
* Corresponding author  
E-mail address  mtnawaz@imamu.edu.sa (M. Tanveer)  
  
ISSN 2291-6830 (Online) - ISSN 2291-6822 (Print)  
© 2025 by the authors; licensee Growing Science, Canada. 
doi: 10.5267/j.uscm.2024.7.005 
 

 
 

 
 

Uncertain Supply Chain Management 13 (2025) 195–210 
 

 

Contents lists available at GrowingScience 
 

Uncertain Supply Chain Management 
 

homepage: www.GrowingScience.com/uscm 
 
 
 

 
 
Buying environmentally sustainable products:  The role of materialism and product comparison 
in purchasing behavior 

 
Jaffar Mahmood Butta, Muhammad Tanveerb*, Munirah Sarhan Alqahtanic, Muhammad Faizan Khand and 
Zargham Ullah Khane 
 
 
aComsat University Islamabad, Lahore Campus, Pakistan 
bMuhammad Tanveer, Business Administration Department, Imam Mohammad Ibn Saudi Islamic University (IMSIU), Riyadh, Saudi Arabia 
cMunirah Sarhan Alqahtani, Business Administration Department, Imam Mohammad Ibn Saudi Islamic University (IMSIU), Riyadh 13318, Saudi Arabia 
dAssistant professor, Department of Management Sciences, Kohsar University, Murree, Pakistan 
eAssistant Professor, Hailey College of Banking & Finance, University of the Punjab, Lahore, Pakistan 
A B S T R A C T 

Article history:  
Received May 6, 2024 
Received in revised format May 
30, 2024 
Accepted July 4 2024 
Available online  
July 4 2024 

 Materialism has emerged as a growing global drift in the past decade. This study highlights the 
influence of materialism on consumers' attitudes and actions regarding the purchase of 
environmentally sustainable products (ESPs) in a country such as Pakistan, which environmental 
orientations are in the developing stage.  Materialistic perspectives can hinder the formation of 
positive attitudes towards environmentally sustainable products, especially when consumers 
engage in product comparisons. To evaluate the effects of materialism and product comparisons on 
purchasing intentions and behaviors, a survey was conducted among university students. The 
results revealed that consumers tend to avoid purchasing experience goods primarily because these 
items require a higher degree of involvement and risk assessment due to their intangible and 
experiential nature. This avoidance is particularly pronounced when the subjective norms and 
attitudes toward these goods are influenced by materialistic values, which often prioritize tangible, 
ownership-oriented products.   
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1. Introduction 
 

In the academic arena alongside materialism a growing global concern is sustainability (Jezierski et al., 2023). Although. 
sustainability is being acknowledged as a goal by many countries, however  their actual purchasing practices vary (Moshood 
et al., 2022). In order to achieve sustainability, customers ought to have environmentally conscious lifestyles (Hellweg et al., 
2023).Customers who are more aware of how resources are used and consumed can purchase products that are 
environmentally sustainable (Yildirim, 2022). But attitude alone won't help customers make sustainable choices; instead, 
subjective standards, the kinds of available marketplaces, purchase patterns, and their own personal values—including 
materialism—will impact their purchasing habits (Wielath, 2023), as elucidated by the theory of reasoned action.  
 
The buying habits of consumers are shaped by their social class, family, friends, colleagues and relationships (Ni & Ishii, 
2023, Tanveer, 2024). The degree of materialism and product knowledge at hand also have an impact on this buying habit 
(Wielath, 2023). Though sustainability has emerged as a major global problem, consumers are still reckless and oblivious to 
the consequences of their consumption and waste, and they have little regard for the preservation of the environment (Thukral 
et al., 2023, Khan et al., 2022). Thus, this study highlights that there can be a discrepancy between what people say they buy 
and how they buy it. Materialistic customers exhibit a stronger indulgence in purchasing multiple brands, which is closely 
linked to brand equity (Wielath, 2023). As a result, while discussing environmentalism, the importance of materialism 
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becomes a key factor in influencing consumer behavior (Kaur et al., 2022). Materialism raises purchasing intention, but not 
always with regard to ESP. It causes a change in perceptions of luxury, rash, and wasteful  
purchasing, as well as an influence on the subjective standards that permit this kind of extravagant spending (Qiu et al., 2023). 
Most customers feel pressure to purchase unnecessary products, either due to excessive marketing and advertising or the social 
attraction of status signaling and celebrity charismatic attraction. This leads to materialistic orientation and thereby 
environmental insensitivity (Cantor, 2023). 
 
Pakistan has been hit hard by climate change (Noor, Pande, et al., 2023). As a result, a lot of customers have begun to discuss 
ecologically friendly products (Palmer & Warner, 2022), although many hesitate to make the purchase (Noor, Maqsood, et 
al., 2023). This study focuses on the possible scenarios that may cause the difference between purchase intention and actual 
purchase of ESPs. It shows that consumers may have a higher purchase intention towards ESPs but lack the support to buy 
ESP, either because of materialistic concerns or lower effectivity in product comparison. Thus, unless a customer does a non-
materialistic and unbiased product comparison, their intention to purchase does not automatically progress into an actual 
purchase. 

 
1.1 Statement of Topic 
 
The study investigates the moderating role of materialism on consumer purchase behavior towards environmentally 
sustainable products in Pakistan, grounded in the Theory of Planned Behavior (TPB). It explores how materialistic values 
influence the relationship between consumers' attitudes, subjective norms, and their purchase intentions and behaviors 
regarding eco-friendly products. By conducting a quantitative survey among university students in Lahore, the study seeks to 
assess the impact of materialism on the likelihood of purchasing environmentally sustainable products despite positive 
attitudes and social pressures. The research is academically significant as it contributes to the literature on sustainable 
consumer behavior and materially relevant due to its implications for policy and marketing strategies aimed at promoting 
environmental sustainability in emerging markets. Through statistical moderation and mediation analysis, the thesis aims to 
uncover the complex interplay between consumer psychology and materialistic tendencies, providing insights into the barriers 
and facilitators of sustainable purchasing in a developing country context. 
 
1.2 Research Gap 
 

Previous studies on ESPs have highlighted the nuanced role of materialism in shaping behaviors towards buying such 
products. However, the moderating effect of materialism on the relationship between consumer attitudes and subjective norms 
has been overlooked.  This oversight extends to a deficiency in cross-cultural explorations, where the bulk of existing research 
predominantly focuses on Western contexts, leaving a gap in understanding these dynamics in non-Western or developing 
countries. Additionally, there's a notable divide between the intentions to purchase ESPs and the actual behaviors, with 
insufficient evidence on how materialistic values influence this transition, suggesting a need for more empirical research. 

Moreover, the literature reveals a scarcity of comprehensive models that incorporate factors such as product comparison—
weighing price, convenience, and perceived value—and how these factors moderate the move from purchase intentions to 
actual behavior among consumers with materialistic tendencies. The interplay between socio-demographic factors like age, 
income, education, and gender with materialism and its impact on ESP purchase behavior is also underexplored. Lastly, the 
absence of longitudinal studies on the evolution of materialism and consumer behavior towards ESPs highlights a critical gap. 
Addressing these gaps promises not only to deepen the understanding of consumer engagement with ESPs but also to aid in 
developing more effective strategies for fostering sustainable consumption patterns across diverse populations. Fig. 1 shows 
the structure of the proposed method.  

 

 Product comparison   Materialism  

      

     Attitude for ESP 

Purchase behavior for ESP  Purchase intention for ESP   

     Subjective norms for ESM 

      

Fig. 1. Regression model 
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The Theory of Planned Behavior (TPB) has three parts: attitudes, perceived Behavioral control & subjective norms. TPB 
suggests that consumers’ attitude are shaped by subjective norms and when exhibited are further shaped by perceived 
Behavioral controls (Loh & Hassan, 2021). Any purchase decision that a consumer makes is dependent upon this framework. 
Thus, buying sustainable products might be the result of consumer’s values (materialistic or sustainability) or objective 
reduction in consumers’ impact on the environment, or consumption suitability (price, convenience, availability). The theory 
suggests that a consumer’s goals, motivation, situational context, cognitive and affective processes, and other factors can 
influence their decision to purchase environmentally sustainable goods (Asif, 2023).  
 
2. The proposed study  

2.1 Attitude and Purchase Intention 
 

The purchase patterns of a consumer are influenced by attitudes, emotions, purchase situation and contexts and the product 
use itself, including its discard (Wang et al., 2022). Consumer opinions have a big impact on what they buy and intentions to 
buy take place at particular times and locations (Sutisna & Handra, 2022). Customers are willing to spend more for products 
that they feel positively about, particularly those that are environmentally friendly (Kreczmańska-Gigol & Gigol, 2022). Their 
purchase decision is shaped by the intention and attitude they have towards that product (Hoang Yen & Hoang, 2023). The 
positive attitude towards ESP is based on past positive experience with the product (Fielden Burns & Rico Garcia, 2022), 
agreeability of others in the social setup (Saif & Shaheen, 2022) and self-satisfaction with the ESP (Phillips et al., 2022). The 
Theory of Planned action also emphasizes how a positive attitude toward an action leads to a positive intention to buy, which 
in turn shapes the purchasing behavior of the customer (Khan et al., 2023). Therefore, it is hypothesized that; 
 
H1:  There is a significant positive relationship between attitude towards ESP and consumer purchase intention of ESP.  

2.2 Subjective Norms and Purchase Intention 
 

Social influences and subjective norms have a big impact on how consumers behave. Purchase intentions can be strongly 
influenced by these standards, which stem from social, familial, or group affiliations, particularly with regard to ESP (Singh 
et al., 2022). This pressure is typically felt by environmentally conscious consumers as they choose which products to 
purchase. Normative beliefs, or the conviction that others are acting in accordance with these rules, and result evaluations, or 
assessments of each belief, are two essential elements of subjective norms (Van Tonder et al., 2023). Consumers are motivated 
to purchase ESPs when they feel a social pressure or societal direction towards it (Li et al., 2022) or in other words, when 
ESPs become trendy (Hill et al., 2022). Thus, the above discussion proposes the following hypothesis: 
 
H2: There is a significant positive relationship between subjective norms towards ESP and consumer purchase intention of 

ESP.  

2.3 Materialism and Environmentalism 
 

Materialism, a value that emphasizes the worth of money and belongings, has a significant impact on how happy and fulfilled 
a person is in life (Shrum et al., 2022). It encompasses elements like acquisition as a means of pursuing happiness, possession-
defined success, and acquisition centrality (Pupelis & Šeinauskienė, 2023). While low materialistic customers are typically 
more sensitive to environmental  issues, high materialistic consumers could be less concerned with other people and the 
environment (Tarka et al., 2022; Tanveer et al., 2022). 
 
Materialism is a way of exhibiting success and happiness via possession of material goods and it is a growing trend, especially 
among young consumers (Shafqat et al., 2023). Materialists frequently turn to expensive products and well-known brands in 
their quest for status and fulfillment (Tarka et al., 2022). However, environmentalism is a reflection of a person's concern for 
the state of the environment and is an opposing value to materialism (Kramarczyk & Alemany Oliver, 2022).  
 
The environmentally conscious consumers have a favorable attitude toward ecologically friendly items and feel that human 
activities, if rightly aligned, have the ability to bring about sustainable  changes (Prinzing, 2023). Whereas the materialists 
typically have higher purchasing intentions (Shrum et al., 2022), with little reference to the environmental impact.  Their 
assumption that possessing material stuff leads to happiness influences their purchasing habits. Their intention to purchase 
ecologically friendly goods may increase as a result of this belief, if it is linked to success and happiness (Kim & Oh, 2022). 
  
The purchasing attitudes regarding ESPs are shaped by values and beliefs, related to usage and disposal of products and 
understanding of consumption impacts on the environment (Taufique, 2022). These are deeply rooted ideals that are also 
impacted by consumer’s personality (Sreekumar et al., 2023). Thus the positive attitude towards ESPs highly correlates with 
intention to buy ESPs (Manwanina Kiumba et al., 2023).  Nonetheless, materialistic orientations can overshadow 
environmental issues (Tarka et al., 2022). Because buying is the primary means of achieving personal fulfillment, high 
materialism frequently results in a disregard for the effects on the environment.  
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Therefore, it proposes the following hypothesis: 
 
H3a:  Materialism negatively moderates the relationship between attitude for ESP and consumer purchase intention of ESP.  

2.4 Materialism and Subjective Norms 
 

Subjective standards, often known as society expectations, have the power to shape people's behavior, including their choices 
for environmentally friendly goods (Roh et al., 2022). Materialism may have an impact on these norms, which are frequently 
linked to community or collective thought, and may result in environmental deterioration (Tarka et al., 2022; Shrum et al., 
2022; Moldes et al., 2022). The relationship between materialism and subjective norms suggests that while environmentally 
conscious consumers typically exhibit positive attitudes towards environmentally sustainable products (ESPs) (Nogueira et 
al., 2023), believing that their actions can lead to sustainable change, materialists driven by the belief that possession of 
material goods equates to happiness and success (Tuncel, 2022), may show a superficial increase in the intention to purchase 
ESPs if these products are perceived as status-enhancing or linked to personal success (Mohammad & Quoquab, 2024). 
However, this intention is often not deeply rooted in environmental concern but in how these products reflect on their social 
standing (Yuan et al., 2022). Thus, materialism can distort the influence of subjective norms on purchasing behavior, where 
the social pressures and expectations to appear successful and affluent can override genuine environmental considerations. 
Consequently, a positive predisposition towards ESPs is strongly associated with the intention to purchase such items (Wang 
et al., 2023). However, this relationship is complicated by materialism, which tends to overshadow environmental concerns. 
Materialists view acquisition as a path to personal satisfaction, often ignoring the environmental consequences of their 
consumption habits (Kramarczyk & Alemany Oliver, 2022). Thus, even if subjective norms suggest a favorable disposition 
towards environmental responsibility, materialistic values can skew consumer behavior towards prioritizing personal gain 
over environmental benefits (Shang et al., 2023), diminishing the influence of pro-environmental subjective norms on actual 
purchase behaviors of ESPs. 
 
Thus, the following hypothesis proposed here: 
 
H3b: Materialism moderates the relationship between subjective norms and consumer purchase intention of ESP.  

 

2.5 Moderating Role of Product Comparison between Purchase Intention & Purchase Behavior 
 

Price sensitivity, defined as the degree of consumer awareness and response to price discrepancies between certain goods and 
services, can be used to compare items (Bhutto et al., 2022). The length of time a product is used before being thrown away 
is known as its longevity (Shi et al., 2022). and Repairability (the ability of the component to carry out its intended function 
under specified circumstances up until a specific point in time) (Dangal et al., 2022). The purchase intention towards ESP is 
a strong indicator that the consumer will indulge in environmentally conscious final purchase decisions (Pennanen et al., 
2024).  
 
Before making a purchase, consumers frequently compare products and evaluate its worth in light of their selections and 
evaluative criteria (Polyportis et al., 2022). This comparison can be analytical, with reasoning and logic at its core, or holistic, 
with feelings and awareness at its core. Sometimes the comparison is social as well, specifically when the product is used 
publicly such as mobile phones (Kozinets, 2022). If customers believe their decisions are less significant than those of others, 
these comparisons may cause them to become dissatisfied (Amoozad Mahdiraji et al., 2022). The consumer compares new 
items on the basis of cost, durability, and services offered by the company (Sader et al., 2022). The above discussion proposes 
hypothesis:  
 
H4: Product comparison moderates the relationship between purchase intention and purchase  behavior of ESP. 
 

2.6 Consumer Attitude and Purchase Behavior of ESPs 
 

Consumer attitudes and purchasing intentions are shaped by internal product assessments and associations (Ratnasari et al., 
2023). There are two kinds of attitudes: general, which indicates a propensity for activity, and specialized, which strongly 
predicts behavior (Mansoor et al., 2022). These attitudes are influenced by consumer experiences and perceptions. Particularly 
millennials possess knowledge that helps them reduce risks when they physically shop, which influences their purchasing 
behavior and results in a favorable attitude toward environmentally friendly products (Cirillo et al., 2022). The above 
discussion proposes the hypothesis:   
 
H5a:  Purchase intention of ESP mediates the relationship between attitude and purchase behavior of  ESP.  
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2.7 Subjective Norms and Purchase Behavior of ESPs 
 

Purchase intentions and consumer behavior can be greatly influenced by subjective norms, also known as perceived societal 
pressures, especially when it comes to environmentally friendly products. Peers, family, and friends are often the sources of 
this impact (Brock Baskin et al., 2023). Thus, the hypothesis is: 
 
H5b: Purchase intention of ESP mediates the relationship between subjective norms and purchase  behavior of ESP.  

2.8 Impact of Purchase Intention on Purchase Behavior 
 

According to Rehman et al. (2019), a consumer's goal is to undertake a particular behavior. The theory of planned behavior 
(TPB) may easily express the intention-behavior relationship because actual consumer behavior has been found to stem from 
behavioral intentions in a variety of research disciplines (Nadeem et al., 2022). Consumer purchasing behavior, to put it 
simply, encompasses all actions made during the purchase of a product, some of which may require multiple decisions 
(Forghani et al., 2022). Studies reveal that this behavior is greatly impacted by the quality of the purchase. The right structure 
and attractive design of a product might convince people to buy or utilize it. Buying behavior can also be influenced by a 
diverse product design (Yin et al., 2022). As a result, the kind of product information can influence consumer choice. So, the 
hypothesis from purchase intention to purchase behavior in the light of ESP is: 
 
H6: There is a positive significance relationship between purchase intention towards ESP and purchase behavior of ESP.  

 
3. Research Methodology 
 
The study employs a descriptive and correlational methodology along with deductive reasoning (Mansi et al., 2022). It 
concentrates on late teenagers (18–25 years old) because of their high degrees of materialism. A cross-sectional survey with 
180 respondents from each of the four randomly chosen Lahore institutions was used to gather data. The study employs a 
quantitative methodology and analytical statistics to produce results in accordance with the positivist paradigm (Ehwi et al., 
2022). Examining the moderating effects of materialism and product comparison on consumer purchasing behavior is the goal 
of this study. It was decided to use a sample size of 600 using the 'rule of 10' (Rahman, 2023). The study, which focuses on 
university students between the ages of 18 and 24, compares ecologically friendly products using item response theory. Four 
randomly chosen universities offering business studies were included in the sample, which was derived from Lahore's 
universities totaling twenty. A five-point Likert scale is used in the study to assess characteristics such as attitude, subjective 
norms, materialism, buying intention, product comparison, and purchasing behavior toward ecologically sustainable products 
(Duong, 2022). A variety of measures were used for each variable: the Consumption Value Scale measured purchase intention, 
the Thurstone scale measured attitude, the Testing Alternatives Measures measured subjective norms, the Materialism Value 
Scale measured materialism (Häder, 2022), the Attention to Feelings scale measured product comparison, and the Purchase 
Decision Involvement Scale measured purchase behavior (Bergamaschi et al., 2022). 

4. Results and Data Analysis 
   
4.1 Preparation of The Survey Data for Analysis 
 
After a preliminary review of the data for missing information, eight incomplete questionnaires were eliminated. After then, 
8 more comments were eliminated after the remaining 712 responses were examined for unengaged responses. The 
Mahalanobis test was used to examine the final 704 questionnaires for outliers, and six more were rejected because of their 
extreme results. There were 698 questionnaires in the final count for analysis.  To comprehend the connection between the 
underlying components and the outcome variables, exploratory factor analysis, or EFA, was employed. Primary component 
analysis in SPSS software and Equamax with Kaiser Normalization for the extraction and rotation techniques, respectively, 
were used in the analysis.  
 
4.2 Respondent’s Characteristics  

 
There were 698 responders in all, with 37.2% of them being women and 62.8% being men. The target audience for the survey 
was customers ranging in age from 18 to 46 (conscious, energetic) and 80% of customers had an age range between 19–25 
and the rest between 26- 32. In addition, with regard to age, 72.2% of the population was unemployed, indicating a restricted 
and reliant source of income. Given that the respondents were selected from business institutions, 90.7% of them had solid 
knowledge of consumer behavior and procedures. Next, a gender-based cross-tabulation of the variables was created. The 
details are given in Table 1.   
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Table 1 
Respondents Characteristics by Gender 

Variables Category 
Gender Total 

Female Male  
Freq % Freq % Freq  % 

Age 

Below 18 5 41.7 7 58.3 12 1.7 
19-25 207 38.3 333 61.7 540 77.4 
26-32 36 32.4 75 67.6 111 15.9 
33-39 4 23.5 13 76.5 17 2.4 
40-46 5 45.5 6 54.5 11 1.6 

Above 46 3 42.9 4 57.1 7 1.0 

Marital Status Single 227 37.0 386 63.0 613 87.8 
Married 33 38.8 52 61.2 85 12.2 

Employment Status Unemployed 206 40.9 298 59.1 504 72.2 
Employed 54 27.8 140 72.2 194 27.8 

Dependent Children Yes 30 46.2 35 53.8 65 9.3 
No 230 36.3 403 63.7 633 90.7 

Economic Class 

Lower 0 0.0 14 100.0 14 2.0 
Lower Middle 14 25.9 40 74.1 54 7.7 

Middle 142 35.8 255 64.2 397 56.9 
Upper Middle 85 42.5 115 57.5 200 28.7 

Upper 19 57.6 14 42.4 33 4.7 

Income 

Fixed Salary 64 31.2 141 68.8 205 29.4 
Small Business 18 20.7 69 79.3 87 12.5 
Large Business 9 32.1 19 67.9 28 4.0 

Contractual 6 54.5 5 45.5 11 1.6 
Dependent 163 44.4 204 55.6 367 52.6 

Total 260 37.2 438 62.8 698 100.0 
 

4.3 Reliability of the Measurement Scales 
 

Table 2 
Reliability of the Measurement Scales 

Variables Items Cronbach’s Alpha 
Attitude 11 0.89 

Subjective Norms 7 080 
Materialism 14 0.92 

Product Comparison 7 0.92 
Purchase Intention 9 0.86 
Purchase Behavior 11 0.93 

 
The highest reliability was shown by purchase behavior with 0.93, along with materialism and product comparison having 
0.92 respectively. Table 2 also shows that all variables show good reliability in terms of statistical significance ranging from 
0.80 to 0.93. 
 
4.4 Validity Statistics 
 
Convergent and divergent validity of the variables are shown in Table 3. Values of Average variance extracted (AVE), 
Composite reliability (CR) are shown in the table. Value greater than 0.5 for all the study variables indicating the convergent 
validity of the variables (Cheung et al., 2023). Composite reliability of the variables was greater than 0.7 whereas the factor 
loading was also above the cutoff point of 0.6 (Table 4), indicating the uni-dimensionality of the variables (Di Cagno et al., 
2023). 
 
Table 3 
Validity Analysis of Variables 

 Mean Std. D AVE CR ATT SN  PI MAT  PC PB 
Attitude 2.97 0.68 .57 .89 .76      

Subjective Norms 2.88 0.80 .51 .80 .36 .71     
Purchase Intention 3.14 0.61 .56 .86 .28 .33 .75    

Materialism 2.57 0.96 .50 .92 .41 .47 .31 .70   
Product Comparison 2.93 0.69 .69 .92 .41 .46 .29 .52 .83  
Purchase Behavior 3.19 0.71 .74 .93 .33 .32 .73 .34 .32 .86 

 
The study's instruments for determining consumer purchase behavior towards environmentally sustainable products show 
good convergent and discriminant validity, as indicated by the values of AVE and CR. The mean and standard deviation of 
all the variables were obtained and Table 3 shows that most variables' SD values are close to the mean, indicating a good 
sample size, except for materialism. 
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4.5 Correlation Matrix 
 

The correlation matrix given in Table 4 confirmed the intended direction of the association between variables. The 
relationships between the study variables were highly significant with p value <0.01. The correlation between income and 
subjective norms showed negative yet significant with p value <0.05 (coefficient= -0.090; p<0.05). The relationship between 
dependent children with subjective norms, economic class with materialism, income with attitude showed significant value 
(p<0.05). Correlation table mentioned below shows statistically significant connection between purchase behavior of ESP as 
this is a dependent variable and all other study variables have a positive significant relationship with it, i.e., p < 0.01. 
 
Table 4  
Correlations Matrix 

VARIABLES ATT PC SN MAT PI PB DEP.CH GEN MS EMP AGE EC INC 
ATT 1             
PC .411** 1            
SN .365** .456** 1           

MAT .406** .524** .469** 1          
PI .279** .287** .330** .306** 1         
PB .329** .321** .322** .341** .725** 1        

DEP.CH -.002 -0.20 .078* .010 -.033 -.036 1       
GEN .032 .044 .016 .039 -.045 -.064 -.059 1      
MS .0047 .046 -.072 .007 .020 .038 -.665** .012 1     

EMP -.008 -.011 .010 .017 .052 .003 .318** .121** -.434** 1    
AGE .064 .056 -.003 .059 .049 .051 -.544** -.026 .660** -.412** 1   
EC .275** .043 -.018 .075* .042 .038 .018 .160** -.137** .184** -.071 1  
INC .087* .007 -.090* -.038 .107** .072 .296** .153** -.416** .701** -.373** .275** 1 

Notes: Bi-variable Pearson Correlations; Alpha=Cronbach’s Alpha=*p<.05; **p<.01  **Correlation is significant at the 0.01 level (2-tailed)  *Correlation is 
significant at the 0.05 level (2-tailed) 
ATT=Attitude, PC=Product Comparison, SN=Subjective Norms, MAT=Materialism, PI=Purchase Intention, PB=Product Behavior, DEP.CH=Dependent 
Children, GEN=Gender, MS=Martial Status,          
EMP=Employment, EC=Economic Class, INC=Income 
 
4.6 Hypotheses Testing  

 

Hypothesis testing presented a prominent way of empirically testing and validating the claims made in the proposed theoretical 
model. Regression analysis-RA (Gao et al., 2022) has been utilized for direct and mediation testing, and Hayes was utilized 
for the testing of moderation hypothesis.  
 

Table 5 
Bootstrapping-Purchase Intention to Purchase Behavior 

Effect of Purchase Intention on Purchase Behavior 

Path of Variables Coefficient Sig. Confidence Interval Result Upper Lower 
PI  PB 0.702 ** 0.755 0.648 Full Mediation 

Note: **=Significance, i.e; p<0.01, 99% significance 
 
Table 6 
Bootstrapping Mediation Results 

Total Effects with Attitude 
Path of Variables Coefficient CR Sig. Confidence Interval 

Upper Lower 
ATT  PI 0.280 7.673 ** 0.352 0.208 

Direct Effect 
ATT  PB 0.141 5.153 ** 0.195 0.087 

Indirect Effect 
Path of Variables Coefficient Sig. Confidence Interval Result Upper  Lower 
ATT  PI  PB 0.197 ** 0.254 0.143 Full Mediation 

Note: **=Significance, i.e; p<0.01, 99% significance 
 

Table 7 
Bootstrapping Mediation Results 

Total Effects with Subjective Norms 
Path of Variables Coefficient CR Sig. Confidence Interval 

Upper Lower 
SN  PI 0.373 9.226 ** 0.452 0.293 

Direct Effect 
SN PB 0.107 3.384 ** 0.169 0.045 

Indirect Effect 
Path of Variables Coefficient Sig. Confidence Interval Result Upper  Lower 

SN  PI  PB 0.264 ** 0.330 0.202 Full Mediation 
         Note: **=Significance, i.e; p<0.01, 99% significance 
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4.7 Moderation of Materialism with Attitude 
 

Moderation was verified through process moderation, and the results are shown in Table 8. The coefficient for attitude was 
positive and highly significant (0.213; CI = 0.073 to 0.316; significant). The two-way interaction between attitude and 
materialism (0.579; CI = 0.243 to 0.791; significant) was positive. The r-square of the model was 0.352, and it was also 
significant. Therefore, the data supported that materialism moderates the relationship between attitude and purchase intention 
of consumer for ESP, accepting hypothesis 3a. 

 
Table 8 
Moderation Table (Attitude with Materialism) 

Dependent Purchase Intention 
Independent Coefficient SE LLCI ULCI 

Attitude .213** .012 .073 .316 
Materialism .145** .049 .021 .303 

Two-Way Interaction 
Attitude × Materialism .579** .003 .243 .791 

Control Variable     
Income .029 .033 -.035 .094 

R-Square .352    
Note: *p < 0.05, **p < 0.01 

 
 

 
Fig. 2. Effect of Levels of Attitude * Materialism on Purchase Intention 

  
Fig. 2 depicts the moderation of materialism on the attitude-purchase intention relationship. The graph shows that when the 
attitude for ESP is low the purchase intention for ESP is also low. The high materialist will have shown a low level of PI at 
low level of ESP attitude and a high level of PI at high level of ESP attitude. However, this will be greater for low materialists 
whose rate of change is greater than that of high materialists. This shows that when the attitude for ESPs largely develops, 
low materialists start showing greater intention to purchase ESPs compared to high materialists who do not show a greater 
aspiration towards PI of ESPs even when the attitude for ESPs is developed. In other words, the ESP attitude and ESP Purchase 
intention level of consumers having low materialism if it increases, it will be more than the consumers having high 
materialism, as shown by the slope of the low materialists. The gap between the two slopes indicates that the moderation is 
significant.   

4.8 Moderation of Materialism with Subjective Norms 
 

Process moderation was tested, and the results are shown in Table 9. The coefficient for the subjective norm was positive and 
highly significant (0.425; CI = 0.298 to 0.545; significant). The two-way interaction between subjective norm and materialism 
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(0.642; CI = 0.304 to 0.749; significant). The r-square of the model was 0.399, and it was also significant. Therefore, the data 
supported that materialism moderates the relationship between subjective norm and consumer purchase intention of ESP, 
accepting the hypothesis 3b. 

 
Table 9 
Moderation Table (Subjective Norm with Materialism) 

Dependent Purchase Intention 
Independent Coefficient SE LLCI ULCI 

Subjective Norms .425** .007 .298 .545 
Materialism .123* .038 .091 .371 

Two-Way Interaction 
SN × MAT .642** .013 .304 .749 

Control Variable     
Income .017 .033 -.047 .081 

R-Square .399    
Note: *p < 0.05, **p < 0.01 

 
 

 
Fig. 3. Effect of Levels of Subjective Norms * Materialism on Purchase Intention 

 
Fig. 3 depicts the moderation of materialism on the subjective norm-purchase intention relationship. The graph shows that 
when subjective norms for ESP are low the purchase intention for ESP is also low. The high materialist will have shown a 
low level of PI at low level of ESP subjective norms and a high level of PI at high level of ESP subjective norms. However, 
this will be greater for low materialists whose rate of change is greater than that of high materialists. This shows that when 
the subjective norm for ESPs develops to a great extent, low materialists start showing greater intention to purchase ESPs 
compared to high materialists who do not show a greater aspiration towards PI of ESPs even when the subjective norm for 
ESPs is developed. In other words, the ESP subjective norms and ESP Purchase intention level of consumers having low 
materialism if it increases, it will be more than the consumers having high materialism, as shown by the slope of the low 
materialists. The gap between the two slopes indicates that moderation is significant.   

 
4.9 Moderation of Product Comparison with Purchase Behavior 

 
The moderation was tested through process moderation. The results are shown in Table 10. The coefficient for product 
comparison was positive and highly significant (0.135; CI = 0.017 to 0.347; significant). The two-way interaction between 
purchase intention and product comparison (0.623; CI = 0.396 to 0.782; significant). The r-square of the model was 0.489, 
and it was also significant. Therefore, the data supported hypothesis 4. 
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Table 10 
Moderation Table (Purchase Intention with Product Comparison) 

Dependent Purchase Behavior 
Independent Coefficient SE LLCI ULCI 

PI .135** .022 .017 .347 
PC .197** .037 .024 .403 

Two-Way Interaction 
PI × PC .623** .006 .396 .782 

Control Variable     
Income .002 .024 -.046 .050 

R-Square .489    
Note: *p < 0.05, **p < 0.01 

 
 

 
Fig. 4. Effect of Levels of Purchase Intention * Product Comparison on Purchase Behavior 

 
   

Fig. 4 depicts the moderation of product comparison on the purchase intention-purchase behavior relationship. The graph 
depicts that when purchase intention for ESP is low the purchase behavior for ESP is also low. The high product comparison 
will show a low level of PB at low level of ESP PI and a high level of PB at high level of ESP PI. However, this will be greater 
for low product comparison whose rate of change is greater than that of high product comparison. This shows that when the 
purchase intention for ESPs largely develops, low levels of product comparison start showing greater intention to purchase 
ESPs compared to high levels of product comparison who do not show a greater aspiration towards PB of ESPs even when 
the PI for ESPs is developed. In other words, the ESP PI and ESP PB level of consumers having low PCS if it increases, it 
will be more than the consumers having high levels of PCS, as shown by the slope of the low level of PCS. The gap between 
the two slopes indicates that moderation is significant.  
  
5. Discussion 

  
The value of materialism becomes an important determinant of consumer behavior as two values (environmentalism) oppose 
each other. Consumers may want to purchase environmentally friendly products or show a preference for recycled products 
but when it comes to actual purchase, they exhibit materialism and often indulge in buying more than required (Khalid & 
Qadeer, 2021) (Kim et al., 2021). The study also indicated that the product comparison and materialism had the moderating 
effect towards the final purchase behavior of ESPs. The results indicated that the structural model had a good fit, attitude was 
the most important element of the purchase intention of ESPs. 
  
The connection between attitude and purchase intention of ESP was found to be positive and significant. The result was 
according to the expected findings obtained by (Ishak et al., 2021; Kumar et al., 2021) who explored the attitudinal behavior 
of consumers for ESP in line with the theory of planned behavior (Ahmad et al., 2021) and other similar studies (Akbar et al., 
2021).  
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Subjective norms, which are perceived social pressure, were found to be positive and significantly impacting purchase 
intention. Many studies have also discussed the similar effects of subjective norms on the purchase behavior (Jain, 2020); 
Noor et al., 2020; (S. Wang et al., 2020). Also, previous studies highlighted that the dimension of collective self highly affects 
the individual’s decision-making process. The collective self is dependent with socialization to other members or with a group 
to attain a mutual interest (Zheng et al., 2022). Greater are the chances of subjective norms influencing the purchase intention 
(Pristl et al., 2021).  
  
Generally, consumers may socially talk about the importance of environmental sustainability and how consumers can make a 
difference by buying and investing in ESP. However, when it comes to actual purchase, the decision is often tipped off towards 
products that have a higher materialistic relevance. In other words, there may be a social pressure to purchase and consume 
products that fulfil other objectives different from environmental sustainability. Previous studies (Kumar et al., 2021; Lestari 
et al., 2020; Vahdat et al., 2021) have also shown that consumers have social pressure like the pressure of friends, peers or 
family members on their purchase intention. Therefore, the results suggest that the impact of subjective norms would be 
greater as compared to attitude on consumer’s purchase intention for ESPs, collectively than individually.  
  
The moderating impact was also tested between purchase intention and purchase behavior of ESPs. The results of the study 
provide support to the developed hypotheses. During the decision-making process, consumers took into consideration various 
factors including price sensitivity, check repair facility, longevity of use of product, risk factor to make their purchases towards 
ESP. The findings suggest the importance of the product comparison process to determine the final purchase behavior of 
consumers. The result of this research confirmed that product comparison was a strong predictor of purchase intention. This 
finding is consistent with previous research (Chetioui et al., 2020; Jain, 2020; Lim & An, 2021). 
  
Consumers engage themselves in purchasing ESP to fulfil their needs. This is in arrangement with previous studies that found 
that consumers do compare between products in order to reach their final decision (Binge et al., 2020; Testa et al., 2020; Zak 
& Hasprova, 2020). Due to growing awareness about ESP, consumers have higher expectation, how their product will affect 
the environment and consumers do more quality search about those products which are environment friendly. Hence, findings 
suggest that product comparison is worth incorporating towards final purchase decisions.  
  
Findings of the study also found support for the mediating consequence of purchase intention in connection between attitude 
and subjective norms towards ESP. The results were consistent with (Chen et al., 2020); Khatoon et al., 2020; (J. Wang et al., 
2020), which suggests that purchase intention plays a vibrant role as a mediator. It also proves that purchase intention can 
mediate with the actual behavior (Pisitsankkhakarn & Vassanadumrongdee, 2020); (Verma, 2021) and also suggests that 
individual’s belief can employ an effect on their intention, which in turn, can affect their actual behavior.  
  
When consumers are environmentally conscious their behavior is positive towards ESPs and they compare the products on 
this basis. Naturally their choices are influenced, and they tend to purchase ESP products (Matharu et al., 2020); (Pereira et 
al., 2020). However, if they are low on environmentalism their purchasing Behavior is more materialistic and non- 
environmentally conscious for the environment, they don’t compare products on this basis and refrain from buying ESP 
products (Pekkanen, 2021). This shows that consumers’ purchase Behavior for ESPs will be influenced by the purchase 
intention they have based. 
  
 This study is differentiated from the earlier studies based on inclusion of sustainable purchase Behavior exhibited by the 
consumer. Here we see how materialism has impacted the consumer decision making process and the consumers compare the 
products to reach the final decision in buying ESPs. The study focuses on the general view of sustainability by using the 
variables' attitude and subjective norms towards ESP and sees the influence of materialism on purchase intention from a 
consumer-centric view. The findings that materialism have an impact on consumer purchase intention of ESP are in 
accordance with these previous studies (Ates, 2020; Kang & Moreno, 2020; Matson, 2021; Quoquab & Mohammad, 2020; 
Sreen et al., 2020; Waris & Hameed, 2020). Thus, materialism plays a moderating role between attitude, subjective norms 
and purchase intention. However, a lot of evidence was not found in this regard, as this being an under researched area.  

6. Implications 
  

There are numerous important implications on the basis of results gained from the study. The study can serve as a reference 
to examine the theory of planned behavior (TPB) regarding the value of environmentalism and its impact in various 
geographical areas and cultural backgrounds. The attitude towards ESPs is in early phases in Pakistan and the subjective 
norms are also shaping up. Also, materialism is a strong consumer value that hinders the attitudes and subjective norms 
towards ESPs to develop strongly. In general understanding, purchase intention leads to purchase behavior. However, this 
study contends that purchase behavior is not reached automatically after intention. Rather the consumer compares the 
alternatives on the basis of price, longevity, risks, repairability and convenience. Thus, the final purchase decision may not 
be in favor of ESPs even after having a strong purchase intention.  
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Beliefs are related to the benefits or disadvantages that are perceived to be associated with environmentally sustainable 
products. A consumer's perception of these advantages and disadvantages is referred to as their attitude. The perceived social 
pressure to act in an environmentally responsible manner is the subject of subjective norms. In addition, the behavioral 
reasoning theory can be utilized by marketers to design sustainable goods that are in line with consumers' subjective norms, 
beliefs, and attitudes. Products, for instance, that are simple to use, reasonably priced, and provide users with observable 
advantages may be more likely to be adopted. The social thinking hypothesis gives a valuable structure to understanding and 
advancing naturally maintainable items. Sustainable products have the potential to mainstream and contribute to a more 
sustainable future by influencing consumers' beliefs, attitudes, and subjective norms. 

The conclusions can also help the policy makers in the market to frame such policies which can be beneficial to the consumers 
to habituate their purchase intentions for ESPs. So, marketers should take measures in their marketing strategy, however, the 
findings of this study showed that environmentalism and concern for the environment is still in its early phase. So, study 
implies that in order to have a more convincing power to convert purchase intention to purchase behavior, the value of 
materialism has to be shunned down through social media. Decision makers and strategists need to keep in mind that 
materialism is the strongest value and can influence attitude and subjective norms of consumers. There is the need to design 
such strategies that could develop the awareness of target consumers. Some concerns are always there for the validity of the 
claims made by marketers for the environmentally sustainable products.  
  
10. Practical applications of environmentalism in green conservation 
  
The interplay between materialism and consumer behavior towards environmentally sustainable products (ESPs) underscores 
several practical strategies for bolstering green conservation efforts. Educating consumers through targeted campaigns about 
the environmental impacts of their purchase decisions and the benefits of ESPs is a foundational approach to shifting 
consumption patterns towards sustainability. This education can be further reinforced through the strategic use of green 
labelling and eco-certifications, which make the environmental footprint of products transparent, guiding consumers towards 
more sustainable choices. Additionally, community-based environmental programs can harness the collective power of social 
norms to promote sustainable consumption, demonstrating the importance of communal efforts in conservation. 

On the incentives front, offering tangible benefits for choosing ESPs, such as discounts or tax advantages, can motivate 
consumers to prioritize environmentally friendly products. In parallel, leveraging the influence of social media and popular 
influencers to advocate for green conservation can amplify the message, reaching a broader audience and encouraging a 
cultural shift towards environmentalism. Furthermore, advocating for policy support and establishing regulatory frameworks 
that encourage the production and consumption of ESPs create an ecosystem where green conservation is not just encouraged 
but becomes the norm. These strategies collectively represent a comprehensive approach to integrating environmentalism into 
everyday consumer behavior, fostering a more sustainable relationship between humans and the environment. 
  
11. Conclusion 

  
 Materialism is a strong force that can moderate personal attitude and subjective norms. Moderating effect of product 
comparison shows that purchase intention does not automatically translate into purchase Behavior, rather there are layers to 
it. Most consumers in Pakistan don’t know about ESPs, but those who know, when asked whether they would purchase the 
ESPs, they would agree to it. However, in practice they don’t buy ESPs. Even when the subjective norms and attitude may 
somewhat have developed the understanding and importance of ESPs in consumer’s lives, when it comes to final purchase it 
is the product comparison that becomes more important than the personal preference for a product. This is more pronounced 
for those who exhibit higher materialism.   
  
12. Limitations and Direction for Future Research 

  
 Materialism has an impact on consumers' attitude and subjective norms to take them away from ESP and choose those 
products which have social value. This study did not categorize the respondents according to the materialism score. In future, 
it can be divided according to the materialism score and see how those impacts on consumer purchase behavior. The present 
study was managed in Lahore, i.e., Lahore is a metropolitan city and therefore general awareness level about ESP is probably 
higher than rural area and consumers of rural areas have less knowledge about comparing products and less knowledge about 
environmental issues and sensitivity towards ESP might not be there. In future, studies can be done on rural and urban area 
comparison to determine the purchase behavior of these area’s consumers in respect of ESPs. Future research can also include 
subjective norms as a moderator in line with the theory of reasoned action.  
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