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Abstract 
Research studies related to ethical consumerism has been gaining increasing attention in the last decade due to 
growing importance with environmental pollution. Research studies pointed out a gap between ethical 
consumers’ behavior and intention which is common in Sri Lanka as well. Hence the study used emotions and 
self-identity as two key drivers which assist in exploring the intention-behavior gap that has not been researched 
so far. Therefore the research problem addressed is “whether the positive and negative emotions aroused as a 
result of consumer subjective evaluation to stimuli, impact on the ethically minded consumption behavior?”.  
The study focused only on environmental friendly electrical household appliances and the population is the 
academics and professionals who reside Gampaha and Colombo suburbs and who bought environmental friendly 
electrical household appliances within the last one year of duration. The unit of analysis is individual consumers 
and the convenience sampling method used. 200 individual respondents contributed to the study and the data 
collection was done through a self-administered questionnaire. The study has used Smart PLS 3.2 software and 
the results showed that the green stimuli characteristics and green self-identity significantly influence ethically 
minded consumer behavior and only positive emotions act as a significant mediator. Most importantly if the 
consumer’s perceived effectiveness is high, despite the presence of emotions ethically minded consumer 
behavior will be triggered more. In conclusion, marketers have to use positive emotions when creating the 
stimuli and should give more priority for assuring the individuals small step for protecting the environment.  
Keywords: cognitive appraisal theory, self-identity theory, green stimuli characteristics, green self identity, 
positive emotions, negative emotions, ethically minded consumer behavior, perceived consumer effectiveness 
1. Introduction 
The statistical reports reveal that the global carbon emission has been rising up at a rapid rate and making it 
worse, forest area also has been drastically reduced (World Bank, n. d.). Therefore, research studies on consumer 
behavior towards protecting the environment have been increasing since the 1990s’ (Khare, 2015). Hence, this 
research study focus on the ethical consumerism as the broader area which can be defined as, “the practice of 
purchasing goods and services which has been manufactured in a way with less impact on the society and/or the 
environment and rejecting the goods and services which will have a harmful impact on the society or the 
environment.  
It has been often concluded by previous researchers that the ethical consumer's behavior does not comply with 
the attitudes that they report which are observed as common across the globe (Eckhardt, Belk, & Devinney, 2010; 
Sudbury-Riley & Kohlbacher, 2016; Papaoikonomou & Ryan, 2011). Often the theory adopted in exploring this 
gap between attitude-behavior is the Theory of Planned Behaviour (TPB) (Khare, 2015; Samarasinghe & Ahsan, 
2014). It has been recognized by the researchers that TPB has several disadvantages; assessing intention to 
behave without focusing on actual behavior (Hassan, Shiu, & Shaw, 2014) and ignoring emotions such as anger, 
fear, hatred, etc. (Ajzen, 2011). Therefore many researchers incorporated emotions as a predictor of intention and 
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behavior (Russell, Young, Hardin, & Robinson, 2017; Wang, 2016). The issue with this method is emotions are 
aroused as a result of a consumer's subjective evaluation towards the stimuli to which he/she is exposed to 
(Ellsworth & Scherer, 2003). This phenomenon has been clearly explained in the cognitive appraisal theories 
which states that the evaluation of events cause emotions and specified that there is a causal relationship between 
appraisal dimensions and the emotions (Smith & Lazarus, 1990; Moors, In Press).  
The emotions based research gaining increasing attention in many subject areas since emotions are inevitable in 
making consumption decisions. So, et al., (2015) has mentioned that there are three main research areas which 
are available for conducting research in the area of emotions and decision making. The first area is the 
researching on the interaction between two or more appraisal dimensions which will explain more about the 
complex decision making. Secondly, identifying new appraisal dimensions which are unique to the certain set of 
emotions. Thirdly the determination of the impact of appraisal dimensions on the consumer decision making in a 
given consumer decision-making context. Finally, the psychological processes through which the emotions affect 
consumer decisions. The study specifies that future research should focus on determining how emotions effect on 
making effective decisions even though emotions are considered as subjective and impulsive 
Therefore the purpose of this research study is determining the impact of consumers psychological processing of 
stimuli along the dimensions on emotions and how emotions lead to the behavior. Consumers stimuli evaluations 
and its impact on emotions towards ethical consumerism are still untapped by academics and it would be 
significant in exploring further about the ethical consumer's behavior (Amatulli et al., 2017). 
2. Research Problem 
The literature on green marketing and ethical consumerism has used different terminologies to measure the 
behavior of environmentally friendly consumers. Therefore it is important in identifying what constitutes ethical 
consumption and ethical behavior and the differences between the terms adopted in previous studies. Among the 
terminologies, many research studies have been carried out regarding the pro-environmental behavior of the 
consumers. According to Kollmuss & Agyeman (2002), pro-environmental behavior can be defined as “behavior 
that consciously seeks to minimize the negative impact of one’s actions on the natural and built world (Kollmuss 
& Agyeman, 2002, p. 240). While pro-environmental behavior primarily focuses on the consumption with 
minimal impact on the natural and the built world, ethical consumerism or ethical consumption covers a broader 
range. According to Sudbury-Riley & Kohlbacher (2016), ethical consumption includes the following main 
themes which had been studied by the previous researchers; environmental problems, societal and human justice, 
consumer boycotts of unethical products and consumer willingness to pay a premium price.  
As explained in the introduction, the research articles in the field of ethical consumerism have often used TPB or 
Theory of Reasons Action (TRA) which were introduced by Ajzen & Fishbein in 1977 (Khare, 2015; 
Samarasinghe & Ahsan, 2014; Carrington et al., 2010). The main criticism regarding the TPB is its applications 
in explaining the behavior of consumers via the predictors of intention and ignorance of consumer subjective 
evaluations (Ajzen, 2011). Even though Ajzen (2011) highlighted that beliefs are backed by emotions, recently 
emotion was used as a predictor of intentions and the behavior (Russell et al., 2017; Wang, 2016). This method is 
unsuccessful since the consumer emotions are aroused as a result of his/her subjective evaluation of the stimuli 
(Ellsworth & Scherer, 2003). This is clearly explained in the cognitive appraisal theories. According to the 
cognitive appraisal theories, the evaluation of events causes emotions and states that there is a causal relationship 
between appraisal dimensions and the emotions (Smith & Lazarus, 1990; Moors, In Press). Further, researchers 
specified that incorporating the role of emotions would be crucial in explaining the pro-environmental behavior 
(Rezvania, Janssona, & Bengtsson, 2017) and George & Dane (2016) stipulates that incorporating emotions is 
increasingly added aspect to all the research domains.  
According to the justification, the research articles have not been done to determine the significance of the 
impact of stimuli related to ethical goods on arousing consumer emotions. Therefore the research study identifies 
Green Stimuli Characteristics (GSC) as a predictor and positive and the negative emotions as mediating the 
relationship between GSC and Ethically Minded Consumer Behavior. In addition to the dimensions of stimuli 
evaluation, a persons’ stance regarding oneself can also arouse the emotions (Stryker & Burke, 2000). The 
reason is the values inherent to each person significantly influence the behavior of that person which is explained 
under the self-identity theory (Heshmat, 2014). So far the impact of self-identity on the consumers’ emotions has 
not been studied in the previous research studies. The study is specifically confined to the eco-labeled household 
appliances which are considered as one type of ethical goods.  
Doane (2001) specifies that the ethical goods include household goods which are named as eco-labeled 
household appliances. Collins dictionary defines the household appliances as, “devices or machines, usually 
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electrical, that are in your home and which you use to do jobs such as cleaning or cooking” (collinsdictionary, 
2017). Household appliances comprise of white goods; refrigerators, freezers, dishwashers, washing machines, 
and dryers (Mills & Schleich, 2012) Electrical household appliances consume a massive amount of electricity 
and water and contribute to carbon emission on daily basis.  
According to the Sri Lanka Sustainable Energy Authority, 0.71 kg/kWh CO2 emission takes place by the 
electricity (Sri Lanka Sustainable Energy Authority, n. d.). Mills & Schleich (2012) specifies that the highest 
consumption of electricity is reported by the white goods whilst bulbs and other equipment reports lower values. 
In Sri Lanka reports of Department of Census and Statistics reports that Sri Lankans spending on durable 
household goods has increased by 6.3% in 2016 (Department of Census and Statistics, 2016) which clearly 
shows us the potential increase of energy consumption in the country. Further the import of household appliances 
has increased by 41% in 2015 and 22% in 2016 (Table 1.4) and Studies reported that the appliances which 
consume highest amounts of electricity include, refrigerator, air conditioner, washing machine, fan, rice cooker, 
and iron (Saidur, Masjuki, Jamaluddin, & Ahmed, 2007). On average 46.2% of Sri Lankan households possessed 
a refrigerator and 17.2% owned a washing machine (Central Bank of Sri Lanka, 2016). Moreover, the highest 
carbon emission causing aspect within the households is, electricity whilst second place goes to cooking (Yang, 
Fan, & Zheng, 2016).  
Table 1. Total Electricity Use (CEB+LECO+Self+Off-Grid)(GWh) 

User 2011 2012 2013 2014 2015 
Domestic 3928.43 4064.74 4012.95 4051.14 4444.75 

Domestic Y-Y % increase  3.47% -1.27% 0.95% 9.72% 
(Sri Lanka Sustainable Energy Authority, n.d.) 
 
Table 2. CO2 Emission by Appliance 

Appliance Unit CO2 emissions 
Air Conditioner Kg/Day 4.26 

Standing Fan Kg/Day 0.23 
Washing Machine Kg/Day 0.71 

Filament Bulbs Kg/Day 0.43 
Fluorescent Bulbs Kg/Day 0.09 

(Sri Lanka Sustainable Energy Authority, n.d.) 
 
Table 3. Import Values of Household Appliances  

US$ 000’ 

Item 2010 2011 2012 2013 2014 2015 2016 
Home Appliances Imports 93.2 227.9 218.5 192.2 156.4 221.0 270.7 

Year to Year Change %  144.4% -4.1% -12.0% -18.6% 41.3% 22.5% 
(Department of Census and Statistics) 
 
One of the key challenges to the green product marketers is to design communication messages which do not 
manipulate the customers. It was evident that the customers refuse the manufacturers that mislead them through 
false messages which highlight the green products (www.greenbiz.com). In developed countries, there is a strong 
movement towards environmental protection and consuming products which are environmentally friendly. But in 
developing countries, green buying behavior is not similar to developed countries (Samarasinghe & 
Samarasinghe, 2013). In order to increase the reliability of the environmentally friendly products Green Building 
Council in Sri Lanka has introduced “green labeling system”. The reason to introduce is to enhance the demand 
and supply of green products (http://srilankagbc.org/index.html). This proves that it is challenging to penetrate 
the green products within Sri Lanka. A most important point to note is that the government of Sri Lanka is in the 
process of introducing energy efficiency rating to electrical household appliances including LED bulbs and 
Refrigerators (De Silva, 2016). However, according to a personal interview conducted by the researcher, with an 
expert in the electrical household appliances has mentioned that “there are different energy ratings available for 
electrical appliances and each differs according to the evaluation it carries out. When considering refrigerators, 
inverter technology plays a vital role in energy efficiency. In the Sri Lankan market, there are refrigerators with 
and without inverters” (Gunawardhana, 2017). This explains that the consumer has a choice among the 
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purchasing an electrical appliance with inverter technology or non-inverter technology. According to 
Gunawardhana (2017), still, there are electrical appliances without inverters circulating in the country. Therefore 
the study focuses on consumer choice of energy efficient and environmentally friendly electrical appliances.  
The global condition of the penetration of green products shows an upward trend (Nielsen, 2014) and most of the 
countries have introduced green label system to enhance the credibility of the green products (Daily Mirror, 
2015). Whilst the global condition marks a positive response towards green products in Sri Lanka it is moving 
upward at a slower rate. Further research studies in Sri Lanka has provided evidence that the Sri Lankans are 
emotionally attached to the environment (Samarasinghe & Samarasinghe, 2013). Thus it would be interesting to 
investigate the reasons behind positive attitude towards the environment not transferring to the behavior in Sri 
Lanka. Hence, the problem that the research intends to address is, “whether the positive and negative emotions 
aroused as a result of consumer subjective evaluation to green stimuli and the green self-identify, impact on the 
ethically minded consumption behavior”.  
3. Conceptualization  
3.1 Green Stimuli Characteristics and Emotions 
The literature argues that human decisions are always followed by emotional processes even though the 
consumer runs through a long process to evaluate the feasibility of purchasing a product (Alibage & Jetter, 2017). 
Even though the information and detailed description of a particular problem issue regarding a particular 
situation or a cause are available, the behavior will not be raised unless the affective component not stimulated 
(Peter & Honea, 2012). The affective component stimulations have been used by marketers to encourage 
pro-social behaviors such as donations, waste management, and recycling. Further the researchers have pointed 
out that the study of the impact of emotions on the pro-social and other consumer behavior domains would be 
crucial (Cavanaugh et al., 2015) and it is important to know the methods of changing the consumer behavior 
towards pro-environmental conditions since the belief of each consumer about the impact of different events 
towards the environment differ (Schwartz & Loewenstein, 2017).  
Emotions can be defined as, a process of creating a perception regarding the events in concern, appraisal of the 
events based on certain characteristics which are in concerned to the consumer and actions based on the appraisal 
(Frijda & Mesquita, 1998). Further, the term emotions have been explained as a cultural and psychobiological 
variation, which allows the individual to respond dynamically to the changing environmental conditions (Scherer, 
2009 b). Most importantly emotions comprise of several characteristics; arousal of emotions are caused by the 
appraisal of events based on characteristics and considered to be a critical component in the process of emotions 
creation, emotions are functional and interactional processes, finally, emotions call for action (Frijda & Mesquita, 
1998). Further emotions contain central features such as, arousal of emotions takes place when something 
striking organisms take place, it has a unique ability to get the person ready to deal with the important events 
takes place in the humans lives, emotions make the entire person and his subsystems engage in the emotional 
episodes and it comprises of control precedence (As cited in Scherer, 2009 b). These features allow the 
researchers to clearly demarcate between emotions and other effects such as moods, preferences, feelings, etc 
(Scherer, 2009 b).  
Emotions comprise of different components; an antecedent event, appraisal of the antecedent event based on 
characteristics that are relevant to the individual, and finally this appraisal results in response components (Frijda 
& Mesquita, 1998). The relationship between the antecedent event, appraisal characteristics and the responses 
have been highlighted in the emotional theories; basic emotional theories, constructivist emotional theories and 
appraisal theories of emotions. Out of the three schools of thoughts on the emotional theories the study uses the 
appraisal theories of emotions to justify the relationship between the appraisal dimensions, emotions and the 
behavioral responses of the consumers. Accordingly, the fundamental proposition underlying the appraisal theory 
is that the evaluation of events causes emotions and states that there is a causal relationship between appraisal 
dimensions and the emotions (Smith & Lazarus, 1990; Moors, In Press). Even though the researchers argue that 
the components are multi-directional and nonlinear (Frijda & Mesquita, 1998; Scherer, 2009 b) it doesn’t inhibit 
studying the appraisal of ethical events by the consumers in a given situation. The theorists take the stance of 
fixed order among the consequences and the antecedents of emotions. The study only focuses on determining the 
consumer’s emotional appraisal which elicits the emotions in terms of events at a given emotional episode not 
several cycles of evaluations by the consumer. That means the emotional episode can be divided into subsequent 
subsets which will perform in a sequential fixed order which allows the researchers to explain the antecedent and 
the consequences of the emotion (Fernando et al., 2015).  
One key antecedent that causes the arousal of the emotion of an individual is the appraisals of events based on 
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characteristics which are relevant to the individual appraising the event. The theories of appraisal specifies the 
dimensions appraisals differently to each other (Fernando et al., 2015) but many of them agreed upon the 
essential common dimensions; valence, novelty, goal consistency, controllability, expectedness, certainty about 
implications, causal agency self/someone else/circumstances, fairness, modifiability, involves wellbeing of 
someone else (Frijda & Mesquita, 1998), intrinsic pleasantness, outcome probability, discrepancy from 
expectations, power, adjustment, compatibility with internal and external standards (Scherer, 2009 a).  
There are different argument put forward by the researchers about the impact of dimensions of the appraisal on 
the emotions. There are arguments to support that the overall impact of appraisals on specific emotions (without 
identifying the specific emotions aroused by each dimension) and vice versa. Measurement of the emotions 
along the same dimensions is referred to as the fixed set models (Fernando et al., 2015). However, to date, there 
is no best model suggested by any researcher in terms of measuring emotions and the arguments exist for both 
sides. The researchers who have introduced variable models have themselves agreed that some dimensions of the 
appraisal will result in a range of emotions (Fernando et al., 2015) which means there is no universal agreement 
about the arousal of emotions is fixed or variable. Similar view has been put forward by the study conducted to 
test the goal relevance and the goal conduciveness on the emotion and specified that goal conduciveness had an 
effect on a range of emotions (Kreibig, 2017). Therefore the study would assume that the range of emotions 
would arise across all the dimensions.  
The study aims at measuring the impact of the arousal of emotions on the behavior of green products. Ellsworth 
& Smith (1988 b) specifies that there are three methods to identify dimensions to a study; reduction of 
dimensions into a minimum, adding more dimensions and principled approach. Out of the three mentioned this 
study follows a principled approach which mentions that the appraisals will be restricted to a specific set to 
match with the objective or the subject. Therefore the long list of dimensions mentioned in table 01 would be 
reduced to dimensions which have been developed into scale by Ellsworth & Smith (1988 b) which is as 
mentioned below.  

• Pleasantness 
• Anticipated effort 
• Attentional activity 
• Certainty 
• Human agency 
• Situational agency 
• Perceived obstacle 
• Importance 
• Predictability 

Out of the theories introduced to explain the dimensions the study utilizes the definitions provided by the 
Ellsworth & Smith (1988 b) and Scherer (2009 a). According to the literature, the appraisal dimensions arouse 
various emotions (Ellsworth & Smith, 1988 b; Scherer, 2009 a; Fernando et al., 2015; Frijda & Mesquita, 1998). 
However, very little focus has been given to study the effect of appraisal dimensions across the different 
consumption emotions. Accordingly, the following hypothesis has been developed for determining the green 
stimuli characteristics on the emotions.  
H1a: Green Stimuli Characteristics have a strong positive influence on the positive emotions 
H1b: Green Stimuli Characteristics have a strong negative influence on the negative emotions  
3.2 Green Self-identity and the Emotions 
The behavior of a consumer is the central focus discussed in the marketing subjects and satisfaction of the 
consumers has been the key to drafting all the marketing offerings. Therefore the consumer behavior researchers 
primarily targets the consumer as the subject matter of the research studies to investigates what drives the actions 
of the consumers. It is obvious that the main purpose is to study the drivers underlying the consumption 
decisions which will assist the organization to draft the strategies to make the product move in the market. The 
decisions made by consumers are affected by three main factors. Namely personal factors, psychological factors, 
and social factors. Personal factors are related to the consumers’ features, psychological factors are related to the 
psychological and inner functioning of the consumer and social factors are related to the influences made by the 
outsiders to the consumption decision of the consumer (Blythe, 2005). Out of the factors affecting the decision as 
explained above, except social factors both the other factors are related to consumer his or her self. According to 
that explanation personal features such as demographic, situational involvement and psychological factors such 
as perception, motives, ability, attitudes, personality (Blythe, 2005) has a direct influence on the consumer 
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decisions. That does means “oneself” is clearly the decisive factor for the decisions made.  
The concept of self is defined by Baumeister (1999) as, “[t]he individual's belief about himself or herself, 
including the person's attributes and who and what the self is”. This definition highlights three important aspects; 
individuals beliefs of his/her own, personal attributes and who & what the person is”. According to modern 
learnings of self, the individual's belief of self or how he explain him/herself according to the past stories and 
future expectations are referred to as a narrative self. Keeping all the unnecessary things away from the 
consciousness of an individual of experiencing things that are immediate to them is referred to as minimal self 
(Gallagher, 2000). Each human life possesses a reason to exist which has been developed throughout his/her 
lifetime and explained by narratives. However, these narratives are life stories which are connected to events, 
situations, places, incidents that have taken in the past that one explain about him or herself (Ezzy, 1998). This is 
called the theory of narrative self-identity and the theory is much popular in the socio-psychological and 
psychological researchers. However, this theory is less applied into the consumer psychology domain even 
though the theory is said to comprise of more power than the personality traits, in determining the consumer’s 
unique personality characteristics (McAdams, 2001). This means the narrative theory of self-identity is useful in 
determining consumers’ personality characteristics, values and norms.  
In the domain of determining self, most popular theories which are applied to the consumer psychology domain 
includes self-identity theory and social psychology theory (Hitlin, 2003). Self-identity theory explains that the 
internal value system of a human that makes him who he is will affect his/her behavior (Heshmat, 2014). The 
key highlights in the self-identity theory include; the theory presumes that when a human’s identity is highly 
related to self than other identities, the more effect there will be on the behavior and the theory’s main focus is 
the role of the human (e.g. mother, sister, and housewife). The more a certain identity is crucial for defining the 
self, the more that will impact on the behavior (Stryker & Burke, 2000). The theory of self-identity was 
frequently used to predict the ethical consumers buying behavior (Barbarossa, Pelsmacker, & Moons, 2017) 
however less focus was given for identifying the impact of self-identity on the arousal of emotions.  
It is often argued that the ethical consumers’ behavior is not affected by the intentions or else ethical consumers 
do not walk the talk (Eckhardt et al., 2010; Sudbury-Riley & Kohlbacher, 2016; Papaoikonomou & Ryan, 2011). 
This intention-behavior gap creates a tension within the consumer's mind (Chatzidakis et al., 2004) and this 
situation can be explained through the prominence a consumer gives to the self-identity. The inconsistency 
between the self-explanation of the identities (e.g. protection of the environment, charity and donation, etc) and 
the desired self-identity generates an experience of positive and the negative emotions (Stryker & Burke, 2000; 
Stryker, 2004). This situation is clearly explained in the identity discrepancy theory which states that one 
individual can have more than one identity and inability to comply might cause negative emotions (Marcussen, 
2006). Studies have pointed out that more studies on the impact of identity on emotions should be studied 
including a range of emotional outcomes comparing with present studies (Marcussen & Gallagher, 2017).  
Similar to the explanation of identity discrepancy theories it could be argued that the green consumers’ identity 
that is explained according to a given situation and the desired self-identity, creates emotions which are affecting 
on the behaviors. That means whether compliance with green identities creates positive emotions and 
noncompliance leads to negative emotions. According to the literature reviewed, very less attempt has been 
given to determine the role of green self-identity in the arousal of consumer emotions. Accordingly, the 
following hypothesis could be derived from the study.  
H2a: Green Self Identity has a strong positive influence on the positive emotions  
H2b: Green Self Identity has a strong negative influence on the negative emotions  
3.3 Emotions and Ethically Minded Consumer Behavior 
Emotions can be defined as, a process of creating a perception regarding the events in concern, appraisal of the 
events based on certain characteristics which are in concerned to the consumer and actions based on the appraisal 
(Frijda & Mesquita, 1998). The question is how emotions can be differentiated from the feelings, moods, and 
attitude. Emotions are enduring than other affective states (Scherer, 2005). There are different views regarding 
the definition of emotions in the literature. However most of them agree upon common characteristics of 
emotions such as; arousal of emotions is caused by the appraisal of events based on a characteristics and 
considered to be a critical component in the process of emotions creation, emotions are functional and 
interactional processes, finally emotions call for action (Frijda & Mesquita, 1998) which are used to assess the 
differences between the emotions and other affective states. The componential theories of appraisal perceive 
emotions as comprising of the episode and each component links to each other. Still, other theories still take the 
stance of appraisal and the emotions as independent and appraisal of stimuli lead to the arousal of emotions 
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(Scherer, 2005).  
Theories of cognitive appraisal highlight that there is an action component of emotion which comes in the form 
of behavior, changes in the beliefs or the expression (Frijda & Mesquita, 1998; Stryker & Burke, 2000; George 
& Dane, 2016). The incorporation of emotions in the study of environmental related behavior would be crucial 
and studying the effect of self-interest would further assist in exploring the intention-behavior gap in the ethical 
consumerism (Han et al., 2016) and increasing attention has been given by the researchers regarding the impact 
of emotions on decision making (George & Dane, 2016). According to the cognitive appraisal theories, the 
appraisal of stimuli leads to the arousal of emotions which in turn effect on the behavior (Scherer, 2009; Frijda & 
Mesquita, 1998). The meaning is, emotions act as a mediator between the appraisal and the behavior. The 
problem lies in terms of answering the question of how emotions are measured. In answering the question 
Richins (1997) has identified a range of consumption emotions which has been further reviewed by Laros et al. 
(2005) and divided the emotions into two aspects; positive and negative emotions. The study will adopt the 
dimensions used by the Laros et al. (2005). Accordingly, the following hypothesis has been developed by the 
researcher.  
H3a: Positive Emotions has a strong positive influence on the ethically minded consumer behavior 
H3b: Positive Emotion is a strong mediator between the green stimuli characteristics and the ethically minded 
consumer behavior 
H3c: Positive Emotion is a strong mediator between the green self-identity and the ethically minded consumer 
behavior 
H4a: Negative Emotions has a strong negative influence on the ethically minded consumer behavior 
H4b: Negative Emotion is a strong mediator between the green stimuli characteristics and the ethically minded 
consumer behavior 
H4c: Negative Emotion is a strong mediator between the green self-identity and the ethically minded consumer 
behavior 
3.4. Perceived Consumer Effectiveness (PCE) as a Moderator 
Consumers’ attitude and concerns are influenced by the individual’s feelings and beliefs about the issue or the 
problem of concern. Therefore in an environmentally friendly behavior domain, consumers perception of the 
control over the problem or the issue leads to the formation of environmental attitudes (Wesley et al., 2012). In 
order to encourage consumer-centric sustainability, a consumer should be adopting mindful consumption 
patterns. A mindful consumer cares for self, community, and nature and will shift from acquisitive, repetitive and 
aspirational consumption patterns. Three of these consumption patterns discuss the overconsumption nature of 
the consumers (Sheth, Sethia, & Srinivas, 2012). Therefore in order to encourage the consumers to be mindful of 
the consumption, one key aspect is to get them convinced for the caring for self, nature and the community 
issues with regard to overconsumption.  
The common problem underlying environmental friendly behavior is less action even though the consumer feels 
that environmental protection is important. The PCE has been considered as a predictor of environmentally 
friendly behavior and later researchers have been using the variable as a moderator between the environmental 
attitudes and the behavior. The definition of PCE specifies that even though a consumer understand the 
significance of a particular problem or an issue he/she will not take any action in terms of the consumption 
behavior (Berger & Corbin, 1992). The consumers’ environmental conscious behavior varies across the cultures. 
Thus, when the consumers do not believe that the environmental issues are within his/her control he/she there is 
a tendency that the consumer will not take any action (Tam & Chan, 2017). For an example, when a consumer 
has an emotional reaction to the environmental issues created by the products under concern, transferring it to 
the action depends on how far he/she trust that the personal action would be significant to solve the issue. In that 
circumstance, even though emotions and EMCB relationship are stronger actions would not be taken place. 
According to the above explanation and the research studies on PCE, it could be argued that the consumer’s 
emotions would be translated to behavior only if the consumer perceives that he/she has the control over the 
environmental issues under concern. Therefore when the level of PCE is high, the relationship between emotions 
(PE and NEEMO) and EMCB will be stronger. Less research was conducted to measure whether PCE moderates 
the relationship between emotions and the behavior even though literature states that PCE differs according to 
attitudes and feelings. Accordingly, the following hypothesis could be developed based on the literature.  
H5: PCE positively moderates the relationship between positive emotions and the ethically minded consumer 
behavior (When PCE is higher, PE and EMCB relationship will be stronger) 
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H6: PCE positively moderates the relationship between Negative Emotions and the ethically minded consumer 
behavior (When PCE is higher, NEEMO and EMCB relationship will be stronger) 
3.5 Conceptual Framework 
 
 
 
 
 
 
 
 
 
 

 
Figure 1. Conceptual Framework 

4. Methods 
4.1 Research Design, Population and the Unit of Analysis 
This research is placed in the positivistic paradigm, therefore the researcher will be an independent observer. A 
large sample has been used in the study because this is a cross-sectional study which attempts to sample the users 
of environmentally friendly electrical household appliances in Sri Lanka. The time horizon of the research is a 
snapshot. Therefore, this study can be referred to as a cross-sectional study. The population for the study includes 
the academics and the professionals who reside Gampaha and Colombo suburbs and who have bought 
environmental friendly electrical household appliances within the last one year of duration. Hence, the unit of 
analysis of this study is the users of environmentally friendly electrical household appliances in Sri Lanka.  
4.2 Sampling Technique and the Sample Size  
By considering the nature of the target population of the present study it is clear that identifying all the units in 
the population is impossible. The present study considers its population as the users of environmentally friendly 
electrical household appliances and it is difficult to calculate how many would be using the environmental 
friendly electrical household appliances. Therefore convenience sampling has been used to pick the sample. 
Roscoe (1975) highlights that in multivariate studies samples size of ten or more times than the number of 
variables shall be considered as adequate (As cited in Sekaran & Bougie, 2010). Further, to apply more complex 
analysis using multiple regression, analysis of covariance, or log-linear analysis, which might be performed for 
more rigorous findings, then a good size sample, would be 200-500 (Israel, 1992). The study, therefore, aims at 
collecting 200 sample size (33 times higher than the six variables of the study) by distributing the questionnaire 
through online and offline methods. 
4.3. Data Collection and Measures 
Data are collected using primary data collection method and a self-administered questionnaire was used to 
collect the data. The study uses one predictor; green stimuli characteristics, two mediating variables; positive 
emotions and negative emotions, a moderator variable: perceived consumer effectiveness and dependent variable; 
ethically minded consumer behavior.  
The study uses two predictors; green stimuli characteristics and green self-identity, two mediating variables; 
positive emotions and negative emotions, a moderator variable: perceived consumer effectiveness and dependent 
variable; ethically minded consumer behavior. Green stimuli characteristics items were mainly adopted from a 
scale developed by Ellsworth & Smith (1988 a), Ellsworth & Smith (1988 b) and Gilboa & Rafaeli (2003). 
Green self-identity scale was adopted from Whitmarsh & O’Neill (2010) and emotions scale was adopted from 
Laros et al. (2005). Perceived Consumer Effectiveness adopted by Straughan & Roberts (1999) and ethically 
minded consumer behavior scale was adopted from Sudbury-Riley & Kohlbacher (2016). All items were 
measured in seven points Likert scale.  
Table 4 explains the demographic characteristics of the sample. Accordingly, the majority are males and females 
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also counts to around 48% of the sample whilst, more than 90% of the sample is in the age range of 21-40. 70% 
of the sample earns more than Rs. 40000 a month and around 80% are Buddhists. In terms of occupation, 39% of 
the sample are holding the managerial positions of organizations and 44% hold the positions of an executive 
whilst another 37% are academics in the universities. 
Table 4. Demographic Profile 

Description Total Percentage 
Age   
          21-30 99 49.7% 
          31-40 87 43.7% 
          41-50 11 5.5% 
          51-60 1 .5% 
          61 above  1 .5% 

Gender   
           Female 97 48.7 
           Male 102 51.3 
Occupation   
           Accounting Field  9 5% 
           Administration  17 9% 
           Academics in Universities 37 19% 
           Managers in Marketing and Branding Field 9 5% 
           Managers in the Private Sector 39 20% 
           Executives in the Private Sector 88 44% 
Income   
          Below 20000 21 10.6 
          20001-40000 34 17.1 
          40001-60000 39 19.6 
          60001-80000 28 14.1 
          80001-100000 26 13.1 
          100000 above 51 25.6 

Religion   
          Buddhist 164 82.4 
          Catholic 13 6.5 
          Christian 10 5.0 
          Hindu 3 1.5 
          Muslim 9 4.5 

 
5. Results and Discussion 
5.1 Results 
5.1.1 Justification of the Adaptation of PLS-SEM Model 
The model was tested using partial least square structural equation modeling (PLS-SEM) method and Smart PLS 
3.0 software has been used for the analysis. In order to adopt CB SEM, several conditions regarding multivariate 
assumptions, sample size, model complexity should be fulfilled (Chin & Newsted, 1999). The other approach in 
addition to CB-SEM for running SEM is, Partial PLS-SEM approach which is adopted when the data are not 
normal, the sample size is smaller and the model being factor or composites. (Hair et al., 2012). The condition 
for the sample size for using PLS-SEM is ten times the highest number of constructs directed towards the 
construct (Hair Jr., 2012 a). As highlighted above the study contains second-order constructs and the maximum 
number of paths directed towards dimensions are nine whilst, the highest number of paths directed towards a 
superordinate construct (higher order construct) are, also nine. Accordingly, the study contained a sample size of 
200 units, whilst 1 was removed due to the outlier effect. 199 sample units were further processed for SEM 
analysis.  
In analyzing the multivariate assumptions, dependent variable (EMCB) do not satisfy the criteria of normality. 
The reported Kolmogorov-Smirnov and Shapiro-Wilk test were significant which says that the sample varies 
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from the population. Therefore, the first two criteria are satisfied for adopting PLS-SEM. Next is to consider the 
nature of the constructs (i.e. whether the model is a factor model or a composite model). Accordingly, the study 
can be referred to as a factor model with reflective indicators. The study contains five constructs including the 
dependent variable; green stimuli characteristics, positive emotions, negative emotions, perceived consumer 
effectiveness and ethically minded consumer behavior. Out of these constructs except PCE, all others are 
second-order constructs. Therefore each second-order construct contains dimensions. Each dimension consists of 
a set of indicators which are considered as reflective indicators. According to Chin (1998) when the same 
phenomena are observed by a set of indicators, they are highly related to each other and changing the phenomena 
require changing the indicators. In this study, each dimension measures one distinctive phenomenon and the 
indicators are highly correlated. This is similar to all the first order latent variables (dimensions) available. 
Therefore, the indicators are said to be reflective.  
Next question is, whether the first order latent variables are formative or reflective. GSC contains nine first-order 
latent variables which are mainly adopted from Ellsworth & Smith (1988 a) and Ellsworth & Smith (1988 b). 
There are many researchers which have added dimensions to the GSC whilst the study has only taken nine 
dimensions adopted by the two research articles specified. Next two second-order latent variables include 
positive emotions and negative emotions which is adapted from Laros, et al. (2005). Positive emotions comprise 
of two first-order latent variables and negative emotions comprise of four latent variables. Moreover, EMCB 
contains five dimensions which explain about the ethical consumerism patterns of a consumer; eco buy, eco 
boycott, recycle, CSR boycott and pay more. Each second-order construct measures the same phenomena 
underlying the higher order construct. For example, for GSC researcher, has been continuously adding first order 
latent constructs and the literature continuously argues that further constructs could be added. Adding or removal 
of an indicator cannot be done for a formative construct. Similarly to PE, NEEMO, and EMCB, the relationship 
has been established as reflective. Specially PE and NEEMO comprise of emotions which are highly correlated. 
Further EMCB dimensions are also reflecting ethical consumerism patterns. Therefore all these are reflective 
first order latent constructs.  
5.1.2 Process of Analysis  
As explained in the previous section, the study contains multidimensional constructs. The indicators of 
first-order latent constructs are reflective in nature as justified in the previous section. Further, second-order 
constructs comprise of, first-order constructs which are considered as reflective as well. In order to continue with 
the analysis, two-step process suggested by Ringle & Sarstedt, (2011) and analysis procedure recommended for 
higher order constructs provided by (Hair Jr, Hukt, Ringle, & Sarstedt, 2014 a) is adopted. The assessment of the 
measurement model has been done based on, individual item reliability; internal consistency reliability; 
convergent validity, and the discriminant validity. 
Common method bias test is conducted with the purpose of assessing the bias exist in the measurement method. 
According to Kock (2015), VIF (Variance Inflation Factor) above 3.3 for each construct indicates the existence 
of common method bias. According to the statistics provided in table 05, VIF of each construct is less than 3.3 
and therefore no common method bias exist in the data set. Further, Herman’s single factor score is also 
calculated by loading all items into one factor and the first-factor loading was 25.37 which is less than 50%.  
5.1.3 Model Fit 
Table 06 provides the model fit indices of the measurement and the structural models. Accordingly, SRMR, dULS, 
dG values have been stated with the guidelines provided by the (Henseler, Hubona, & Ray, Using PLS path 
modeling in new technology research: updated guidelines, 2016). Hence, the model fit indices of the models 
fairly meet the criteria.  
5.1.4 Measurement Model Analysis 
Hair Jr et al. (2014 a) specifies that reflective outer measurement models need to be evaluated with reliability 
(composite reliability and outer loadings) and validity (convergent and discriminant validity). Accordingly, 
composite reliability is above 0.70 and the factor loadings also are above 0.70. Ringle et al. (2011) mentioned 
that in terms of evaluating reflective outer models, convergent and discriminant validity should be assessed. In 
order to ensure convergent validity, the average variance extracted (AVE) can be used and to assess discriminant 
validity, Fornell–Larcker criterion can be applied. The convergent validity of the constructs was above 0.5. 
Fornell–Larcker criterion says that the AVE of a construct should be higher than the squared value of correlation 
with another construct (Ringle et al., 2011). AVE is observed along the diagonal of the matrix whilst, that value 
is compared with other correlation values of the construct, which met the criteria specified above (Please see the 
table 07 for discriminant validity and 08 for other criteria).  
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Table 5. Collinearity Statistics 

Model 
Collinearity Statistics 

Tolerance VIF 
GSC .401 2.492 
PE .449 2.229 

NEEMO .569 1.757 
GSI .538 1.857 
PCE .485 2.062 

 
5.1.5 Structural Model Analysis 
Considering the outer measurement is established, the next step is to assess the structural model. The assessment 
of the structural (inner) model is done in accordance with the criteria specified by Henseler et al. (2016). Ringle 
et al (2011) specify that R squared and adjusted R squared value is weak, moderate and substantial for 0.25, 0.50 
and 0.75 respectively (Hair et al., 2012 b). Further, path coefficients shall also be significant at a 10% 
significance level (p-value less than 0.10). According to Ringle et al. (2011), the researcher can select between 
10%, 5% or 1%.  
Table 6. Model Fit 
Assessment Criterion 
Overall model  
test of model fit (Estimated model) SRMR < 95% bootstrap quantile (HI95 of SRMR) 

0.059 < (0.085) 
 dULS<95% bootsrap quantile (HI95 of dULS) 

0.073 < (0.153) 
 dG<95% bootstrap quantile (HI95 of dG) 

0.030 < (0.048) 
 SRMR < 0.08 

0.059 < (0.08) 
Measurement model 
Confirmatory Factor Analysis (Saturated 
model) 

SRMR < 95% bootstrap quantile (HI95 of SRMR) 
0.057 < (0.086) 

 dULS<95% bootsrap quantile (HI95 of dULS) 
0.068 < (0.155) 

 dG<95% bootstrap quantile (HI95 of dG) 
0.028 < (0.045) 

 SRMR < 0.08 
0.057 < (0.08) 

 
The R2 value of the structural model incorporating the moderating effect was 0.669 and the adjusted R2 reported 
as 0.660. Thus, ethically minded consumer behavior is 66% explained through the independent variables. Since 
these values are above 0.50, it can be reported as moderate as per the criteria specified by Ringle et al (2011). 
The path coefficients and the significance levels are reported in table 09 and 10 which is related to H1a, H1b, 
H2a, H2b, H3a, H4a, H3b, H3c, H4b, and H4c. The analysis shows that, GSC -> PE, GSC -> NEEMO, GSI -> 
PE, GSI -> NEEMO, PE -> EMCB, NEEMO -> EMCB are significant.  
The conceptual model comprises of two mediators; Positive Emotions and the Negative Emotions. Hence, the 
mediation effect analyzed using the guidelines provided by the Hair Jr, et al. (2014 a) and Zhao, et al. (2010). 
Hair Jr, et al. (2014 a) specifies that, if the direct effect between independent and the dependent variable is not 
significant, the indirect relationship is meaningless. The analysis reflects that the mediation effect of PE for the 
GSC to EMCB and GSI to EMCB are significant whilst, the mediation effect of NEEMO for the GSC to EMCB 
and GSI to EMCB are not significant. Zhao, et al. (2010) specifies that, these types of relationship where direct 
and indirect effect both significant can be referred to as, complementary relationships.  
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Table 7. Discriminant Validity 
C

on
st

ru
ct

 

M
 

SD
 

A
A

 

PL
 

C
 

H
A

 

SA
 

PR
 

PE
C

O
N

 

PE
H

A
P 

N
EA

N
G

 

N
EF

EA
 

N
ES

A
D

 

N
ES

H
A

 

EB
 

EB
C

T 

R
E 

C
SR

 

PM
 

G
SI

 

PC
E 

A
A

 

4.
45

98
 

 
1.

24
04 8 

0.
83

77
  

                 

PL
 

5.
17

09
 

 
1.

42
25 7 

0.
25

31
 

0.
78

95
  

                

C
 

4.
76

13
 

 
1.

25
00 7 

0.
40

75
 

0.
39

37
 

0.
86

90
  

               

H
A

 

4.
42

21
 

 
1.

08
06 1 

0.
48

85
 

0.
37

54
 

0.
48

15
 

0.
60

73
  

              

SA
 

4.
34

67
 

 
1.

37
72 6 

0.
39

22
 

0.
21

33
 

0.
36

24
 

0.
50

82
 

0.
91

55
  

             

PR
 

4.
60

80
 

 
1.

31
12 3 

0.
30

04
 

0.
33

95
 

0.
45

54
 

0.
50

88
 

0.
38

46
 

0.
87

47
  

            

PE
C

O
N

 
4.

74
87

 
 

1.
28

81 5 

0.
28

77
 

0.
31

00
 

0.
32

06
 

0.
30

55
 

0.
18

00
 

0.
29

87
 

0.
78

34
  

           

PE
H

A
P 

4.
88

72
 

 
1.

13
92 9 

0.
24

28
 

0.
44

26
 

0.
36

44
 

0.
37

31
 

0.
23

71
 

0.
27

68
 

0.
62

30
 

0.
73

25
  

          

N
EA

N
G

 
3.

07
18

 
 

1.
62

14 6 

0.
12

35
 

0.
00

77
 

0.
00

51
 

0.
03

19
 

0.
13

49
 

0.
01

75
 

0.
00

03
 

0.
00

01
 

0.
85

74
  

         

N
EF

E
A

 
3.

07
29

 
 

1.
70

38 3 

0.
11

74
 

0.
00

62
 

0.
00

55
 

0.
03

18
 

0.
16

62
 

0.
01

70
 

0.
00

08
 

0.
00

00
 

0.
82

30
 

0.
90

81
  

        

N
E S

A
D

 
3.

01
09

 
 

1.
69

86 9 

0.
10

09
 

0.
00

49
 

0.
00

24
 

0.
03

20
 

0.
14

61
 

0.
01

78
 

0.
00

33
 

0.
00

03
 

0.
79

40
 

0.
86

64
 

0.
89

58
  

       

N
E S

H
A

 
2.

85
76

 
 

1.
71

85 0 

0.
12

71
 

0.
00

05
 

0.
00

76
 

0.
03

35
 

0.
13

92
 

0.
01

68
 

0.
00

50
 

0.
00

00
 

0.
70

16
 

0.
71

85
 

0.
80

55
 

0.
91

61
  

      

EB
 

4.
98

74
 

 
1.

47
23 4 

0.
28

77
 

0.
43

03
 

0.
31

47
 

0.
36

16
 

0.
16

42
 

0.
24

37
 

0.
35

42
 

0.
39

99
 

0.
00

76
 

0.
00

38
 

0.
00

16
 

0.
00

60
 

0.
89

52
  

     

EB
C

T 

4.
89

45
 

 
1.

44
21 2 

0.
23

47
 

0.
41

30
 

0.
22

15
 

0.
35

71
 

0.
17

30
 

0.
22

83
 

0.
35

30
 

0.
43

97
 

0.
01

38
 

0.
00

71
 

0.
00

52
 

0.
00

47
 

0.
74

98
 

0.
87

66
  

    

R
E 

4.
96

23
 

 
1.

42
03 9 

0.
22

69
 

0.
42

60
 

0.
23

09
 

0.
37

98
 

0.
22

72
 

0.
26

27
 

0.
30

83
 

0.
40

05
 

0.
02

04
 

0.
01

69
 

0.
01

07
 

0.
01

54
 

0.
63

66
 

0.
64

44
 

0.
88

73
  

   

C
SR

 

4.
88

44
 

 
1.

42
19 5 

0.
15

61
 

0.
31

31
 

0.
18

46
 

0.
30

12
 

0.
22

04
 

0.
26

91
 

0.
29

67
 

0.
36

01
 

0.
01

21
 

0.
01

22
 

0.
00

88
 

0.
01

19
 

0.
49

22
 

0.
53

50
 

0.
60

73
 

0.
88

92
  

  

PM
 

4.
89

45
 

 
1.

47
67 3 

0.
26

53
 

0.
38

24
 

0.
22

72
 

0.
31

64
 

0.
13

82
 

0.
25

82
 

0.
33

99
 

0.
29

60
 

0.
02

91
 

0.
02

44
 

0.
01

24
 

0.
02

34
 

0.
62

28
 

0.
59

52
 

0.
64

97
 

0.
56

98
 

0.
95

80
  

 

G
SI

 

4.
93

84
 

 
1.

09
39 1 

0.
23

23
 

0.
49

40
 

0.
32

12
 

0.
36

66
 

0.
16

87
 

0.
28

50
 

0.
38

99
 

0.
45

36
 

0.
00

00
 

0.
00

01
 

0.
00

23
 

0.
00

02
 

0.
62

04
 

0.
55

41
 

0.
45

10
 

0.
36

73
 

0.
38

76
 

0.
92

59
  

PC
E 

4.
86

31
 

 
1.

08
90 4 

0.
11

86
 

0.
26

80
 

0.
17

22
 

0.
19

19
 

0.
08

27
 

0.
19

96
 

0.
20

71
 

0.
29

81
 

0.
00

15
 

0.
00

05
 

0.
00

00
 

0.
00

20
 

0.
36

51
 

0.
41

50
 

0.
24

30
 

0.
16

45
 

0.
22

34
 

0.
48

73
 

0.
83

63
 

 

*A
V

E 
al

on
g 

th
e 

di
ag

on
al

 (i
n 

bo
ld

 a
nd

 it
al

ic
) 

  



ass.ccsenet.org Asian Social Science Vol. 15, No. 7 2019 

89 
 

Table 8. Factor Loadings and Reliability of the Manifest Variables and the First Order Latent Constructs 

First Order Latent 
Construct Item Factor 

Loading 
Cronbach's 

alpha(α) 
Dijkstra-Henseler's 

rho (ρA) 
Composite 
Reliability 

Average Variance 
Extracted 

AA 
AA1 0.914 

0.806 0.806 0.912 0.838 
AA2 0.917 

PL 

PL1 0.855 

0.911 0.914 0.937 0.789 
PL2 0.898 
PL3 0.892 
PL4 0.909 

C 
C1 0.934 

0.849 0.850 0.930 0.869 
C2 0.931 

HA 

HA1 0.782 

0.839 0.845 0.885 0.607 
HA2 0.803 
HA3 0.766 
HA4 0.812 
HA6 0.730 

SA 
SA1 0.959 

0.908 0.909 0.956 0.915 
SA2 0.955 

PR 
PR1 0.926 

0.858 0.870 0.933 0.875 
PR2 0.945 

PECON 
PECON1 0.799 

0.859 0.867 0.915 0.783 PECON2 0.929 
PECON3 0.921 

PEHAP 

PEHAP1 0.803 

0.954 0.955 0.961 0.732 

PEHAP2 0.868 
PEHAP3 0.852 
PEHAP4 0.892 
PEHAP5 0.893 
PEHAP6 0.901 
PEHAP7 0.871 
PEHAP8 0.817 
PEHAP9 0.798 

NEANG 

NEANG1 0.901 

0.945 0.948 0.960 0.857 
NEANG4 0.934 
NEANG5 0.941 
NEANG7 0.928 

NEFEA 
NEFEA1 0.962 

0.950 0.970 0.967 0.908 NEFEA4 0.955 
NEFEA6 0.942 

NESAD 
NESAD1 0.946 

0.942 0.955 0.963 0.896 NESAD5 0.945 
NESAD6 0.949 

NESHA 
NESHA1 0.949 

0.909 0.930 0.956 0.916 
NESHA3 0.965 

EB 
EMCB1 0.949 

0.883 0.885 0.945 0.895 
EMCB2 0.943 

EBCT 
EMCB3 0.944 

0.860 0.867 0.934 0.877 
EMCB4 0.929 

RE 
EMCB5 0.944 

0.873 0.874 0.940 0.887 
EMCB6 0.940 

CSR 
EMCB7 0.943 

0.875 0.875 0.941 0.889 
EMCB8 0.943 
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PM 
EMCB9 0.977 

0.956 0.964 0.979 0.958 
EMCB10 0.981 

GSI 
GSI1 0.961 

0.920 0.921 0.962 0.926 
GSI2 0.964 

PCE 
PCE2 0.935 

0.807 0.840 0.911 0.836 
PCE4 0.893 

 
Table 9. Hypothesis Testing 

H β Standard Deviation T Statistics P Values Decision 
H1a GSC -> PE 0.442 0.062 7.131 0.000** Supported 
H1b GSC -> NEEMO 0.469 0.090 5.210 0.000** Supported 
H2a GSI -> PE 0.388 0.065 5.926 0.000** Supported 
H2b GSI -> NEEMO -0.339 0.082 4.140 0.000** Supported 
H3a PE -> EMCB 0.213 0.074 2.871 0.004** Supported 
H4a NEEMO -> EMCB 0.079 0.043 1.829 0.068* Supported 

Note: Significant level; *P<0.1; **P<0.05 
 
Table 10. Mediation Effect Analysis 

H β Standard Deviation T Statistics P Values Decision 
Direct Effects GSI -> EMCB 0.218 0.080 2.742 0.006** Supported 
Direct Effects GSC -> EMCB 0.429 0.088 4.898 0.000** Supported 

H3b GSC -> PE -> EMCB 0.094 0.035 2.672 0.008** Supported 
H3c GSI -> PE -> EMCB 0.083 0.034 2.435 0.015** Supported 
H4b GSC -> NEEMO -> EMCB 0.029 0.021 1.364 0.173 Not Supported
H4c GSI -> NEEMO -> EMCB -0.021 0.016 1.316 0.188 Not Supported

Note: Significant level; *P<0.1; **P<0.05 
 
5.1.6 Moderator Analysis 
Baron & Kenny (1986) defines a moderator as a third variable which determines the strength of the relationship 
between the independent and the dependent variable. The study explains that the strength of the relationship 
between PE->EMCB and NEEMO->EMCB is determined by PCE. The meaning is when PCE is high, 
PE->EMCB and NEEMO->EMCB relationship will be stronger. On the other hand, when PCE is Hair Jr, et al 
(2014 a) specifies that a moderating variable could be continuous or categorical. The authors’ further states that, 
when running a moderator effect using continuous variables, summated scores for the latent constructs should be 
taken. This has already been received for the latent constructs (GSC, GSI, PE, PCE, NEEMO, and EMCB) of the 
study when running a structural model. The method is called a two-stage approach which is used together with 
the product indicator approach to derive the results (Henseler & Chin, 2010). PLS-SEM with a product indicator 
approach has been used to assess the moderating effect.  
Table 11. Moderator effect analysis 

H β Standard Deviation T Statistics P Values Decision 
Direct Effect PCE -> EMCB 0.277 0.067 4.136 0.000** Supported 

H5 PE*PCE->EMCB -0.131 0.035 3.734 0.000** Supported 
Direct Effect PCE -> EMCB 0.574 0.067 8.609 0.000** Supported 

H6 NEEMO*PCE -> EMCB -0.022 0.087 0.247 0.805** Not Supported
Note: Significant level; *P<0.1; **P<0.05 
 
Moderator relationship is significant for PE->EMCB whilst the moderator relationship is not significant for 
NEEMO->EMCB relationship. With reference to the coefficient of the moderating effect, it gives a negative 
value which means, when PCE presents, the relationship between PE and EMCB gets weaker. Further, the 
moderating relationship between NEEMO->EMCB is not significant.  
5.2 Discussion 
GSC has been measured across nine dimensions and each dimension comprised of items adopted mainly from 
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Ellsworth & Smith (1988 a) Ellsworth & Smith (1988 b). The appraisal dimensions which assess an event/s 
(Frijda & Mesquita, 1998).The results showed that the GSC had a significant influence on the EMCB. The 
results of the study comply with the previous studies conducted on assessing the relationship between GSC and 
the behavior. It should be noted that the theory specifies, appraisal dimensions impact on behavior through 
emotions (Smith & Lazarus, 1990; Moors, In Press; Ellsworth & Scherer, 2003). GSC has a direct impact on 
EMCB despite the fact that theoretical explanation specifies that appraisal dimensions impact behavior through 
the emotions. This complies with the study conducted by Li, Luo, Zhang, & Xu (2017) regarding the online 
privacy behaviors, appraisal dimensions effect on privacy behaviors directly and mediated the effect of emotions 
also significant (the direct effect is marginally significant). However, the study has not covered fully the 
appraisal dimensions and restricted itself to several emotions. The study further specifies that cognitive appraisal 
theories give promising avenues for future research in different fields and context. The present study, therefore, 
gives a clear picture of the nature of ethical purchasing decisions of Sri Lankans. According to Kreibig, (2017) 
appraisal of events in terms of goal relevance by the individuals arouses emotions. Hosany (2011) also specifies 
that cognitive appraisal dimensions have a significant influence on emotions. Hosany (2011) has conducted the 
study in the field of tourism and specifically focused on the emotional arousal for tourist destinations. This study 
has not focused on full coverage of emotions and focused only on joy, love and positive surprise. However, the 
present study carried out has focused on full coverage of emotions including PE and NEEMO. The results of the 
study match with both the studies specified above which states that appraisal dimensions significantly influence 
emotions.  
Green Self Identity was measured using the scale adopted from Whitmarsh & O’Neill (2010). The theoretical 
explanation of self-identity specifies that the internal value system of a human that makes him who he is will 
affect his/her behavior (Heshmat, 2014). According to the theory of self-identity, more the consumer considers 
self than other identities the effect on behavior is significant (Stryker & Burke, 2000). Further according to the 
theory of identity discrepancy when there is a conflict between the consumer's perception of self and the actual 
self that will give rise to emotional reactions. According to the results of the study, it showed that GSI has a 
significant influence on the EMCB. This complies with the theoretical explanation given by Styker et al. (2000) 
as explained above. Further, this complies with the empirical evidence of Dermody et al. (2017).  
However, the study was able to provide a new theoretical insight because the effect of self-identity on PE and 
NEEMO is significant. It should be noted that the β coefficient of the path of GSI->NEEMO is -0.339 which 
explains that, when a consumers green self-identity is higher less negative emotions will be aroused. This is 
possible since more of PE whilst less of NEEMO will arouse for consumers with high green self-identity. 
Dermody et al. (2017) specify that the effect of pro-environmental self-identity on the consumer's sustainable 
consumption behavior depends according to the context within which the consumer lives and the individual 
moral reasoning. Further study suggested that carrying out further studies regarding the moral savvy consumers’ 
self-identity would be crucial (Dermody et al., 2017) proving the significance of the study.  
As explained above, GSC->EMCB and GSI->EMCB relationships are significant. Further, the relationships 
between GSC->PE, GSC->NEEMO, GSI->PE, and GSI->NEEMO are also significant. According to Baron & 
Kenny (1986) when the direct effect of IV and DV is significant and the mediation path also significant, it is 
called a partial mediation. The results comply with the study conducted by Li (2017) regarding the online 
privacy behaviors which state that emotions partially mediated the relationship between appraisals and the 
behavioral intention. However, the study has incorporated only positive emotions and has neglected the negative 
emotions. Hosany (2011) also specifies that appraisal dimensions has a significant influence on emotions and did 
not assess the effect of emotions on the behavior. This explains that the consumers’ evaluation of green stimuli 
effect on arousing positive emotions which in turn impact on the ethically minded purchasing decisions.  
The literature on GSI and its impact on emotions was not available and the results showed that the PE partially 
mediates the relationship between GSI and EMCB. Therefore this becomes one key theoretical contribution of 
the study which states that the consumers’ consideration of self, impact significantly on the ethical purchasing 
decisions. However according to the analysis of data, only positive emotions mediates the relationship between 
GSI and EMCB, but NEEMO does not reflect as a significant mediator. An important point to note here is, 
higher the consumer's consideration on green self-identity, its impact on PE is higher and lower on NEEMO.  
Baron & Kenny (1986) specifies that a moderator is a third variable which strengthens or weakens the 
relationship between the IV and DV. Accordingly, the study hypothesized that the PCE which determines the 
consumer's consideration of the effect of his/her actions to solve the matter in concern, the effect on the strength 
of the relationship between PE->EMCB and NEEMO->EMCB. The analysis of data specifies that PCE weakens 
the relationship between PE and EMCB whilst PCE do not affect significantly on the relationship between 
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NEEEMO and EMCB. Berger & Corbin (1992) conducted a study to determine the relationship between attitude 
and the behavior and it was proved that the PCE significantly impact to strengthen the relationship between the 
IV and DV. On the other hand, Kim (2011) specifies that PCE did not have any effect on the relationship 
between attitude and behavior whilst the interaction term reported a negative value. Hence, the two studies 
Berger & Corbin (1992) and Kim (2011) has given two extreme findings for the moderating effect of PCE on the 
relationship between attitude and behavior.  
The present study shows that when PCE is higher, PE and EMCB relationship is weaker. The possible 
explanation for this finding is when the consumer perceives that the effect of his/her actions on the 
environmental issues is higher, the presence of emotions to effect on the ethically minded consumer behavior is 
less. That is, consumers who believe to exist high PCE, emotions are not required to enforce the ethical 
purchasing decisions. This gives rise to a new contribution to the cognitive appraisal theories which states that 
the emotions significantly affect the behavioral aspect of the consumers. The effect of emotions on behavior 
depends on the control behavior of the consumers.  
6. Managerial Implications 
The study gives a critical contribution to the practitioners, i.e. marketers of ethical products and services since 
the marketers involved in designing the marketing messages via 7 P’s which becomes the stimuli to the 
consumers. Therefore when designing the marketing messages to the ethical products and services, marketers 
must ensure that the consumer’s emotions are triggered. Especially positive emotions play a vital role in 
enforcing the ethically minded consumption decisions. Therefore, the marketing messages should be designed in 
such a way that the consumer's positive emotions are triggered to ensure that, the ethical products and services 
are purchased. In accordance with the marketing literature, one of the stimuli that come under the “product” is 
the labeling that has been used as one main marketing aspect. The label includes all the details regarding the 
product, such as brand name, weight, ingredients, nutrition details, company name, and address and the quality 
certifications. Recently the government has made a decision to incorporate energy efficient labeling system to 
household appliances which will assist the customers to make better purchasing decisions (Silva, 2016). Further, 
the Ministry of Power and Energy reports that the government is planning to conduct an energy survey in 2019 
with the objective of preserving energy (Ministry of Power and Renewable Energy, 2017). Therefore, it could be 
anticipated that the energy efficient appliances will be marketed with an effective mechanism and a valid 
certification about energy efficiency in the future.  
According to the literature, one key issues is ethical consumers do not walk their talk (Carrington et al., 2010) 
and many studies have been carried out to identify why the consumers are not complying with the intention to 
purchase the ethical products and services (Eckhardt et al., 2010; Sudbury-Riley & Kohlbacher, 2016; 
Papaoikonomou & Ryan, 2011). One issue with many of these studiesis jumping into conclusions with future 
intent to purchase. Hence Sudbury et al. (2016) have developed a new scale to determine the behavior related to 
the ethical consumerism of the ethical consumers. Especially the scale considers the actual purchasing behavior 
of the consumers than assessing the intentions. Therefore, the results showed that consumers ethically minded 
decisions are highly influenced by continuous appraisals, self-identity, and emotions. The marketers must ensure 
that the consumers with high self-directed focus are addressed with a focus on the impact of not transferring 
intentions to behavior. The reason is highly self-directed consumers tend to arouse emotional feelings when 
his/her actual behavior differs from the perceived behavior, which will induce ethically minded purchasing 
decisions.  
It was hypothesized that the relationship between emotions and the ethically minded consumer behavior 
moderated by perceived consumer effectiveness. As explained previously, perceived consumer effectiveness was 
explained as the level of consumer’s consideration of the significance of the impact of his/her actions to solve 
environmental problems. According to the findings it was observed that the presence of PCE weakens the 
relationship between emotions and the EMCB. Especially this effect is significant for PE->EMCB than 
NEEMO->EMCB. This gives rise to clear implications for practitioners because ensuring in the marketing 
messages that the individual's impact is significant towards the solving of environmental issues, will assist to 
influence the ethically minded purchasing decisions despite the fact that emotions presence or not. According to 
the explanation, it is clear that marketing messages should be designed in such a way consumers which will 
ensure the consumers about their small impact in protecting the environment whilst positive emotions are 
triggered regarding the results of protecting the environment. 
7. Limitations and Directions for Future Research 
Ethical consumers differ according to the significance each would allocate regarding environmental protection. 
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Some consumers would give significant weight whilst another would give low weight. Berger & Corbin (1992) 
has conducted a research on the significance of PCE as a moderator in attitude-behavior relationship and when 
the analysis is conducted, the researcher separately analyzed for high PCE and low PCE separately. The reason 
behind is the impact of the results of PCE to impact environmentally friendly behavior vary according to the 
relative weight the consumer allocates to environmental friendliness when making the purchasing decision. 
However PCE is one moderator used in the study, but when carrying out future research regarding the emotional 
impact of the consumers in making the ethical purchasing decisions levels of significance given for 
environmental friendliness also should be considered. This will give more valid findings which could be used 
when making decisions by the business organizations.  
As explained earlier, the environmental considerations in making purchasing decisions and emotional arousal 
differ with personal factors. Further, it depends on the personal meanings and interpretations attached to the 
environmental issues. The culture within which the consumer lives and religious beliefs will determine the 
attachment of individuals to the environment. Depending on these factors, each consumer’s interpretation of the 
environmental issues is different. Therefore future studies should be conducted regarding the cultural 
interpretations, nature, and meanings attached to the environmental issues by the Sri Lankan consumers with 
qualitative studies. This will assist in exploring more deeply into the consumer's behavior of ethical consumption 
patterns.  
In addition to the qualitative studies, experimental studies could be conducted to determine the consumer’s 
evaluation of positive and negative advertising messages along appraisal dimensions and their impact on EMCB 
through positive and negative emotions. Even though experimental studies have already been conducted 
regarding the ad content, it would be important to carry out the study to the Sri Lankan context. This would 
allow analyzing the impact within a controlled environment which will elicit which emotions would be most 
influential in ethical consumption decisions. Further, the studies on ethical consumptions should be carried out a 
wider audience (than professionals and academics). Finally, longitudinal studies are required to assess Sri 
Lankans behavior towards ethical consumption decisions. 
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