Jurnal Organisasi dan Manajemen 18(2) 2022, 1-13

JOM Jurnal Organisasi dan Manajemen

Jumal Organisasi dan Manajemen Journal Homepage : http://jurnal.ut.ac.id/index.php/JOM

Customer Guilt and its Relation to Purchase Intention of Green
Products: A Study to University ‘Green’ Activist Students

Septin Puji Astuti ¥, Yasaroh Dyah Rakhmania?, Zulfanita Dien Rizgiana?, Rizki Kusumawardhani?
1. Faculty of Islamic Business and Economic, Universitas Islam Negeri Raden Mas Said Surakarta, Indonesia
2. Faculty of Tarbiyah and Education Sciences, Universitas Islam Negeri Raden Mas Said Surakarta, Indonesia
*corresponding author e-mail: septin.astuti@staff.uinsaid.ac.id

Article Info Abstract

Keywords: Purpose — This paper aims to investigate the structural model of
Green purchase intention; customer guilt, perceived customer effectiveness, self-monitoring,
Customer guilt; and green purchase intention.

Perceived customer effectiveness;
Self-monitoring;
Young people

Methodology — The present study is a survey of university
students in four universities in Greater Surakarta. These students
are involved in student organisations such as scout and university
JEL Classification: student hiking club. PLS-SEM is implemented in this study to
M31, Q01, Q56 compute structural relationships among variables.

Findings — The result shows that customer guilt and self-
monitoring affect green purchase intention. However, this study
cannot prove that perceived consumer effectiveness is the mediator
Article History of customer guilt and self monitoring to green purchase intention.
Received : March 30, 2022 Originality — This study proposes a model for green purchase

Accepted : December 9, 2022 intention of specific groups of young people who are more aware
Publish : December 12, 2022 . .
of environmental issues.

DOI:
10.33830/jom.v18i2.3008.2022

1. Introduction

Sustainable consumption has attracted international attention for more than a couple of
decades (Cho et al., 2015). Sustainable consumption is also known as green consumption, eco
consumption, or environmental consumption. This issue arises when society becomes more aware
of the need to improve environmental quality. Experts consider this issue as consumers’
responsibility for their consumption activities which contribute to environmental degradation.
Behaviours related to green consumption is viewed as prominent since it saves the earth and
sustainability development (Nittala, 2014). Scholars have recognised that the issue of green
consumption as a prestigious behaviour (Lee & Park, 2013).

Green purchase behaviour and intention are parts of green consumption issues. Green
purchase intention is the probability of consumers to purchase green products rather than
conventional products (Rashid, 2009). The high intention to buy a product leads people to do actual
buying (Wang et al., 2016) because intention determines people’s behaviours (Ramayah et al.,
2010). Theory of planned behaviour (TPB) states the relationship between buying intention and
the actual buying behaviour. There is an argument that consumers who intend to purchase green
products are aware of the environmental features of the product and of the environmental
degradation caused by product consumption (Jaiswal & Kant, 2018).
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Many scholars have conducted studies on the determinant of green purchase intention and
behaviour. Scholars view that green features in a product attract people to buy it (Ali & Ahmad,
2012), especially for consumers who have attention to environmental destruction. However,
Rehman and Dost (2013) argued that green features in the product is just a claim for being green
to improve green value. Furthermore, socio-demographics of the consumer, such as education,
age, gender, and economic level, are recognised as the determinants of green purchase intention
(Nittala, 2014).

Meanwhile, other scholars argue that consumers’ environmental knowledge affects people’s
intention to purchase green products (Kimetal., 2016; Mei et al., 2012; Wang et al., 2016). People
with high knowledge of environmental issues have a higher level of environmental awareness (Lai
& Cheng, 2016), which is the antecedent of intention to purchase green products (Lee, 2010).

Apart from that, Akehurst et al. (2012) argued that psychographic factors have more
influence to create green consumers. TPB and the theory of reasoned action (TRA) are some of
the theories that include psychographic variables as the determinant of behaviour. Furthermore,
behavioural beliefs through behavioural attitude, normative beliefs represented by subjective
norms, and control beliefs which are known as perceived behavioural control, are incorporated in
TPB as the determinant of behavioural intention, which in turn affects actual behaviour (Muraguri
et al., 2020; Turaga et al., 2010; Yadav & Pathak, 2017). All those variables and environmental
awareness included in Value-Based Norm (VBN) initiate self-efficacy and belief are psychological
variables for the abovementioned behavioural theories approach.

Several other scholars argue that a 'belief' that an individual can solve the environmental
problem determines the intention to purchase green products. It is known as perceived consumer
effectiveness (PCE). For example, Kabadayi et al. (2015) incorporated self-monitoring and
customer guilt into perceived consumer effectiveness to determine green purchase intention. Later,
Antonius (2018) developed a complex green purchase intention model by expanding Kabadayi et
al. (2015). His study showed that self-monitoring and customer guilt could influence perceived
consumer effectiveness which determines green purchase intention. However, in some cases,
perceived consumer effectiveness were unable to influence green behaviour (Verma, 2017).

Based on the abovementioned background, this study aims to investigate the relationship
between customer guilt, self-monitoring, perceived consumer effectiveness, and intention green
purchase behaviour among university students involved in green student associations.
Furthermore, this study implemented PLS-SEM since we applied ordinal data to measure
respondents' perceptions.

1.1 Customer Guilt

People with high environmental awareness will react as scared, sad, mad, or guilty when
they find environmental degradation (Kollmuss & Agyeman, 2002). In terms of VBN theory, this
is a personal norm. Guilt, is an emotional reaction of an individual (Basil et al., 2008; Baumeister
et al., 1995) when they make a mistake (Barrett et al., 1993) and violate moral and social norm
(Kugler & Jones, 1992). Consequently, some scholars have linked guilt and personal norm
(Aguilar-Luzén et al., 2012; Cowan & Kinley, 2014).

Generally, scholars study guilt along with pride. Being proud is an emotional reaction after
conducting a good deed, but guilt is an emotional reaction to bad behaviour (Bissing-Olson et al.,
2016). In other words, guilt is a negative feeling (Dahl et al., 2005). People have low self-esteem
as a result of their actions that violate values and norms (Burnett & Lunsford, 1994). Guilt
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motivates people to participate in environmental activities (Lacasse, 2016). Truelove et al. (2016)
even stated that a lack of guilt led to a lack of environmental awareness.

Many scholars in marketing have studied guilt since it could persuade customers to purchase
(Brennan & Binney, 2010; Ham et al., 2015; Shaughnessy, 1996). Meanwhile, do Paco and Raposo
(2010) involved guilt as the indicator of environmental awareness. Guilt is a personal emotion that
may control people for having sustainable behaviour (Antonetti & Maklan, 2014; Han, 2014).
People with environmental-conscious behaviours would have felt guilty when their activity did
not support environmental protection (Garnelo-Gomez, 2017; Howell, 2013). Antonetti and
Maklan (2014) have made evidence that perceived consumer effectiveness (PCE) is the mediator
of customer guilt (CG) and green purchase intention. Guilt improves environmental knowledge
about environmental behaviour (Bissing-Olson et al., 2016) and influences environmental
behaviour (Lacasse, 2016). Truelove et al. (2016) noted that without guilt, people will not be aware
of the environment. However, the experiment to activate guilt which was conducted by Peattie and
Peattie (2008) failed in creating environmentally benign consumer. For the reasons stated above,
we propose two hypotheses:

Hai: Customer guilt influences perceived consumer effectiveness
H2: Customer guilt influences green purchase intention

1.2 Self -monitoring

Self-monitoring (SM) of an individual may vary in the extent to which the value, create,
cultivate, project social images and public appearances. Self-monitoring contributes to green
purchase behaviour. People with different self-monitoring will have different acts affecting
consumer purchase behaviour (Hogg et al., 2000). Consumers with high self-monitoring are
commonly collective consumers who present their social level (Bian & Forsythe, 2012). People
with high self-monitoring of the environment will act as an environmentalist. The study of Lee
dan Park (2013) showed that people’s self-monitoring of the environment influence their
purchasing behaviour.

Self-monitoring is related to recognition, analysis, social image projection, and public
appearance (Gangestad & Snyder, 2000). Self-monitoring is the expression of people’s sensitivity
to social norm conformity (DeBono, 2006; Snyder & Gangestad, 1986; Lennox & Wolfe, 1984).
Snyder and Gangestad (1986) suggested that the indicators for self-monitoring include self-
control, proper behaviour, and emotional suppression. Self-monitoring is related to the ability to
perceive others (Flynn et al., 2006). In addition, Browne et al. (1997) stated that people with low
self-monitor are insensitive to social issues. Based on these contexts, we defined the following
hypothesis:

Hs: Self-monitoring leads to green purchase intention

1.3 Perceived Consumer Effectiveness

Perceived Consumer Effectiveness (PCE) is another psychographic variable that has a
significant role in pro-environmental behaviours (Ellen et al., 1991). PCE influences Green
purchase intention (Ghali, 2020). PCE was also the mediator of attitude and behaviour (Berger &
Corbin, 1992; Ghvanidze et al., 2016). The study of Sharma and Sharma (2016) conducted on 115
respondents in New Delhi proved that PCE is the mediator between spirituality and purchase
intention to purchase green products. Meanwhile, Jaiswal and Kant (2018) study of 600 students
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in Lucknow, Karanpur and Varanasi, India, also proved that PCE is the mediator of purchase
intention to purchase green products.

PCE is a personal attitude (Tucker et al., 2012) that determines green purchase behaviour
(Khare, 2015). There are many ways of PCE definitions. It was defined as the belief that the effort
may create different problem solutions (Ellen et al., 1991). It was also defined as the belief that
every action may alter a better condition (Ellen etal., 1991). Scholars believe that PCE may alter
behavioural change (Antonetti & Maklan, 2014). Therefore, PCE plays a vital role in green
purchasing decisions (Han & Jin, 2015; Y. ki Lee et al., 2014). A consumer who believes that
environmental behaviour has a positive impact on the environment will engage in high
environmentally conscious behaviour (Alzubaidi, 2018). Consequently, green purchase behaviour
becomes their habit. Thus, the hypothesis is:

Ha: Perceived consumer effectiveness influence green purchase intention

Furthermore, a study of Burhanudin et al. (2020) showed that PCE can mediate customer guilt and
green purchase intention. Therefore, the hypothesis is:

Hs: Perceived consumer effectiveness is the mediator influence between customer guilt and green
purchase intention

The conceptual model that will be investigated in this study is depicted in Figure 1. Customer
guilt and self-monitoring in Figure 1 are exogenous latent variables, whilst PCE and green
purchase intentions are endogenous latent variables. PCE is a mediator of customer guilt to green
purchase intention. This relation, along with self-monitoring, influences green purchase intention.

Customer guilt

Perceived
consumer
effectiveness

Green purchase
intention

Self-monitoring

Figure 1. Model of This Study

2. Research Methods

Data from respondents were collected through self-administered questionnaires, which were
distributed to targeted respondents which met the following criteria. The first criterion of
respondents are students from four universities in Greater Surakarta, i.e. Universitas Sebelas Maret
(UNS), Universitas Muhammadiyah Surakarta (UMS), Universitas Islam Negeri (UIN) Surakarta,
and Institut Seni Indonesia (ISI) Surakarta. They must also have joined a scout group and/or
university student hiking club inside or outside of their university. These criteria were selected
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because Brochado et al. (2017) argued that people involved in green organisations may have better
environmental awareness. We then shared the questionnaire to people who fit the requirements
and consented to participate. Hence, the respondent is selected through accidental sampling.

Finally, 124 university students agreed and participated in this study which is in line with
the statement by Ferdinand (2014) who argued that the sample size should be between 30 to 500.
This number met the minimum requirement of data.

This study investigated the relationship of four variables, i.e. customer guilt (CG), self-
monitoring (SM), perceived consumer effectiveness (PCE), and green purchase intention (GPI).
Each variable used different number of measurements. The outer model for CG was measured
using two statements (Lascu, 1991), SM was measured using three statements which refered to
Gangestad and Snyder (2015) and Lennox and Wolfe (1984), perceived consumer effectiveness
PCE was measured by using two statements according to Majlath (2010), and the intention to
purchase green products was measured by using two statements (Rashid, 2009). Likert scale from
1 (strongly disagree) to 5 (strongly agree) to express respondents' agreement with the statements
were implemented in this study.

Partial Least Square (PLS) Path Modeling or PLS-SEM was applied in this study. We used
this method because we used an ordinal scale for measuring the variables. Moreover, PLS-SEM
was applied because it generally does not require any assumptions about the data. Furthermore,
PLS-SEM is more efficient for small samples (Hair Jr. et al., 2014).

This study used predictive relevance measurement. The steps for evaluation of the Structural
Equation Model by (Jaya & Sumertajaya, 2008) where the equation is

Q2=1-(1-R7)(1-R}) 1)

Q2 is relevance measurement, R? is the R?of model where perceived consumer
effectiveness is the response variable, and RZ is the R? of model where green purchase intention
is the response variable. Meanwhile, the measurement of the Goodness of Fits used the following
equation:

GoOF = AVE x R2 (2)

Where GoF is Goodness of Fits and AVE is the average variance extracted. For testing the
parameter, we applied (Heizer et al., 2017), where Ho: p;; = 0 and Hi: p;; # 0, fori=1,2, 3, 4; ]
=1,2,3,4,i # j. The t;) followed Equation 3.

P 3)

SET'T'OT'

tajy =

Where p;; estimates of parameter coefficient of latent variable i to latent variable j, and
Serror 1S the error standard. The critical area is rejecting Ho if t(;;) < —tq Or t(;j) > tq.

3. Results and Discussions
3.1 Respondent Profile
This study had 124 respondents who agreed to participate. The gender of responders in this

study was nearly same. Similarly, the proportion of respondents aged equal or below 21 years old
and respondents aged over 21 years old was comparable. However, the percentage of respondents
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who were students at UNS was the largest. The second largest respondents studied at UIN
Surakarta. Approximately, 35.29% of the students joined the scouts whilst 25% of them joined
hiking club in their universities.

In this study, we also questioned respondents where they learned about environmental
training. Friend was the dominant informant of environmental management to respondents. They
also mentioned that television (24.19%), and social media (20,96%) were the sources of
information for them.

Table 1. Respondent’s Profiles

Variable Percentage (%)
Gender Male 50.81
Female 49.19
Age 17-21 years old 50.00
> 21 years old 50.00
University UIN Surakarta 29.03
ISI 13.71
UMS 20.96
UNS 36.29
Student Scouts 35.48
organisation Hiking club 25.00
Others 39.52
Information Friend 30.65
about Television 24.19
environmental Social media 20.96
management Newspaper 6.45
Scientific papers 9.68
Lecturer/teacher 8.06

Source: processed data, 2022

3.2 Model Evaluation and Measurement

As mentioned above, this study applied PLS-SEM. We implemented a reflective model,
which is shown in Figure 1. In this study, validity of the constructs was measured in two ways i.e.
convergent validity and discriminant validity. The convergent validity of the model was measured
by using average variance extracted (AVE). Meanwhile, the discriminant validity was indicated
from the higher loading score of the construct. According to Hair Jr et al. (2014), when the
correlation value is close to or above 0.7, an item is considered to have high validity; when the
correlation is between 0.5 to 0.6, the item considered to have moderate validity. All validity tests
of the models are presented in Figure 2, Table 2, and Table 3.

5 05 0.000

Figure 2. Outer Loading Value of Green Purchase Intention Model
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Table 2 presents the discriminant validity of the model. All statements of latent variables
were grouped based on their variables. There were no misplaced statements on other variables.
Thus, all constructs in this study met discriminant validity. Meanwhile, in this study, statement
reliability or convergent validity used three measurements: Cronbach's alpha, composite
reliability, and AVE.

Table 2. Cross Loading of All Variables

CG GPI PCE SM

CG1 0.9344 0.4350 0.1732 0.2724
CG?2 0.8788 0.3494 0.0468 0.2040
GPI 1 0.4966 0.8420 0.2466 0.4487
GPI 2 0.2700 0.8768 0.5673 0.6248
PCE1 0.0746 0.4497 0.9103 0.6490
PCE2 0.1645 0.4336 0.9137 0.6597
SM1 0.1926 0.4688 0.5189 0.7682
SM 2 0.2168 0.5496 0.7010 0.9004
SM 3 0.2711 0.5869 0.6014 0.8814

See Table 3 for the detail. By using Cronbach alpha, it is clear that the reliability of GPI is
acceptable in exploratory research, while three other variables at the satisfactory to good.

Table 3. Convergent Validity of All Variables

Cronbach’s Composite  Average Variance

Construct - Ajpha Reliability  Extracted (AVE)
G 0.7887 0.9026 0.8227
GPI 0.6477 0.8498 0.7389
PCE 0.7978 0.9082 0.8318
SM 0.8095 0.8878 0.7260

Table 4 shows the summary of R? of each model. The inner model in this study was measured
by using predictive relevance (Q2). Equation 1 is the equation for measuring Q2. The value of Q2
in this model is 0.4375. When Q2 is more than zero (0), the conclusion is that the model has
predictive relevance. Meanwhile, Goodness of Fits of the model (using Equation 2) is 44.07%.
This indicates that structural relation among CG, PCE, FM, and GPI is 44.07%.

Table 4. R? Values Each Relationship

Variable R?
Relationship among CG, PCE, SM and GPI 0.4809
Relationship between CG and PCE 0.0173

3.3 Measuring The Direct and Indirect Effect

Table 5 summarises the parameters of five direct effects of the model. The fifth column
shows the t-statistics. By using o = 5%, the to is equal to 1.65. The parameter is significant when
t-statistics is higher than tse. The data analysis shows that CS’s influence on PCE (hypothesis 1)
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and PCE on GPI (hypothesis 4) do not represent significance. Meanwhile, two other models, i.e.
hypothesis 2 and hypothesis 3, are statistically significant at o = 5%.

Hypothesis 5 is testing the relationship of perceived consumer effectiveness as the mediator
between CG and GPI. In this study, we failed to prove the relationship between CG and CPE and
the relation between PCE to GPI. Thus, PCE is not the mediator between CG and GPI.

Table 5. Direct Effect of Each Hypothesis

g;rflrll:ll Standar T Statistics Decision
P Error  (O/STDEV)

©)
CG->PCE 0.1315 0.1014 1.2967 Fail to reject HO
CG>GPlI 03096 0.0796 3.8887 Reject HO
SM > GPlI 04780 0.1080 4.4265 Reject HO
PCE > GPI 0.1028 0.1094  0.9392 Fail to reject HO

Our previous research showed that customer guilt impacts the intention of an individual to
buy green products (Astuti & Rakhmania, 2019). This study also showed that customer guilt
affects green purchase intention (Hypothesis 2). The result also applies to Hypothesis 3, where the
self-monitoring (SM) variable influences green purchase intention. This study supports Lee dan
Park (2013) findings. In this case, university students who had high intention to purchase green
products initially felt guilty if they did not act sufficiently for the environment. Their economic
behaviour was also driven by their self-control and ability to obscure the negative feelings to
achieve a positive social image. It implies that if the green product producers want to attract the
environmental activist youth to buy their product, they could increase the feeling of guilty and
self-monitoring of the youth.

However, this study failed to confirm that the guilt (CG) they felt after committing harmful
acts to the environment (CG) influences their belief in their ability to solve the environmental
problem (PCE) (Hypothesis 1). Therefore, in this study, the guilty feeling does not influence the
attitude of the youth. Instead, their pessimistic attitude may motivate them to solve environmental
problems, regardless of their level of guilt. This study does not support the finding of Antonetti
and Maklan (2014) who proven that PCE can be the mediator of relationship between customer
guilt and purchase intention.

This study also failed to demonstrate the relationship between PCE and GPI. A recent
research study by Ghali (2020) proved that PCE is a determinant of GPI, but it could not determine
the green purchase behaviour. It might be caused by young people who are optimistic or
pessimistic about their ability to save the environment have a similar intention to buy green
products. In other words, the relation trend between PCE and GPI is random. In this case, the
youth’s belief that they can save the environment does not guarantee that they will buy green
products. Their conviction that they can take action to save the environment, in some cases, does
not reflect their intended behaviour or vice versa. Since the PCE does not affect green purchase
intention, the PCE is unable to mediate customer guilt and self-monitoring. Therefore, this study
does not support Antonetti and Maklan (2014) and Burhanudin et al. (2020) findings that PCE is
the mediator of guilt and green purchase intention.
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4. Conclusions

This study found a link between customer guilt and self-monitoring among university
students who join scout groups and hiking clubs and their behavioural intention to buy green
products. However, this study failed to prove that perceived consumer effectiveness is a mediator
of customer guilt and self-monitoring of green behaviour intention. Young people who are
interested in green activities are the ideal target consumers of green products. This implies that to
improve the attention of young people who are aware of the environment, their customer guiltand
self-monitoring could be increased or created. Advertising that influences customer guilt and self-
monitoring could be created to draw people’s attention to green products.

This study focuses on young environmental activists in four universities in Surakarta who
join green activities. Thus, this study is limited to the study area and the inference cannot be
implemented to other areas such as all young people or society. This study might be improved by
increasing the number of respondents and including some other variables.

References

Aguilar-Luzén, M. del C., Garcia-Martinez, J. M. A., Calvo-Salguero, A., & Salinas, J. M. (2012).
Comparative Study Between the Theory of Planned Behavior and the Value — Belief — Norm
Model Regarding the Environment , on Spanish Housewives > Recycling Behavior. Journal
of Applied Social Psychology, 42(11), 2797-2833. https://doi.org/10.1111/}.1559-
1816.2012.00962.x

Akehurst, G., Afonso, C., Martins, H., & Akehurst, G. (2012). Re-examining green purchase
behaviour and the green consumer profile: new evidences. Management Decision, 50(5),
972-988. https://doi.org/10.1108/00251741211227726

Ali, A., & Ahmad, I. (2012). Environment Friendly Products: Factors that Influence the Green
Purchase Intentions of Pakistani Consumers. Cell, 2(1), 84-117.

Alzubaidi, H. (2018). Factors Affecting Consumers’ Pro--environmental Behaviours in Saudi
Arabia. In Y. K. D. et Al. (Ed.), Emerging Markets from a Multidisciplinary Perspective (pp.
303-314). Springer Nature. https://doi.org/10.1007/978-3-319-75013-2

Antonetti, P., & Maklan, S. (2014). Feelings that Make a Difference: How Guilt and Pride
Convince Consumers of the Effectiveness of Sustainable Consumption Choices. Journal of
Business Ethics, 124(1), 117-134. https://doi.org/10.1007/s10551-013-1841-9

Antonius, F. (2018). Pengaruh Green Perceived Value, Green Perceived Risk, Gree Consumer
Confusion, Green Trust, Consumer Guilt, Self Monitoring, Pride dan Perceived Consumer
Effectiveness terhadap Green Purchase Intention (Kasus Starbucks Jakarta). Jurnal
Manajemen Bisnis Dan Kewirausahaan, 2(4), 106-112.

Astuti, S. P., & Rakhmania, Y. D. (2019). Minat Beli Produk Ramah Lingkungan Mahasiswa
Pecinta Lingkungan di Surakarta. Relevance: Journal of Management and Business, 2(1),
189-202. https://doi.org/10.22515/relevance.v2i1.1636

Barrett, K. C., Zahn-waxler, C., & Cole, P. M. (1993). Avoiders vs. Amenders: Implications for
the investigation of guilt and shame during Toddlerhood? Cognition and Emotion, 7(6), 481
505. https://doi.org/10.1080/02699939308409201

Basil, D. Z., Ridgway, N. M., & Basil, M. D. (2008). Guilt and Giving: A Process Model of
Empathy and Efficacy. Psychology & Marketing, 25(1), 1-23.
https://doi.org/10.1002/mar.20200

Baumeister, R. F., Still, A. M., & Heatherton, T. F. (1995). Personal Narratives About Guilt: Role
in Action Control and Interpersonal Relationships. Basic and Applied Social Psychology,
17(1 & 2), 173-198. https://doi.org/https://doi.org/10.1080/01973533.1995.9646138



10 Jurnal Organisasi dan Manajemen 18(2) 2022, 1-13

Berger, I. E., & Corbin, R. M. (1992). Perceived Consumer Effectiveness and Faith in Others as
Moderators of Environmentally Responsible Behaviors. Journal of Public Policy &
Marketing, 11(2), 79-89. https://doi.org/10.2307/30000276

Bian, Q., & Forsythe, S. (2012). Purchase intention for luxury brands: A cross cultural
comparison. Journal of Business Research, 65, 1443-1451.
https://doi.org/10.1016/j.jbusres.2011.10.010

Bissing-Olson, M. J., Fielding, K. S., & lyer, A. (2016). Experiences of pride, not guilt, predict
pro-environmental behavior when pro-environmental descriptive norms are more positive.
Journal of Environmental Psychology, 45, 145-153.
https://doi.org/10.1016/j.jenvp.2016.01.001

Brennan, L., & Binney, W. (2010). Fear, guilt and shame appeals in social marketing. Journal of
Business Research, 63(2), 140-146.
https://doi.org/https://doi.org/10.1016/j.jbusres.2009.02.006

Brochado, A., Teiga, N., & Oliveira-Brochado, F. (2017). The Ecological Conscious Consumer
Behavior: Are the Activist Different? International Journal of Consumer Studies, 41(2), 138—
146. https://doi.org/https://doi.org/10.1111/ijcs.12321

Browne, B. A., Kaldenberg, D. O., Browne, B. A., & Kaldenberg, D. O. (1997). Conceptualizing
self-monitoring: links to materialism and product involvement. Journal of Consumer
Marketing, 14(1), 31-44. https://doi.org/https://doi.org/10.1108/07363769710155848

Burhanudin, B., Ronny, R., & Theresia, E. (2020). Consumer guilt and green banking services.
International Journal of Consumer Studies, 45(1), 1-16. https://doi.org/10.1111/ijcs.12602

Burnett, M. S., & Lunsford, D. a. (1994). Conceptualizing Guilt in the Consumer Decision-making
Process. Journal of Consumer Marketing, 11(3), 33-43.
https://doi.org/10.1108/07363769410065454

Cho, E., Gupta, S., & Kim, Y. (2015). Style consumption: Tts drivers and role in sustainable
apparel consumption. International Journal of Consumer Studies, 39, 661-669.
https://doi.org/10.1111/ijcs.12185

Cowan, K., & Kinley, T. (2014). Green spirit: consumer empathies for green apparel.
International Journal of Consumer Studies, 38, 493-499. https://doi.org/10.1111/ijcs.12125

Dahl, D. W., Honea, H., & Manchanda, R. V. (2005). Three Rs of interpersonal consumer guilt:
Relationship, reciprocity, reparation. Journal of Consumer Psychology, 15(4), 307-315.
https://doi.org/10.1207/s15327663jcpl504_5

DeBono, K. G. (2006). Self-monitoring and consumer psychology. Journal of Personality, 74(3),
715-737. https://doi.org/10.1111/j.1467-6494.2006.00390.x

Ellen, P. S., Wiener, J. L., & Cobb-walgren, C. (1991). The Role of Perceived Consumer
Effectiveness in Motivating Environmentally Conscious Behaviors. Journal of Public Policy
and Marketing, 10(2), 102-117.

Ferdinand, A. (2014). Metode Penelitian Manajemen (Edisi Keli). Badan Penerbit Universitas
Diponegoro.

Flynn, F. J., Reagans, R. E., Amanatullah, E. T., & Ames, D. R. (2006). Helping one’s way to the
top: Self-monitors achieve status by helping others and knowing who helps whom. Journal
of Personality and Social Psychology, 91(6), 1123-1137. https://doi.org/10.1037/0022-
3514.91.6.1123

Gangestad, S. W., & Snyder, M. (2000). Self-Monitoring: Appraisal and Reappraisal.
Psychological Bulletin, 126(4), 530-555. https://doi.org/10.1037/0033-2909.126.4.530

Garnelo-Gomez, 1. (2017). “I Live Sustainably”: Exploring sustainable narratives through the
lens of identity expression and motivational drives (Issue August). University of Reading.

Ghali, Z. (2020). Determinants of Consumer Purchase Intention and Behavior toward Green
Product: The Moderating Role of Price Sensitivity. Business Research, 8(1), 261-273.
https://doi.org/10.14738/abr.81.7429.CITATIONS

Ghvanidze, S., Velikova, N., Dodd, T. H., & Oldewage-theron, W. (2016). Consumers ’



Septin, Yasaroh, Zulfanita & Rizki 11

environmental and ethical consciousness and the use of the related food products
information: The role of perceived consumer effectiveness. Appetite, 107, 311-322.
https://doi.org/10.1016/j.appet.2016.08.097

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Marko Sarstedt. (2014). A Primer on Partial Least
Square Structural Equation Modeling (PLS-SEM). SAGE Publications.

Ham, C. D., Nelson, M. R., & Das, S. (2015). How to measure persuasion knowledge.
International Journal of Advertising, 34(1), 17-53.
https://doi.org/10.1080/02650487.2014.994730

Han, H. (2014). The norm activation model and theory-broadening: Individuals’ decision-making
on environmentally-responsible convention attendance. Journal of Environmental
Psychology, 40(2014), 462-471. https://doi.org/10.1016/j.jenvp.2014.10.006

Han, H., & Jin, H. (2015). Hotel customers’ environmentally responsible behavioral intention:
Impact of key constructs on decision in green consumerism. International Journal of
Hospitality Management, 45, 22—-33. https://doi.org/10.1016/j.ijhm.2014.11.004

Heizer, J., Render, B., & Munson, C. (2017). Principles of Operations Management. Chapter 7:
Process Design. Person Education Limited.

Hogg, M. K., Cox, A. J., & Keeling, K. (2000). The impact of self-monitoring on image
congruence and product/brand evaluation. European Journal of Marketing, 34(5/6), 641-666.
https://doi.org/https://doi.org/10.1108/03090560010321974

Howell, R. A. (2013). It’s not (just) ““the environment , stupid!”’ Values, motivations, and routes
to engagement of people adopting lower-carbon lifestyles. Global Environmental Change,
23(1), 281-290. https://doi.org/10.1016/j.gloenvcha.2012.10.015

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual framework and
empirical investigation of Indian consumers. Journal of Retailing and Consumer Services,
41(August 2017), 60—69. https://doi.org/10.1016/j.jretconser.2017.11.008

Jaya, I. G. N. M., & Sumertajaya, I. M. (2008). Pemodelan persamaan struktural dengan Partial
Least Square. Seminar Nasional Matematika Dan Pendidikan Matematika, 118-132.

Kabadayi, E. T., Dursun, 1., Alan, A. K., & Tuger, A. T. (2015). Green Purchase Intention of
Young Turkish Consumers: Effects of consumer’s guilt, self -monitoring and perceived
consumer effectiveness. Procedia - Social and Behavioral Sciences, 207, 165-174.
https://doi.org/10.1016/j.sbspro.2015.10.167

Khare, A. (2015). Influence of green self-identity, past environmental behaviour and income on
Indian consumers’ environmentally friendly behaviour. Journal of Global Scholars of
Marketing Science, 25(4), 379-395. https://doi.org/10.1080/21639159.2015.1073423

Kim, Y., Yun, S., Lee, J., & Ko, E. (2016). How consumer knowledge shapes green consumption:
An empirical study on voluntary carbon offsetting. International Journal of Advertising,
35(1), 23-41. https://doi.org/10.1080/02650487.2015.1096102

Kollmuss, A., & Agyeman, J. (2002). Mind the Gap: Why do people act environmentally and what
are the barriers to pro- environmental behavior? Environmental Education Research, 8(3),
239-260. https://doi.org/10.1080/1350462022014540

Kugler, K., & Jones, W. H. (1992). On Conceptualizing and Assessing Guilt. Journal of
Personality and Social Psychology, 62(2), 318-327.
https://doi.org/https://doi.org/10.1037/0022-3514.62.2.318

Lacasse, K. (2016). Don’t be satisfied, identify! Strengthening positive spillover by connecting
pro-environmental behaviors to an “environmentalist” label. Journal of Environmental
Psychology, 48, 149-158. https://doi.org/10.1016/j.jenvp.2016.09.006

Lai,C. K. M. M., & Cheng, E. W. L. L. (2016). Green purchase behavior of undergraduate students
in Hong Kong. Social Science Journal, 53(1), 67-76.
https://doi.org/10.1016/j.s0scij.2015.11.003

Lascu, D.-N. (1991). Consumer Guilt: Examining the Potential of a New Marketing Construct. In
R. H. Holman & M. R. Solomon (Eds.), NA - Advances in Consumer Research Volume 18



12 Jurnal Organisasi dan Manajemen 18(2) 2022, 1-13

(Vol. 18, pp. 290-295). UT : Association for Consumer Research.

Lee, H. J., & Park, S. (2013). Environmental orientation in going green : A qualitative approach
to consumer psychology and sociocultural factors of green consumption. Journal of Global
Scholars of Marketing Science, 23(3), 245-262.
https://doi.org/10.1080/21639159.2013.788366

Lee, K. (2010). The Green Purchase Behavior of Hong Kong Young Consumers: The Role of Peer
Influence, Local Environmental Involvement, and Concrete Environmental Knowledge.
Journal of International Consumer Marketing, 23(2), 21-44,
https://doi.org/10.1080/08961530.2011.524575

Lee, Y. ki, Kim, S., Kim, M. seong, & Choi, J. gu. (2014). Antecedents and interrelationships of
three types of pro-environmental behavior. Journal of Business Research, 67(10), 2097—
2105. https://doi.org/10.1016/j.jbusres.2014.04.018

Lennox, R. D., & Wolfe, R. N. (1984). Revision of the self-monitoring scale. Journal of
Personality and Social Psychology, 46(6), 1349-1364. https://doi.org/10.1037/0022-
3514.46.6.1349

Majlath, M. (2010). Can Individuals do anything for the Environment ? - The Role of Perceived
Consumer Effectiveness 1 Aim of the Research 2 Definition of Perceived Consumer
Effectiveness. Proceedings of FIKUSZ ’10 Symposium for Young Researchers, 157—166.

Mei, O.J., Ling, K. C., & Hooi, K. K. (2012). The Antecedents of Green Purchase Intention among
Malaysian Consumers. 38, 39-43.

Muraguri, E., Jin, S., & Samake, A. (2020). Modeling the role of perceived green value and
consumer innovativeness in green products’ consumption intention within the theory of
planned behavior. Sustinere: Journal of Environment and Sustainability, 4(2), 94-116.
https://doi.org/https://doi.org/10.22515/sustinere.jes.v4i2.104

Nittala, R. (2014). Green Consumer Behavior of the Educated Segment in India. Journal of
International Consumer Marketing, 26(2), 138-152.
https://doi.org/10.1080/08961530.2014.878205

Pago, A. M. F. do, & Raposo, M. L. B. (2010). Green consumer market segmentation : empirical
findings from Portugal. International Journal of Consumer Studies, 34, 429-436.
https://doi.org/10.1111/j.1470-6431.2010.00869.x

Peattie, K., & Peattie, S. (2008). Social marketing: A pathway to consumption reduction? Journal
of Business Research, 62(2), 260-268. https://doi.org/10.1016/j.jbusres.2008.01.033

Ramayah, T., Wai, J., Lee, C., & Mohamad, O. (2010). Resources , Conservation and Recycling
Green product purchase intention : Some insights from a developing country. “Resources,
Conservation & Recycling,” 54(12), 1419-1427.
https://doi.org/10.1016/j.resconrec.2010.06.007

Rashid, N. R. N. A. (2009). Awareness of Eco-label in Malaysia’s Green Marketing Initiative.
International Journal of Business and Management, 4(8), P132.
https://doi.org/10.5539/ijbm.v4n8P132

Rehman, Z. U., & Dost, M. K. (2013). Conceptualizing green purchase intention in Emerging
markets: An empirical analysis on Pakistan. The 2013 WEI International Academic
Conference Proceedings, 99-120.

Sharma, C. S., & Sharma, N. (2016). Relationship between Consumers’ Spirituality and Green
Purchasing Intentions : The Mediation Effect of Perceived Consumer Effectiveness. IIM
Kozhikode Society & Management Review, 6(2), 1-11.
https://doi.org/10.1177/2277975216665694

Shaughnessy, N. O. (1996). Social propaganda and social marketing : a critical difference ? 54—
67.

Snyder, M., & Gangestad, S. (1986). On the nature of self-monitoring: matters of assessment,
matters of validity. Journal of Personality and Social Psychology, 51(1), 125-139.
https://doi.org/10.1037/0022-3514.51.1.125



Septin, Yasaroh, Zulfanita & Rizki 13

Truelove, H. B., Yeung, K. L., Carrico, A. R., Gillis, A. J., & Raimi, K. T. (2016). From plastic
bottle recycling to policy support: An experimental test of pro-environmental spillover.
Journal of Environmental Psychology, 46, 55-66.
https://doi.org/10.1016/j.jenvp.2016.03.004

Tucker, E., Rifon, N., Lee, E., & Reece, B. (2012). Consumer Receptivity to Green Ads: A Test
of Green Claim Types and the Role of Individual Consumer Characteristics for Green Ad
Response. Journal of Advertising, 41(4), 9-23. https://doi.org/10.2753/JOA0091-
3367410401

Turaga, R. M. R., Howarth, R. B., & Borsuk, M. E. (2010). Pro-environmental behavior: Rational
choice meets moral motivation. Annals of the New York Academy of Sciences, 1185, 211—
224. https://doi.org/10.1111/j.1749-6632.2009.05163.x

Verma, S. (2017). Niche level segmentation of green consumers: A key for psychographic or
demographic predicament. South Asian Journal of Business Studies, 6(3), 274-290.
https://doi.org/10.1108/SAJBS-05-2016-0040

Wang, Y., Chen, S., & Chen, N. (2016). An Empirical Study of the Effect of Green Marketing on
Purchase Intention — Evidence from Green Restaurant. 6(4), 1-14.

Yadav, R., & Pathak, G. S. (2017). Determinants of Consumers’ Green Purchase Behavior in a
Developing Nation: Applying and Extending the Theory of Planned Behavior. Ecological
Economics, 134, 114-122. https://doi.org/10.1016/j.ecolecon.2016.12.019.



	Customer Guilt and its Relation to Purchase Intention of Green Products: A Study to University ‘Green’ Activist Students
	3.2    Model Evaluation and Measurement
	3.3    Measuring The Direct and Indirect Effect


