towards sustainable consumption behavior (Georgina et al., 2017). Yenny et al.,
(2018) explains in his research in Indonesia that attachment is created when in-
dividuals see their surroundings as a part of their self for satisfying their goals
and those past experiences plays an important role in creating sustainability in
the consumers. The aim of consuming sustainable products is to reduce waste,
minimize the use of resources and transform the habit of purchasing products to

result in sustainable product consumption (Tholang et al., 2021).

Another research was conducted by Marfa et al., (2018) in Germany in which they
explored that the environmental friendly attitude influences the behavior which
denotes more attachment to the environment and concern for the surroundings
which influences the environmental attachment. A research was conducted in
Sweden in which the researcher explains that environment is the consumption
item including other entities for maintaining and developing a part of self, such
as people with strong identity can show their concern for environment and the

quality of the environment (Raymond et al., 2017).

The above stated literature on the environmental attachment has been studied on
the areas like social responsibility, green marketing and sustainable development

etc. which identifies the issues related to sustainability. However, their evidences
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describe that it differs from one country to another country. Equally important,
it is also widely held that in the context of Pakistan there are different dimensions
of environmental attachment has a substantial effect on to predict sustainable
product consumption. The above mentioned literature on the environmental at-
tachment hence, supported by the theory and preliminary quantitative study of
the objective (3), following hypothesis propose that;

H3: Environmental Attachment will have relation with to predict sustainable

product consumption.

2.5.4 Mediating role of Environmental Attachment between
Green Environmental Awareness and Predict Sus-

tainable Product Consumption

The fourth hypothesis is developed to satisfy specific research objective of the
study, objective number (4). It demonstrates that environmental attachment plays
a mediating or intervening role between relationship of green environmental aware-
ness and to predict sustainable product consumption. Environmental attachment
can positively or negatively mediates this relationship. Environmental attachment
has been previously studied as a mediator in multiple studies; for example, a study
was conducted in Malaysia by Muhamad et al., (2020) in the tourism industry of

sustainable consumption.

It was established that environmental attachment plays a prime role as a mediator
in different areas of sustainability such as there are levels of attachment in the
factors like perceptional and social as the people with strong place attachment
are having more trend towards sustainable consumption. It was being said that
without environmental attachment there is a lack of environmental friendliness
in individuals. In another research it states that environmental attachment act
as a mediator in between nature based intensions and different components of
environmental friendliness (Namyun et al., 2017). In another research it is said
that environmental attachment mediated between factors of green consumption
and green development (Aiste et al., 2021). Likewise, a research was conducted in

China by Bing et al., (2019) and it describes that environmental attachment
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intervenes between social responsibility and consumer behavior in green products.

Numerous studies have been conducted in Sweden, U.K, Switzerland, Slovenia,
Belgium, Austria, Netherlands, Germany, Australia, Hong Kong, Brazil, Nor-
way, Finland, CzechRepublic, Denmark, Canada, Ireland, Malaysia, Singapore
and Japan mostly (Meschede, 2020), in Pakistan there is a little evidence that en-
vironmental attachment act as the mediator between green environmental aware-
ness and to predict sustainable product consumption. Yet their results exhibited

that it differs by nation.

Correspondingly it is also widely held that in context of Pakistan there may be
different aspects of green environmental awareness to predict sustainable product
consumption. All of these studies have shown that environmental attachment
could promote environmental awareness which will lead to the consumption of
sustainable products. Therefore, supported by the theory and the quantitative
study of the objective (4), following hypothesis propose that;

H4: Environmental attachment will act as a mediator between green environmen-

tal awareness and to predict sustainable products consumption.

2.5.5 Mediating Relationship of Environmental Attachment
Between Sense of Responsibility and Predict Sustain-

able Product Consumption

The fifth hypothesis is established to satisfy specific research objective of the study,
objective number (5). It reveals that environmental attachment plays a mediating
or intervening role between relationship of sense of responsibility and to predict
sustainable product consumption. Environmental attachment can positively or
negatively mediates this relationship. Environmental attachment has been studied
as a mediator in the various researches in the past. For example, according to
Hosanay et al., (2017) in the tourism sector of Taiwan, environmental responsible
behavior is seen in the individuals which predicts that environmental attachment
plays an intervening role between responsibility and the environment. At the
same time environmental attachment is more associated with values and function

of attitude that will promote the sense of responsibility in the consumers
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(Jian Xu, 2019).

A study was conducted in China in which Environmental attachment was studied
as the bond to which people can relate in terms of developing different factors of
environmental behavior in them (LIU, 2017). Some researchers are of the view that
environmental attachment fosters the responsibility to act responsibly (Hosany
et al., 2017). In another research it was observed that due to attachment of
the environment individuals adopt social norms into the personal norms which
activates the sense of responsibility in them (Yue et al., 2020). A study was
conducted in Indonesia, it was observed that environmental attachment will drive
individuals to concentrate more on the environmental issues and take initiative
to act responsibly for the protection of the environment in Indonesia (Isaa et al.,

2019).

Several studies have been conducted in Sweden, Netherlands, Germany, Australia,
Hong Kong, Brazil, U.K, Switzerland, Slovenia, Belgium, Austria, Norway, Fin-
land, Denmark, Canada, Ireland, Czech Republic, Malaysia, Singapore and Japan
(Meschede, 2020), in Pakistan there is a little evidence that place attachment act
as the mediator between Sense of Responsibility and to predict sustainable product
consumption. However, their results exhibited that it varies from one country to
another country. Likewise, it is also widely held that in context of Pakistan there
may be different aspects of sense of responsibility to predict sustainable product

consumption.

The above mentioned studies have shown that Environmental attachment could
promote responsible behavior in consumers which will lead towards the consump-
tion of sustainable products. Hence, supported by the theory and the initial

quantitative study objective (5), following hypothesis propose that;

H5: Environmental Attachment will mediate the relationship between sense of

responsibility and to predict sustainable products consumption.

2.6 Norm Activation Model Theory

Norm Activation Model theory (NAM) has been selected as the underpinning the-

ory for this thesis. This theory was formerly used to explore the functions of



Literature Review 26

self-importance and responsibility in pro-environmental behavior (shawrtz,1977).
For example, in a study conducted in China in year 2017 studied the behavioral
aspects of consumers within sustainable transport industry in light of norm ac-
tivation model (Yuwei, 2017). Likewise, in another study conducted in USA in
which consumer behavior regarding organic food menus was studied which indi-
cated that the antecedents of NAM i.e. personal norms, attitude, subjective norm
and perceived behavioral control are the determining factor to choose organic
items which leads consumers to visit the restaurant (Shina, 2018). Moreover,
in Taiwan the pro-environmental behavior of the public servants at the central
and local government has been studied, it was observed that understanding of
environmental value-action gap between public servants at the central and local
governments is essential for the effective implementation of environmental policies
hence the study was conducted using norm activation model as the underpinning
theory (Fang, 2019). In Pakistan norm activation theory has been studied with
the theory of planned behavior to understand the energy conservation in Karachi
Pakistan (Rasool et al., 2019). Though regardless of rich literature available on
norm activation model theory it has been recognized that this theory has not been
studied to predict the sustainable product consumption with the mediating role
of environmental attachment. In the light of this theory the antecedents such
as green environmental awareness and sense of responsibility act as the factors
in order to predict sustainability in consumers. Similarly, while observing the
sustainable consumption it was recognized that environmental attachment was
considered as the mediator between green environmental awareness and sense of

responsibility. The next section would discuss the gaps in the existing literature.

2.7 Research Gaps

The contextual, theoretical and managerial contribution of this thesis was estab-

lished chronologically in the following section.

2.7.1 Contextual Gaps

Numerous literatures with the Norm Activation Theory(NAM) on sustainability
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were explored. It was observed that the present studies have very little evidence
to use the study of norm activation model theory (NAM) from the view point
of consumers while studying the impact of green environmental awareness and
sense of responsibility to predict sustainable product consumption (Scarpi, 2020).
This constrains the generalization of the findings towards sustainability industry in
Pakistan. Similarly, it has been established that minimum of the studies have been
conducted in Pakistan in light of norm activation model theory (NAM). Thus this
study would have significant contribution in the context of Pakistan. There exists a
line of vacuum in these studies as the relationship between factors of sustainability,
leading to predict sustainable product consumption with the mediating effect of
environmental attachment in light of norm activation model theory (NAM). It
was recognized that minimal evidence is available about the previous studies were
conducted in sustainability industry from the point of view of producers so this
study will be conducted in sustainable product consumption from the view point

of consumers in the light of norm activation model theory (NAM).

2.7.2 Theoretical Gap

It was observed from the literature about the minimum evidence is available that
the unit of analysis is the potential or current sustainable consumers in the sus-
tainable products industry of Pakistan. A major chunk of the study was directed
towards the industries such as automobile, power, apparel, environmental and
food industry (Benyamin et al., 2018). Therefore, from the previous studies it
was observed that among the present gaps, the factors which leads to predict the
sustainable product consumption are absent (Biswasl, 2017). However, it can be
said that most of the present literature focuses on the performance of traditional
products which is not enough to measure the performance of sustainable products

(Sesini et al., 2020).

Moreover, majority of the studies were conducted in the countries like Sweden,
Netherlands, Germany, Slovenia, Belgium, Austria, Norway, Australia, Hong Kong,
Brazil, U.K, Switzerland, Finland, Denmark, Canada, Ireland, Czech Republic,
Malaysia, Singapore and Japan (Meschede, 2020). Another research reveals that

place attachment mediated between factors of sustainable consumption and
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sustainable development (Aiste et al., 2021). In another research it is said that en-
vironmental attachment mediated between the linkage to which people can relate
and developing diverse factors of environmental behavior in them (LIU, 2017).
Similarly, a research was conducted in China by Bing et al., (2019) and it en-
tails that environmental attachment intervenes between social responsibility and

consumer behavior in green products.

2.7.3 Managerial Gap

Furthermore, this study would provide support to the managers and consumers to
understand the importance of using environmental friendly products (Mera et al.,
2020). Furthermore, they will have better understanding of how to save energy,
use recycled products, and also make consumers understand the effective use of

the resources (Lin, 2018).

In this context, the objective of this research was to identify the factors leading
towards sustainable product consumption. Merely, this study needs to address the
gap by discussing the sustainable consumption issue from developing country per-
spective. However, little has been discussed about sustainable consumption in its
true sense within the developing countries. The concept of sustainable consump-
tion is in its initial stage. Put together, it can be said that sustainable consumption
is a subject that needs more efforts to understand it. It unquestionably calls for

more research initiatives.

Therefore, the purpose of this thesis is to understand what kind of influencing
factors have an effect on the consumers regarding sustainable product consump-
tion, to examine what is the role of behavior and values such as environmental
attachment with the factors which are green environmental awareness and sense
of responsibility in order to predict the sustainable product consumption in the

consumers in light of norm activation model theory (NAM).

2.8 Conceptual Framework
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Summary

Chapter number two gives a detailed interpretation of literature positioning a base
of this study, literature available on sustainable product consumption and the
factors leading to sustainable product consumption has been discussed in contex-
tual, conceptual and theoretical manner, the underpinning theory norm activation
model theory has been discussed and available literature and dimensions it has
been viewed previously has been identified moreover a comprehensive account of
literature has been discussed on factors such as green environmental awareness,
sense of responsibility and environmental attachment as factors leading to pre-
dict sustainable product consumption. Consequently, on the basis of research gap

identified hypothesis and conceptual framework has been developed in chapter 2.



Chapter 3

Research Methodology

3.1 Introduction

The previously documented chapters reviewed arguments of the sustainable prod-
uct consumption. Evidence indicated that a majority of the studies on these factors
were conducted in countries like America, China, Europe, Germany, Brazil and
India with limited studies conducted in Pakistan. Hence this thesis dealt with the
factors including green environmental awareness and sense of responsibility lead-
ing to predict sustainable product consumption with the mediating role of place
attachment in the light of norm activation theory. This objective would be further

investigated by setting the research paradigm at the outset.

3.2 Research Philosophy

At the early phase setting the research strategy, helped in interpreting the philo-
sophical point of view for this research thesis. Generally, the research strategy
facilitated in the collection of the data and the setup of research goals, beliefs
and practices (Kamal, 2019). In account of the research setting for this thesis a
positivist paradigm was formed which further aided in answering the objectives for
the research. Additionally, this research strategy be dependent on the deductive
reasoning. Likewise, the hypothesis for this thesis was established on the basis

of literature deduced from the published research articles and proven statistical
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data (Kuyini, 2017). The Population of the study has been discussed in the next

section.

3.3 Population

A population denotes to the set of events, people or objects with the comparable
features, which the researcher needs to study for the research purpose (U N, 2019).
For the purpose of research Punjab, Pakistan has been taken as the population of
this study, 110 million populations have been noted as per the census held in 2017
(Pakistan Bureau of statistics, 2017). Moreover, the planning and development
department and the government of Punjab along with the United Nations Devel-
opment Program (UNDP) has conjointly formed the unit to provide support for
sustainable development goals (SDGs) in order to mainstream, acceleration and
policy support (MAPS). Collectively it represents the national commitment to the
global environment (Khan, 2016). The markets of sustainable products in Punjab
Pakistan(online) were selected as the population for exploring this research thesis.
Furthermore, the list of consumers in the other chosen province was not available,
hence keeping in view the population of Punjab (online) was chosen to purposively

choose the consumers of sustainable products.

3.4 Sample Size

The population is usually considered a collection of large amount of data. The
perfect sample has all the features of the total population in this way the sample
is the broad representation of the entire data. It is not an easy task to gather
the data from the entire population due to constraint of resources and time. In
social sciences, it is suggested to use the sampling technique other than the whole
population as it is less time consuming and less expensive in comparison to the
collection of data from the whole population. Sampling has two types one is
probability sampling and the other is non-probability sampling technique. As the
exact population of current and potential consumers of sustainable products in

Pakistan is unidentified. In this way it is recommended to use the non-probability
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sampling technique in order to gather the data. Therefore, this research uses the
purposive sampling which is the part of non-probability sampling technique for

the collection of data from the consumers of sustainable products in Pakistan.

The proven sample size guidance was targeted at 100 as poor, 200 as ordinary,
300 as good, 500 as nice and 1000 or further as exceptional (Myers et al., 2017).
Within PLS-SEM thesis the focus of sample size should be in between 100 and 200
(Kwong, 2017). The minimum illustration for the people residing in twin cities was
assessed by using a formula: e= N (1-N) Y2/ Y2 (Israel 1992) along the margin

of error which is 5% and the 95% of confidence interval.

As there were very less or no statistics on the consumers of sustainable products
residing in Punjab Pakistan. The consumers based on the usage of sustainable
products were chosen as the unit of analysis in this thesis. Therefore, purposive
sampling method which is the part of non-probability sampling method, was used
in this research thesis accordingly, a combined sample size of 304 for the chosen

area was determined from the recognized population.

3.5 Measurement Variable

The collection of data is not an easy task. The included questionnaire was used
to collect data which had been developed by the several authors. The factors
leading to predict the sustainable product consumption includes green environ-
mental awareness, sense of responsibility and place attachment specified along
with the number of items as discussed in table 3.3. The seven point Likert scale
has been used to collect the views of the respondents. The objective was that the
respondents have more options to reveal their opinion and feel more comfortable

to answer the questions in the seven point Likert scale. (Sullivan, 2013).

3.5.1 Scale Adoption

The scales are presented in a sequence starting with dependent variables, followed

by mediating and independent variable.



Research Methodology 33

3.5.1.1 Independent Variables

This research incorporated two Independent variables discussed as follows;

3.5.1.1.1 Green Environmental Awareness

Zelezny and Schultz (2000) defined green environmental awareness as an element
of belief system refers to specific psychological factors related to individuals’ will-
ingness to engage in pro-environmental behaviors. It is a complex system of values
and attitudes, and is also a part of the social consciousness. Furthermore, a seven
point Likert scale is used for the operationalization of the survey questionnaire.
In this way first in the scale displayed high level of agreement while seventh in the
scale showed high level of disagreement. The overall impact of green environmen-
tal awareness was worked out by taking the average of 4 items. The summary of

scales is shown table 3.3.

3.5.1.1.2 Sense of Responsibility

According to Grewal, Rajdeep, Raj Mehta, and Frank R. Kardes (2004) the extent
to which consumer’s self-image, self-identity, and knowledge is reflected. Further-
more, a seven point Likert scale is used for the operationalization of the survey
questionnaire. In this way first in the scale displayed high level of agreement while
seventh in the scale showed high level of disagreement. The general impact of
green environmental awareness was worked out by taking the average of 6 items.

The summary of scales is shown table 3.3

3.5.1.2 Mediator
3.5.1.2.1 Environmental Attachment

According to Gifford (2010) environmental attachment is the emotional bond be-
tween person and environment and is a main concept in environmental psychology.
It is highly influenced by an individual and his or her personal experiences. Cor-
respondingly, a seven-point Likert scale is used for the operationalization of the

survey questionnaire. Besides, first in the scale exhibited a high level of agreement,
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while seventh in the scale indicated a high level of disagreement. The general
impact of Environmental Attachment was worked out by taking the average of 6

items.

3.5.1.3 Dependent Variable
3.5.1.3.1 Predict Sustainable Product Consumption

Gild Barr, and Ford (2005) described Sustainable consumption as meeting the
needs without giving harm to the environment by reducing resource use, degra-
dation, and pollution, while increasing the quality of life. Furthermore, a seven
point likert scale is used for the operationalization of the survey questionnaire. In
this way first in the scale displayed high level of agreement while seventh in the
scale showed high level of disagreement. The overall impact of green environmen-
tal awareness was worked out by taking the average of 5 items. The summary of

scales is shown table 3.3.

TABLE 3.1: A Summary of Constructs Established in the Thesis

Constructs Source Items Reliabilities
Green Environmental Aware- Zelezny and  Schultz 4 0.82
ness (2000)
Sense of Responsibility Grewal, Rajdeep, Raj 6 0.9

Mehta, and Frank R.
Kardes (2004)

Environmental Attachment Scannell, R.  Gifford 6 0.85
(2010)

Predict Sustainable Product Gild Barr, and Ford 5 0.86

Consumption (2005)

3.6 Data Collection Method and Procedure

The collection of data is difficult task for the researcher, in this way without any
reference it is difficult to collect data from the consumers who use sustainable
products in Pakistan. Keeping in opinion that obstacle, every reference was used
to collect data from the consumers who use sustainable products. Purposive sam-

pling was used to gather the data. For the reliability of data, it was necessary
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that questionnaire was filled by the people who have experience in the usage of
sustainable products in Pakistan. For this purpose, it was made sure that the data

was only filled by the consumers of sustainable products in Pakistan.

There are different methods used by the researchers for the collection of the data.
Keeping in vision that the data collection is time taking process, Google docs
has been used for this purpose. The link of google docs was sent to the to the
consumers who are using sustainable or green products in Pakistan. With the help
of purposive sampling total 304 responses were received from the respondents in

Punjab Pakistan.

TABLE 3.2: Format for Survey Questionnaire

Introduction A description on the thesis
objectives

Section 1 Main study questions.

Section 2 Personal data questions. Appre-

ciation statement.

3.7 Data Analysis

3.7.1 Smart PLS 3.0

SMART PLS 3.0 algorithm was used for the estimation of the research thesis with
two models: the structural model and the measurement model. The structural
model examined the validity and reliability of the data whereas measurement
model provided the assessment of effect to test the hypothesis. (Kwong & Wong,
2013). Besides, it worked with wide range of sample sizes and due to bootstrapping
procedures it did not required any assumption of data normality (Kwong & Wong,
2013). Additionally, it guaranteed more theoretical meanness and provided better
forecasts to the models with complex contacts (Kwong & Wong, 2013). Moreover,
PLS-SEM was gradually being adopted in research disciplines in recent years which
includes marketing and business (Kwong & Wong, 2013).
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3.8 Summary

At start, this chapter establishes the research paradigm. Secondly, the selected
population for this thesis was discussed followed by the sample size. Then a dis-
cussion was documented on the data collection method and procedure which is
followed by scale development established for each variable. Lastly, a discussion
was setup on the SMART PLS 3.0 for the data analysis of structural and mea-

surement model.



Chapter 4

Results and Discussion

4.1 Respondents

e total number of 304 (three hundred and four) survey questionnaires were received
through google docs from the potential and current consumers of sustainable and
green products. The people of Punjab Pakistan were the respondents through
which the questionnaires were mostly got filled (Appendix A, Survey Question-
naire). In contrast to SPSS & AMOS; the SMART-PLS 3.0 did not require a huge
sample size (Afthanorhan, 2013). Numerous questions were asked in the ques-
tionnaire and it was assured that all of the responses were kept confidential and
utilized only for the purpose of analysis. The potential and current consumers
of sustainable products who are participating as a respondent to this quantita-
tive research were presented according to gender, monthly income and sustainable
product usage experience. A detailed description of demographics and geographic

is displayed in the Table 4.1.

4.2 Model Evaluation (SMART PLS 3.0)

Once the measurement and structural model is created the items and the factors
are linked together successfully in Smart PLS 3.0. Likewise, for running the model
in SMART PLS 3.0. the parameters relied on; reliability analysis, cross loadings,
HTMT ratio and path analysis by using boot strapping were measured.

37
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TABLE 4.1: Geographic and Demographic Characteristics of Respondents

Major Segmentation Category Frequency Percentage
Variables
Geographic Region Punjab Pakistan 304 100%
Gender Male 147 49%
Female 155 51%
5k-30k 81 27%
Monthly Income gglﬁ_gglﬁ S; éggj
Above 80k 68 22%
1-5 years 210 69%
) ] 5-10 years 57 19%
Sustainable Product Usage Experience 10-15 years 16 5%
More thanl5 years 21 ™%

4.3 Running the Path Model Estimation

Once the measurement and structural model is created the items and the factors
are linked together successfully in Smart PLS 3.0. Likewise, for running the model
in SMART PLS 3.0. the parameters relied on; reliability analysis, Fornell larker’s
criterion, cross loadings, HTMT ratio and assessment of second order construct

were measured.

4.4 Assessment of the Measurement Model

As the measurement model is comprised of internal consistency, convergent and
discriminant validity. To assess the measurement model internal consistency, con-

vergent and discriminant validity were checked.

4.4.1 Internal Consistency

The internal consistency within the measurement model included the Cronbach’s

alpha and composite reliability.

4.4.1.1 Cronbach’s Alpha

The reliability of each of the construct can easily be evaluated with the help of
Cronbach’s alpha. The range of Cronbach’s alpha lies between 0 to 1. If the value
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of Cronbach’s alpha is higher that will indicate the higher reliability. It can be
observed from table 4.2 that the values of the variables are 0.71 for GEA, 0.86 for
EA, 0.81 for SR and 0.778 for PSPC that means they are close to 1 which depicts
the reliability of the constructs will also be significant. The values are shown in

Table 4.2.

4.4.1.2 Composite Reliability (CR)

The composite reliability is a suitable method of measuring the reliability like
Cronbach’s Alpha and the value of the constructs above 0.7 is considered to be
significant (Hair et al., 2016). The composite reliabilities of all the constructs are
above 0.7. Therefore, the reliabilities are considered to be significant. The values

of composite reliabilities are shown in Table 4.2

TABLE 4.2: Reliability Analysis

Cronbach’s rho_A Composite Average Variance

Alpha Reliability Extracted (AVE)
GEA 0.717 0.732 0.823 0.538
EA 0.868 0.87 0.901 0.602
PSPC 0.778 0.78 0.851 0.535
SR 0.814 0.823 0.865 0.518

4.4.2 Convergent Validity

Referring to (Hair et al.,) in 2016, when two or more items of the same construct
and other constructs are correlated to each other, is known as convergent valid-

ity. It can simply be measured by factor loadings and average variance extracted

(AVE).

4.4.2.1 Average Variance Extracted (AVE)

The Average Variance extracted can be described as the variation within the per-
centage within the item and the construct. The value which is 0.50 and above

is considered to be significant in AVE (Fornell & Larker, 1981). Therefore, the
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FIGURE 4.1: Illustration of outer loadings after removing the items with lower
loadings

value of AVE of all the variables are greater than 0.50 which is considered to be

significant for the reliability of variables. The AVE values are shown in Table 4.2.

4.4.3 Discriminant Validity

When two constructs are different from one another, it can be said that there is
a discriminant validity between these constructs (Hair et al., 2019). It is assessed

through Fornell-Larker criterion, cross loadings and Heterotrait Mono-trait ratio

(HTMT).

4.4.3.1 Cross loadings

The another way to measure the discriminant validity is by using cross loading
method. The discriminant validity is established when the outer loadings of the
correlated constructs are higher in relation to the other constructs (Hair et al.,).
Table 4.3 represents the values of the cross loadings for each of the construct. It
can be seen from the table that the factor loading for each of the construct is
greater in comparison the other constructs. Hence the discriminant validity has

been demonstrated with the help of cross loadings.
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TABLE 4.3: Cross Loadings

GEA PA PSPC SR
GEA1 0.76 0 0 0
GEA2 0.66 0 0 0
GEA3 0.72 0 0 0
GEA4 0.78 0 0 0
EA1 0 0.75 0 0
EA2 0 0.79 0 0
EA3 0 0.76 0 0
EA4 0 0.77 0 0
EA5 0 0.77 0 0
EA6 0 0.78 0 0
PSPC1 0 0 0.78 0
PSPC2 0 0 0.81 0
PSPC3 0 0 0.76 0
PSPC4 0 0 0.62 0
PSPC5H 0 0 0.65 0
SR1 0 0 0 0.78
SR2 0 0 0 0.7
SR3 0 0 0 0.77
SR4 0 0 0 0.82
SR5 0 0 0 0.72
SR6 0 0 0 0.7

4.4.3.2 Herotrait-Monotrait Ratio (HTMT)

Hetrotrait-Monotrait ratio (HTMT) is the average correlation of the indicators

between the different constructs to the average correlation of the other similar

constructs. Threshold level of the related constructs not below than 0.90, contrary

to it the threshold level of the dissimilar constructs is 0.85 or below (Henseler et

al., 2015). The values of discriminant validity are shown in Table 4.4.

TABLE 4.4: Heterotrait-Monotrait Ratio (HTMT)

Constructs GEA EA PSPC
GEA 0 0 0
EA 0.737 0 0
PSPC 0.587 0.734 0
SR 0.9 0.88 0.682
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4.4.4 Path Analysis using Boot Strapping

Once the validity of measurement model is assessed the next step is to assess
the structural model with the help of multi-collinearity of items and measure the
significance of the outer weight (Wong,2013), in order to measure the structural
model (Hair et al., 2019) it is followed by two steps. Initially the latent variable
scores of lower order component were acquired by using SMART PLS 3.0 and
used to illustrate a new model for assessment of the second order construct. After
establishing a new model, multi-collinearity of formative construct was assessed
through variance inflation factor (VIF). The threshold of multi-collinearity is 5 or

below.

Furthermore, formative indicators are calculated by the outer weights and its
significance was tested through bootstrapping. It can be observed from table 4.3
that outer weight of constructs GEA, SR and EA. Hair et al., (2019) said that if
the weight is insignificant but the outer loading is above 0.5 then item should be

retained otherwise it should be discarded.

TABLE 4.5: Significance and VF value of Formative items

Relationships 3 value Sample Standard T Statistics P Values  F? Q? ¢ Decision
Mean Deviation

H1;GEA— EA 0.136 0.139 0.063 2.159%* 0.031 0.0879 0.1368 0.0334 Supported

H3: EA— PSPC  0.618 0.624 0.054 11.38%* 0 0.5786 0.3156 0.2065 Supported

H2:SR —EA 0.662 0.666 0.056 11.812%* 0 0.0574 0.3156 0.2043 Supported

Note: *p<0.1, **p<0.05, ***p<0.01

4.4.5 Assessment of Structural Model

The structural model depicts that how the constructs are interrelated to each
other in the research framework (Hair et al., 2019). It is measured on the basis of
significant of path coefficient and coefficient of determination (R2). Therefore, it
is important to check the multi-collinearity of the structural model. Hence it was

measured by VIF values of constructs in Table 4.5.
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FIGURE 4.2: Illustration of structural model

4.4.6 Significant of path coefficient

Path coefficient link the construct with each other. The values which are close to
+1 depicts strong positive relationship whereas the value close to -1 denotes the
strong negative relationship. Path coefficient hypothesize the relationship and its
significance was found through bootstrapping. The values of path coefficient along

with significant values are given in table 4.6.

4.4.7 Coefficients of determination (R?)

Coefficients of determination (R?) measures the linear relationship of the variables.
The greater value represents the more explanatory power. (R?) values of 0.75, 0.5

and 0.25 are recognized as significant, moderate and weak (Hair et al., 2019).

4.5 Mediation Analysis

The purpose of mediation analysis was to test the hypothesis that Environmen-
tal Attachment (EA) mediates the relationship between the factors of sustainable
consumption (GEA) (SR) and predict sustainable product consumption (PSPC).
SMART PLS 3.00 was used to perform the mediation analysis through bootstrap-
ping with 304 samples. The full mediation was established as described below in

detail and the mediation model is shown in Figure: 4.3.
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TABLE 4.6: Significance Analysis of Mediation
Relationship  Total effect ( Direct Effect ( GEA — PSPC) &
GEA — PSPC) (SR — PSPC)
& (SR — PSPC)
Coeflicient P.Value Coeflicient P-Value Decision
(GEA— PSPC) 0.084 0.035 0.124 0.135 Not sup-
ported
(SR — PSPC) 0.409 0 0.464 0.036 Supported
Indirect Effect of GEA on PSPC and SR on PSPC
Coefficient SD PValue t value CI Decision
GEA — 0.084 0.04 0.035  2.109** (0.011, Supported
EA — 161)
PSPC
SR — EA 0.409 0.059 0 6.914**  (0.293, Supported
— PSPC 0.530)

Note: *p<0.1, *

*n<0.05, ***p<0.01

From the table 4.6 the results revealed that the total effect of GEA on PSPC and
SR on PSPC was significant (H4: = 0.084, t= 2.109**, p= 0.035) and (H5: =
0.409, t= 6.914** p=0). The direct effect of GEA on PSPC became insignificant

(Hd: = 0.124,
significant (H5

t= 1.118%* p= 0.135) and the direct effect of SR on PSPC is

: = 0.468, t= 3.977** p= 0). The indirect effect of GEA on PSPC

with the inclusion of mediating variable EA was found significant (H4: = 0.084,

t= 2.109%*, p=

0.035) and the indirect effect of SR on PSPC with the inclusion

of mediating variable EA was also significant (H5: = 0.409, t= 6.914**, p= 0).
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FIGURE 4.3: Mediation Analysis with path coefficients
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This shows that the relationship between the factors of sustainability GEA, SR
on PSPC is fully mediated by EA.

4.6 Chapter Summary

This chapter initiated with the path model estimation for the measurement model.
Similarly, the internal consistency, convergent validity, discriminant validity and
path analysis by using boot strapping were measured. Moreover, structural model
was tested which includes the significance of path coefficient and coefficient of
determination R2. Lastly mediation analysis was tested to test the hypothesis 4

and 5. Conclusion and implications of this research are explored in chapter 5.



Chapter 5

Conclusion and Recommendation

5.1 Introduction

The last chapter discusses the results of the model. This chapter of the thesis
reviewed the findings and implications for the thesis. Likewise, the conclusion for
this quantitative study were found according to the results and discussion of the
study. At first the results were concluded for the measurement model. Thus this
led to the conclusion of confirmatory factor analysis for the structural model on
the basis of five hypothesis documented in the light of research objectives. The
first three hypotheses (H1, H2 &H3) were focused towards testing the relationship
of green environmental awareness with environmental attachment, sense of re-
sponsibility with environmental attachment and environmental attachment with
predict sustainable product consumption. The last two hypotheses (H4 & H5)
were focused towards testing the mediating effect of environmental attachment
between the factors of sustainability green environmental awareness and sense of
responsibility with the predict sustainable product consumption. Lastly the chap-
ter was concluded by theoretical contribution, managerial implications, conclusion,

limitation and future research direction.

5.2 Summary of the Study

The main purpose of this study was to explore the relationship between the factors

46
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of sustainability which are green environmental awareness and sense of respon-
sibility with environmental attachment in order to predict sustainable product
consumption in the potential and current consumers of sustainable products fo-
cused towards testing the mediating effect of environmental attachment between
the factors of sustainability in order to predict sustainable product consumption.
The data was collected from the current and potential consumers of green or sus-

tainable products in Punjab.

This study also endeavors to answer the following specific research objectives of the
study. (i) To determine the relationship between green environmental awareness
and environmental attachment? (ii) To examine the relationship between sense of
responsibility and environmental attachment? (iii) To examine the relationship of
environmental attachment with predict sustainable product consumption? (iv) To
examine the mediating relationship of environmental attachment between green
environmental awareness and predict sustainable product consumption? (v) To
examine the mediating relationship of environmental attachment between sense of

responsibility and predict sustainable product consumption?

5.3 Results for Hypothesis H1, H2 and H3

5.3.1 Green Environmental Awareness with Environmen-

tal Attachment

The results of the hypothesis (H1) shows that the green environmental awareness
has a significant impact on environmental attachment in the sustainable products
industry of Pakistan. The hypothesis one was connected with the research ques-
tion 1 (RQ1): Does green environmental awareness will have a relationship with

environmental attachment?

The path analysis via boot strapping in SMART PLS 3.0 for hypothesis (H1) was
supported (H1 : f = 0.136,t = 2.159,p = 0.031). Refer to table 4.6 for the
comprehensive results. Additionally, the acceptance of hypothesis (H1) was also
in favor with the studies established in the past. According to Mahmoud et al.,

(2020) green environmental awareness improves the association of an individual
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with the natural environment which results in the sustainable development.

Han et al., (2019) discusses in his article that the environmental awareness initiates
with the emotions and behavior between the environment and the people. It is
due to the environmental attachment that people tend to behave in environmental
friendly manner which is the reason behind their environmental awareness. In the
light of the existing literature, green environmental awareness is considered to be
an important factor influencing the environmental attachment. Hence, hypothesis

one is accepted.

5.3.2 Sense of Responsibility Relationship with Environ-

mental Attachment

The results of the hypothesis (H2) shows that the sense of responsibility has a
significant impact on environmental attachment in the sustainable products in-
dustry of Pakistan. The hypothesis two was connected with the research question
2 (RQ2): Does sense of responsibility will have a relationship with environmental

attachment?

The path analysis via boot strapping in SMART PLS 3.0 for hypothesis (H2)
was supported (H2 : f = 0.662,t = 11.812,p = 0). Refer to table 4.6 for the
comprehensive results. Additionally, the acceptance of hypothesis (H2) was also
in support with the literature established in the past. For instance, a research
was conducted by Yi Du et al., (2018) in which he said that sense of responsibil-
ity creates the motivation for defensive actions in individuals towards the nature
which creates their image about place that people value and strive to preserve the

environment.

Moreover, a study in Poland by Anna et al., (2020) indicated that sense of re-
sponsibility in the consumers helps to identify the features like social motivation
towards environment and help us to develop the pathways in the direction of the
sustainability. In the context of the present literature sense of responsibility plays
an important role in creating the environmental attachment. Hence, hypothesis

two is accepted.



Discussion and Conclusion 49

5.3.3 Environmental Attachment Relationship with to

Predict Sustainable Consumption

The results of the hypothesis (H3) shows that the environmental attachment has
a significant impact on to predict sustainable product consumption in the sustain-
able products industry of Pakistan. The hypothesis three was connected with the
research question 3 (RQ3): Does environmental attachment will have relationship

in order to predict sustainable product consumption?

The path analysis via boot strapping in SMART PLS 3.0 for hypothesis (H3)
was supported (H3 : f = 0.618,t = 11.38,p = 0). Refer to table 4.5 for the
comprehensive results. A study was conducted in which it reveals that the sus-
tainable consumption attitude can be predicted by the individual attitude towards
the environment as it leads to the commitment to that environment which results
in positive attitude towards sustainable consumption behavior (Georgina et al.,
2017). However, Christina et al., (2016) conducted his research in which he de-
scribed that individuals who are more attached to a certain environment having
environmental friendly attitude are those in which there is a strong possibility to
consume sustainably with the care to protect the environment. Additionally, the
acceptance of hypothesis three was also in support with the literature established

in the past. Hence hypothesis three is accepted.

A study was conducted in which it reveals that the sustainable consumption atti-
tude can be predicted by the individual attitude towards the place as it leads to the
commitment to that place which results in positive attitude towards sustainable

consumption behavior (Georgina et al., 2017).

5.4 Results for Mediating Hypothesis H4 and H5

Following is the result for hypothesis H4 and H5 which shows the mediating rela-
tionship of environmental attachment between factors green environmental aware-

ness and sense of responsibility with sustainable product consumption.
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5.4.1 Mediating Role of Environmental Attachment Be-
tween Green Environmental Awareness and Predict

Sustainable Product Consumption

The results of the hypothesis (H4) shows that environmental attachment plays
a full mediating or intervening role between relationship of green environmental
awareness and to predict sustainable product consumption. It is in support with
the study that environmental attachment plays a significant role between green
environmental awareness and sustainable product consumption. The hypothesis
four was related to the research question 4 (RQ4): Does environmental attachment
mediates the relationship between green environmental awareness and to predict

sustainable product consumption?

The path analysis via boot strapping in SMART PLS 3.0 for hypothesis (H4) was
supported for total effect, (H4: 5 = 0.084,t = 2.109, p = 0.035), for direct effect
(H4: = 0.124, t= 1.118, p= 0.135) it was insignificant and for the indirect effect
(H4 : g =0.084,t = 2.109,p = 0.035) it was significant. Refer to table 4.6 for the

comprehensive results.

Several studies have been conducted on the mediating role of environmental at-
tachment in Sweden, U.K, Switzerland, Slovenia, Belgium, Austria, Netherlands,
Germany, Australia, Hong Kong, Brazil, Norway, Finland, Czech Republic, Den-
mark, Canada, Ireland, Malaysia, Singapore and Japan mostly (Meschede, 2020).
Similarly, a research was conducted in China by Bing et al., (2019) and it de-
scribes that environmental attachment mediates between social responsibility and
consumer behavior in green products. Moreover, in a research it states that en-
vironmental attachment act as a mediator in between nature based intensions
and different components of environmental friendliness (Namyun et al., 2017).
Consequently, research in different countries show the mediating relationship of
environmental attachment in the different contexts. It is noteworthy that green
environmental attachment showed significant and positive relationship between
green environmental awareness and sustainable product consumption. Likewise,
environmental attachment fully mediates the relationship between green environ-

mental awareness and sustainable product consumption. Therefore, the



Discussion and Conclusion 51

acceptance of hypothesis (H4) was also in support with the literature established

in the past. Hence, hypothesis four is accepted.

5.4.2 Mediating Role of Environmental Attachment Be-
tween Sense of Responsibility and Predict Sustain-

able Product Consumption

The results of the hypothesis (H5) reveals that environmental attachment plays a
full mediating role between relationship of sense of responsibility and to predict
sustainable product consumption. The hypothesis five was related to the research
question 5 (RQ5): Does environmental attachment mediates the relationship be-
tween sense of responsibility and to predict sustainable product consumption?
The path analysis via boot strapping in SMART PLS 3.0 for hypothesis (H5) was
supported for total effect, (H5 : 8 = 0.409,t = 6.914,p = 0), for direct effect (H5
: = 0.464,t = 3.977,p = 0) it was also significant and for the indirect effect
(H5 : B = 0.409,t = 6.914,p = 0). it was significant. Refer to table 4.6 for the

comprehensive results.

A study in Malaysia by Hosany et al., (2017). documented that that place attach-
ment nurtures the responsibility in an individual to act responsibly. In another
research it was established that due to attachment of the environment individuals
adopt social norms into the personal norms which activates the sense of responsibil-
ity in them (Yue et al., 2020). Consequently, a study was conducted in Indonesia,
it was established that environmental attachment will determine individuals to fo-
cus more on the environmental issues and take initiative to act responsibly for the
protection of the environment (Isaa et al., 2019). Accordingly, research in differ-
ent countries show the mediating relationship of environmental attachment in the
different contexts. It is noteworthy that green environmental attachment showed
significant and positive relationship between sense of responsibility and sustain-
able product consumption. Moreover, the acceptance of hypothesis (H5) was also
in support with the literature established in the past. Subsequently, environmen-
tal attachment fully mediates the relationship between sense of responsibility and

sustainable product consumption. Hence, hypothesis five is accepted.
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5.5 Theoretical Contribution

At the outset, the significance of norm activation theory as prevalent psychol-
ogy theory has been discussed in detail by several researchers. Though these

researchers applied this theory to understand the environmental friendly

behavioral outcomes such as personal norms, awareness of consequences and as-
criptions of responsibility. This thesis extended the norm activation model theory
to understand the factors of sustainable consumption in order to predict the sus-
tainable product consumption in the consumers towards reaching the sustainable

goals in Pakistan.

Secondly, a critical review of established literature revealed that the studies on
the different factors of sustainable consumption in the light of norm activation
model theory were mostly established in countries such as Sweden, USA, U.K,
Germany, Australia, Japan, Brazil, Norway, Switzerland, Slovenia, Belgium, Aus-
tria, Netherlands, Finland, Denmark, Canada, Ireland, Malaysia and Singapore.
This limits the generalizability of the findings toward the South Asian countries,
specifically Pakistan. As discussed in the past studies, there exists a distinction
between west and culture in South Asia (Naeem et al.,2018). Though it was rec-
ognized that minimal studies have been conducted in Pakistan on sustainability
by keeping in view the norm activation theory. Therefore, this thesis promised to
be significant for testing the factors of sustainability such as green environmental
awareness, sense of responsibility and environmental attachment in the sustainable

products industry in Pakistan.

5.6 Conclusion

Green environmental awareness as an independent variable relied on environmen-
tal attachment in order to predict sustainable product consumption in the con-
sumers of sustainable products in Pakistan. This variable was based on 4-items
structure, GEA1, GEA2, GEA3 and GEA4. The current and potential consumers
of sustainable products confirmed that, GEA partially mediates the consumer’s

attitude towards the sustainable product consumption in Punjab Pakistan.
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Keeping in view the past studies, this study did not confirm the factor loadings
of all the four items of green environmental awareness. This indicated that the
current and potential consumers of sustainable products gave significant weightage
towards green environmental awareness. Hence, the scale on green environmental
awareness was validated with four items for the current and potential consumers
of sustainable products to achieve sustainable goals in sustainability industry in

the vicinity of Punjab Pakistan.

Sense of responsibility an independent variable relied on environmental attachment
in order to predict sustainable product consumption in consumers of sustainable
products in Pakistan. This variable was based on 6-items structure, SR1, SR2,
SR3, SR4, SR5 and SR6. Keeping in view the past studies, this study did not
confirm the factor loadings of all the six items of sense of responsibility. This
showed that the current and potential consumers of sustainable products gave
significant weightage towards sense of responsibility. Hence, the scale on sense of
responsibility was validated with six items for the current and potential consumers
of sustainable products to achieve sustainable goals in sustainability industry in

the vicinity of Punjab Pakistan.

Moreover, Environmental Attachment acts as a mediating variable relied on to
predict sustainable product consumption in potential and current consumers of
sustainable products in Pakistan. This variable was based on 6-items structure
EA1, EA2, EA3, EA4, EA5 and EA6. Keeping in view the past studies, this
study did not confirm the factor loadings of all the six items of Environmental
Attachment. This implied that the current and potential consumers of sustainable
products gave significant weightage towards environmental attachment. Hence,
the scale on environmental attachment was validated with six items for the current
and potential consumers of sustainable products to achieve sustainable goals in

sustainability industry in the vicinity of Punjab Pakistan.

Furthermore, PSPC as a dependent and outcome variable was based on 5-items
structure PSPC1, PSPC2, PSPC3, PSPC4 and PSPC5. Keeping in view the past
studies, this study did not confirm the factor loadings of all the five items of
to predict sustainable product consumption. This signified that the current and

potential consumers of sustainable products gave significant weightage towards
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to predict sustainable product consumption. Therefore, the scale on to predict
sustainable product consumption was validated with five items for the current
and potential consumers of sustainable products to achieve sustainable goals in

sustainability industry in the vicinity Punjab Pakistan.

5.7 Managerial Implications

Based on the results established in this thesis, it is signified that factors of sustain-
able consumption in the presence of place attachment leads to predict sustainable
product consumption in the current and potential consumers of sustainable prod-
ucts. The policy makers in the sustainability industry should direct their future
efforts towards increasing the awareness of sustainable products in consumers and
achieving the goals of sustainability in order to gain sustainability in the environ-

ment.

Also, by increasing the green awareness in consumers can give the sense of recog-
nition they expect while adopting the choices for sustainable products as green
environmental awareness was considered as an important factor leading to sus-
tainable product consumption. Also, this research found that people want to con-
sume sustainable products for numerous reasons such as to consume 100% natural
products, they do not use plastic bags any more due to ban on it or due to other
personal benefits and because these actions are aligned towards their values to
protect the environment such as social norms (i.e. environmental attachment) as

extensively discussed subject in this thesis.

In a similar way statistically proven via path analysis that the mediating role
of environmental attachment intervenes between the factors of sustainability and
to predict sustainable product consumption in Pakistan. Meanwhile green envi-
ronmental awareness and sense of responsibility fully mediated by environmental
attachment predicts the sustainable product consumption in the consumers. As
a result, the policy makers in sustainability industry should use these factors and
implications in marketing the sustainable products and promote the sustainabil-
ity behaviors in their campaigns. Therefore, motivating the potential sustainable

consumers to adopt the practices of sustainable consumption in the near future.
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5.8 Limitations and Future Research

This research thesis has several limitations and opportunities for the future re-
search. To begin with, this thesis has primarily emphasized on the current and

potential consumers of sustainable product consumption online in Punjab

Pakistan. Future studies could discover other vicinities of Pakistan as well. Mean-
while it was also found that different factors of sustainable consumption were
diverse from one country to the other country. Accordingly, a comparative analy-
sis of two or more countries would bring more insight in understanding the factors
of sustainable consumption in order to predict sustainable product consumption
in current and potential consumers of sustainable products. The thesis has mea-
sured the sustainable product consumption in the potential and current consumers
of sustainability. Future research could inculcate the more than one category of
other consumers who prefer different categories in sustainable products such as
clothing, food and automobile etc. The findings of the thesis were based on the
data collected from the potential and current consumers of sustainable products.
This thesis did not reflect the disparity in the perspective of demographic factors
such as age, education status. Pakistan is an ethnically diverse country, therefore
the emotions, behavior and attitudes might differentiate by ethnicity. Future re-
search could be a comparative study by ethnicity on attitudes towards sustainable

consumption in Pakistan.
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Appendix A

SECTION-ONE; PREAMBLE

Dear Participant,

We are carrying out a survey on the factors leading to predict sustainable product
consumption. We would appreciate your participation by answering all questions
related to this research. This survey shall not take more than 10 minutes of your
time. Your participation in this survey is completely voluntary, and you may
discontinue the survey at any time. All the information provided by you shall be

kept confidential and it will be used for academic purposes only.

Rabya Tauheed; Dr. Ahsan Mahmood Ahmed
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Section TWO: General Information

Please tick the appropriate box that indicates your level of agreement.

Do you belong to Punjab, Pakistan: Yes I:lNO I:I

Monthly Income: 5k-30k [ |  30k-55k [ 55k-80k [__] AboveS0k |

Sustainable Product Usage Experience : 1-5 years[__| 5-10 years|__| 10-15 years

More than 15 years

SECTION THREE: STUDY QUESTIONS

Please tick one column per statement, to indicate your response towards the state-
ments below. The response scale is based on seven options including; strongly
agree (1), agree (2), mildly agree (3), neutral (4), disagree (5), mildly disagree (6),
and strongly disagree (7).
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S.N STATEMENT 7
Green Environmental Awareness
1 Buying eco-friendly products would show my concern
for the environment.
2 | Environmental issues are a matter of concern for me.
3 | Using sustainable products makes difference in my life.
4 | Sustainable products make me aware about environment.
Sense of Responsibility
1 | I feel concerned about environment by using sustain-
able products.
2 | Environmental awareness influences me to use Sus-
tainable Products.
3 | I feel my actions are responsible towards environmen-
tal destruction.
4 | I feel related to sustainable products because they are
environmentally friendly.
5 | I prefer to be environmentally friendly due to the con-
cern and responsibility of my future.
6 | I have knowledge and time to use sustainable prod-
ucts.
Environmental Attachment
1 | I feel attached to the sustainable environment around me.
2 | Sustainable environment determined my self- identity.
3 | The concern of upcoming generations made me envi-
ronmentally friendly.
4 | The issue of sustainability made me think about the environment.
5 | I feel sense of belonging with sustainable environment.
6 | I would intend to buy products which have a reduced
impact on the environment.
Sustainable Product Consumption
1 I will purchase recycled products.
2 | T have intentions to buy environmentally friendly products.
3 | I will look for products that have less packaging.
4 | T have changed my lifestyle in order to reduce waste.
5 | I think that it is important to take measures against
problems which have to do with environment.

THANKYOU VERY MUCH FOR GIVING YOUR PRECIOUS

TIME MUCH APPRECIATED!!
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