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The unprecedented economic growth in recent decades has cultivated the exploitation of natural resources and over-consumption, leading to ecological deterioration and sustainability. The ever-increasing consumption in developing countries is creating a significant environmental strain. Thus, the industry and consumers’ environmental issues and their harmful effects on human health have led to concerns among researchers, scientists, academic communities, and policymakers. The present work examines the impact of different consumption value factors on sustainable consumption behavior concerning consumer choice in Pakistan and China. A cross-sectional study is conducted, and data are collected through a primary source questionnaire. A sample of 431 respondents is chosen from different cities in Pakistan, and a sample of 342 respondents is selected from China. Estimation techniques like descriptive statistics, frequency distribution, multicollinearity, R square, independent sample t-test, the coefficient of correlation, and regression analysis are used for the data analysis. The comparative results show that knowledge values (KVs) and emotional values (EMVs) significantly influence the choice behavior of respondents toward environmentally friendly products both in Pakistan and China. In contrast, social values (SVs) and conditional values (CVs) show insignificant influence. Furthermore, functional values (FVs) are significant in Pakistan while insignificant in the context of China, and environmental values (EVs) are significant in China although insignificant in Pakistan with regard to sustainable consumption behavior.
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INTRODUCTION

Over recent decades, increasing globalization and industrialization have drastically influenced the world’s climate, thus prompting calls for nature’s preservation. History indicates that, with the accelerating atmospheric emissions, human civilization has crossed the consumption boundary, thereby requiring the management of environmental consequences. However, in this regard, sustainable consumption has emerged as a novel solution to mitigating climate change. This noble 21st century development has shifted the consumers’ focus to organic products (e.g., eco-friendly, natural, and renewable), substantially elevating the concept of green buying behavior. This eco-friendly approach has altered the individual’s buying behavior, making sustainable consumption the most relevant research topic influencing consumer behavior (Brach et al., 2018).

In particular, several approaches have developed, and numerous theories have been proposed to characterize sustainable consumption. However, little attention is paid to consumers’ behavior changes despite awareness that consumers’ interests in product sustainability and green products and services have rapidly increased in recent years. In the current socio-political environment, green conservation has gained prevalence because of concerns about destroying Earth’s natural resources (Pino et al., 2012). Today, users and consumers are inspired to play a necessary part in developing growth through green preservation approaches (Moser, 2015). Therefore, consumer behavior is trending toward green products and services, which is also quite helpful in the reduction of solid waste (Ramayah et al., 2010).

In modern society, healthier living demands that humans should consume eco-friendly products. This permanent requirement has considerably built the pressure for adopting green consumption. Green or eco-friendly products and service choices are a way to decrease harmful environmental effects (Leonidou et al., 2013). Some alternate terminologies in use for the “Green” concept are “Sustainable,” “Eco-friendly,” “Ecologically Sound,” or “Environment-friendly” (Kim et al., 2013). The concept of green consumption first emerged as an approach in the 1970s (Peattie, 2010).

However, today’s climate change crisis has directed the consumers’ behavior more strongly toward green consumption than ever before. Environmental issues and concerns have caused a notable increase in buyers’ requirements and expectations for green products and services. This concern for the environment has made consumers focus on sustainable consumption, triggering sustainable buying behavior (Rusyani et al., 2021). Simultaneously, promoting green sustainability has made organizations recognize consumers’ green behavior as the most identified market demand. This demand has perhaps been generated by up-to-date ecological beliefs, which have improved people’s understanding and remarkably changed their behavior choices (Jang et al., 2011). The prioritizing process within customers’ behavior has created an association between the environment and the attributes of the green items. These items are further related by eco-friendly product utilization instead of special promotion practice (Schuhwerk and Lefkoff-Hagius, 1995).

A lot of research has been done previously regarding green consumption behavior. The main aim behind these studies was to identify the determinants that influence green behavior. The determinants include demographics (Diamantopoulos et al., 2003), values, environmental knowledge (Ramayah et al., 2010), attitudes (Chan, 2001), and internal and external moderators (Rylander and Allen, 2001). In addition, the research on green consumption also combines the existing models and theories, which are mainly supported by Reasoned Action Theory (Ajzen and Fishbein, 1980) and Planned Behavior Theory (Ajzen, 1991).

Environmental issues regarding product consumption and their harmful effects on human health have led to concerns among researchers, the academic community, policymakers, and firms. Environmental sustainability has emerged as a shift in attitudes toward response, which subsequently transformed user consumer behavior and their demand (Mendelson et al., 1996). Buyers have increasingly shown interest in sustainable goods and services. Also, comparably, concerns and knowledge about these issues have created genuine interest in “green consumerism” (Moisander, 2007).

The developed countries have increasingly moved toward green products, services, and consumption. At the same time, the growth toward green acceptance can also be examined among buyers in developing countries, for example, India (Raghavan et al., 2008). Research regarding environmental concerns and eco-friendly purchasing has been conducted in the Indian setting, contrasting with other developing countries (Khare, 2015). Indian businesses, educationists, and scholars are primarily focused on establishing appropriate plans and strategies for eco-friendly products and services. Yet, in prior research, various studies on consumer behavior and intention to buy green items have typically been undertaken within the framework of advanced countries (Kim et al., 2013). Some research (Biswas and Roy, 2015; Khare, 2015) works have considered buyers’ reactions toward green items in the Indian context, keeping in mind that India is a developing country. However, in our understanding, no studies in developing countries have measured customers’ goals (with particular attention to the youthful buyers) when buying green items, products, or services. Clearly, green buyers are proficient purchasers, and advertisers have a fundamental need to understand their decisions or choices during their planning to acquire a green item, product, or service. However, green consumption is still developing, and critical research is required for further investigations (Young et al., 2010).

In a broader sense, manageability can be seen as balancing social, natural, and ecological objectives. The most recent perspective on sustainable consumption is that today’s humans ought to secure their needs without trading off future humans’ capacity to obtain their needs. The essential objective of studying sustainable consumption is to focus on buyers who are assumed to have strong convictions and full understandings of sustainability that they apply to their requests and obtaining practices (Schaefer et al., 2005). This knowledge would consequently help makers and advertisers to develop a method by which consumers can acquire their necessities by concentrating on the attitudes, values, sustainable beliefs, and behaviors of buyers.

As far as the market and industry are concerned, consumers’ views on sustainable products are related to different multi-dimensional consumption values. Values assist consumers in making better choices, thereby potentially encouraging green product buying. These values can be emotional, epistemic, social, and functional values (Sheth et al., 1991). In contrast, Sweeney and Soutar (2001) have explained these as functional (including price and quality), emotional, and social values. Tsai (2005) labeled values as affective (emotional and behavioral price), symbolic (reputation), and utilitarian (monetary price and quality). Hedonic value, social value, functional value, and emotional value (Hur et al., 2013) are also highlighted as consumption values.

Values are the dominant consumer factor that encourages sustainable buying behavior. As such, studies show that values play a significant role in consumer buying decisions (Japutra et al., 2021). Accordingly, the present research examines the perception and interconnections regarding consumption value and sustainable consumption behavior in buying or purchasing green products and/or services. Therefore, this work can provide insights to policymakers, green marketers, manufacturers, and suppliers to increase the market share and consumption of eco-friendly sustainable green products and services based on sustainable consumer behavior in South Asia, particularly in developing countries like Pakistan.

The environmentally conscious approach has prompted a sustainable shift in consumer behavior, making individuals aware of their part in achieving sustainability goals (Figueroa-García et al., 2018). Indeed, to better understand the underlying mechanism of sustainable consumption, this study has significantly explored new avenues concerning the factors that strongly predict consumer behavior. Values, beliefs, and attitudes play an essential role in guiding individual behavior. This is a unique study that highlights the significance of six values (functional, social, conditional, environmental, knowledge, and emotional) under the domain of consumers’ behavior.

The rest of the paper is structured as follows. Section 2 presents the theoretical background of this research. The research method is presented in Section 3, followed by the results and discussion in Section 4. Section 5 presents the conclusion.



THEORETICAL BACKGROUND AND HYPOTHESIS DEVELOPMENT

Nowadays, the term “sustainable” has been related to two different business concepts. Arguably, societies facing ecological crises have regarded environmental concerns as directly influencing consumer buying behavior. Humans have always contributed to developing an effective system for sustaining the land’s natural resources. In recent times, consumers have shown unprecedented interest in organic products, thus drawing the attention of marketers, corporations, and stakeholders toward preserving natural resources (Sdrolia and Zarotiadis, 2019). In this study, defining sustainability includes both components that are involved in sustainable consumer behavior. To enhance understanding of sustainable consumer behavior, a broader view of the concept is required. For that purpose, the literature on applied sustainable business and sustainability should be scrutinized, as the concept of sustainability has acquired significant attention in research.

However, it is difficult to define sustainability (White, 2013). Within research, sustainability has been explained as social equity, environmental stewardship, and equilibrium among financial growth. Another definition arising from the business field, covering numerous essential parts, explains it as “coming across corporate goals and consumer needs in a way that shows the non-stop change for limiting unfavorable effect on individuals and the common habitat” (Duber-Smith, 2010). At present, the research on sustainable consumption behavior is becoming more extensive. However, many studies only focus on purchasing green products in a way that shows environmental awareness (White and Simpson, 2013). Moreover, these studies exclude social equity and financial responsibility. Recently, some studies also cover sustainable consumer behavior from multiple dimensions, recognizing that it goes beyond the implementation scope of green consumption. Also, these studies included the financial and moral responsibility of consumer behavior (Eckhardt et al., 2010; Papaoikonomou, 2013).

Buyers’ perceptions help them decide if an item fits their values regarding the item cost, quality, strength, changelessness, execution, quality, and trustworthiness. These are seen as the primary driving forces for buying green outcome options for customer decision-making behavior (Sheth et al., 1991; Bei and Simpson, 1995). Sheth et al. (1991) characterized functional value (FV) as the apparent efficiency gained through functionality, practicality, or the ability to implement options tangibly. Sweeney and Soutar (2001) saw FV as the effectiveness achieved by the item because this impacts the product’s apparent long and short-term value. It is the value that is assessed later through logical results obtained from the segment of buyers. The buyers incorporate these values to survey numerous cost-effective items supporting the product purchase. It is usually supposed that a sensible consumer intends to attain maximal advantages at the minimal desirable price (Sarfraz et al., 2019; Shah et al., 2019).

Sustainable consumption ensures the integration of the sustainability domains (i.e., social, economic, and environmental) into the product value. The consumers’ perceived product values influence their sustainable behavior, whereas FVs express the product performance in terms of increased functionality (e.g., price, quality, and attributes). However, in terms of product design, the product’s FV increases the likelihood of consumers’ purchase. The prior literature demonstrating the strength of the FV states that buyers’ sustainable consumption largely depends on the product’s FV (Jiang et al., 2022). Indeed, FV plays an essential role in directing the consumer purchase decision.

Furthermore, SV assesses the understanding of the effectiveness extracted from the relationship among social gatherings. Social weight is an imperative driving element of the customer decision process (Sheth et al., 1991; Bei and Simpson, 1995). Thus, the aspect of distinguishing value is explained as a clear advantage of a choice that stems from its image and the symbolic meaning associated with or separated from the convergence of financial, monetary, and socio-cultural references (Connor-Smith and Flachsbart, 2007). Social value suggests a discrete conception regarding what the social order thinks or how it would behave for buying customers. Therefore, policymakers need to understand the direction of social behavior and foresee alterations and changes in individuals’ behavior regarding, for example, energy use (Shove and Walker, 2014; Abdullah et al., 2018).

In recent years, consumers have tended to express themselves as part of society by gaining approval for adopting values that elevate their social acceptance. As a result, this increasing phenomenon makes them involved in purchase behavior that signifies their societal role. Social value is a vehicle for sustainable consumption. For example, consumers buy organic products because of their increased SV. This high social demand encourages individuals to consume the product. Accordingly, studies indicate that SV plays a significant role in promoting sustainable consumer behavior (Wang, 2017).

Conditional value (CV) is expressed by the apparent profit obtained by choosing the final result of a particular situation or a series of conditions that influence decision-makers (Sheth et al., 1991). As per Sánchez-Fernández and Iniesta-Bonillo (2007), “CV refers to the value of a particular product depending on various physical, economic, social, or environmental conditions which may increase the social and functional value of that product.” Biswas and Roy (2015) explained that: “Conditional value is derived as a utility under certain circumstances.” While making a buying decision, every value holds an expected result. The CV is the outcome of different considerations. Indeed, it is a significant factor influencing consumers’ consumption choices. It forms a deep connection with the product characteristics, emphasizing the need to focus on an individual’s buying behavior. CV, referring to the perceived utility of a product, plays a critical role in influencing the product’s sustainable consumption. CV largely escalates the consumer’s buying intention. In explaining this notion, studies demonstrate that CV fosters the demand for green product consumption (Ganak et al., 2020; Shehzad et al., 2020).

Environmental problems that have come to the forefront in the past few decades have given rise to eco-friendly behaviors (Bamberg, 2003). One of the purposes of understanding eco-friendly products is to realize their impact on the environment based on relative assumptions. Further, the objective of eco-friendly products is also to protect the Earth’s environment (Wang et al., 2014). EV involves a range of concepts about environmental problems, like reaching a limited global population, and the connection between environment and growth. Due to the emotional element involved in their view of the issue, customers adjust their utilization techniques and practice environmental safety (Kilbourne and Pickett, 2008). Contemporary views on this topic have led to the New Environmental Paradigm (NEP), which remains the utmost measure of environmentally friendly behavior (Wang et al., 2014). Personal feelings toward the need for natural prevention and a sense of personal duty will activate green buying (Rex and Baumann, 2007).

Values have become the prime driver of today’s consumers’ behavior. Over the last few decades, consumers have been strongly inclined toward buying products that are harmless to the environment. Indeed, this modern consumer ecological belief has made them buy the products that represent their perceived value of the green characteristics. In particular, EV ensures that the product holds the capability to manage environmental issues. In explaining this notion, studies have shown that EV alters consumer behavior by increasing their interest in green products (Tarigan, 2019).

The KVs of an option are characterized as follows: the obvious effectiveness acquired from a choice’s capacity to energize intrigue, give interest, and satisfy a desire for learning data. A choice adds knowledge motivation when consumers study aspects demonstrating elements of premium, peculiarity, and learning. Completely new encounters positively give KVs. For example, a choice that gives a straightforward difference in speed can likewise be permeated with KVs (Carter, 1955). Frequently, environmental information has been the key activator of eco-friendly consumer behavior (Peattie, 2010). Nemcsicsné Zsóka (2008) verified the power of blended observational outcomes to reveal a more intricate relationship between awareness and behavior.

Fryxell and Lo (2003) describe ecological knowledge as the “Personal understanding of the environment, the triggering of key relationships, and the collective responsibility of individuals essential for sustainable development.” Though environmental problems are considered, environmental knowledge alters environmental attitudes, and individuals’ purchasing behavior is further affected by environmental knowledge (Scott et al., 2014). Accordingly, the consumers contribute to sustainable development through their buying choices. The cognitive element of KV rationally assists the consumer buying behavior. The KV provides the relevant information to the individual regarding product use, attributes, and functionality, thus encouraging sustainable consumption behavior. This insight allows the consumers to base their decision on knowledge objectively, thus following the long-standing tradition of consumption patterns (Rizkalla, 2018).

Emotional values are the outward expressions that demonstrate a personal capacity to excite sentiments before sensation conditions (Sheth et al., 1991). Merchandise and ventures are often strongly related to emotional reactions. In contrast to the other measures, it incorporates serviceable and indulgent segments (Sweeney and Soutar, 2001). The significance of this aspect is evident in a remark by MacKay et al. (1999). According to Mackay, the interest in an item or an administration is the combination of normal and enthusiastic elements, and that feeling influences each buying choice. The consumer, believing that their activities influence the market activities, make choices based on the EMV. In particular, the study shows that EMVs manifest in the consumers’ experience, thus ensuring sustainable consumption behavior (Khan and Mohsin, 2017). As per Hartmann et al. (2005), once the buyer is purchasing green items, the impact of EMV is substantially more grounded than FV advantages. Due to utilizing green product items, customers feel warm prosperity because of the ethical fulfillment achieved by helping Earth. Hence, understanding this relationship provides critical insights to the marketers to emphasize the EMV of the green purchase (Joshi et al., 2021). Figure 1 shows the study framework.
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FIGURE 1. Study framework.


In this study, we have developed six hypotheses:

H1: Function values significantly influence sustainable consumption behavior.

H2: Social values significantly influence sustainable consumption behavior.

H3: Conditional values significantly influence sustainable consumption behavior.

H4: Environmental values significantly influence sustainable consumption behavior.

H5: Knowledge values significantly influence sustainable consumption behavior.

H6: Emotional values significantly influence sustainable consumption behavior.



RESEARCH METHODOLOGY

This study determines consumer value factors and SCB to measure consumers’ choice behaviors for eco-friendly products. This section explains the surveyed area, data sources, methodology, data collection tool, questionnaire, research model/framework, dependent variable, and independent variables. The survey was conducted in two different countries: Pakistan and China. In Pakistan, the educational institutions located in Khyber Pakhtunkhwa province were considered. In China, Chongqing city, which is located in one of the four municipalities of China, named Chongqing, was considered.

Primary quantitative data were gathered from the sources. Data were collected firsthand through a survey questionnaire source. The sample for the research purpose was selected during the period from June 6, 2021 to June 28, 2021 in China and from August 23, 2021 to October 5, 2021 in Pakistan. The research population of this study includes consumers from Khyber Pakhtunkhwa, Pakistan, and Chongqing, China. Random sampling was used for the collection and analysis of the data. A cross-sectional study was done. The size of the study sample included in this research was 431 respondents from different universities in Abbottabad, including COMSATS University Islamabad, Abbottabad Campus, Frontier Medical College, and Women’s Medical College, and 342 respondents from the universities located in Chongqing, China. The data were gathered by a survey using a questionnaire. The anonymity and confidentiality of the respondents were assured, and the data were used only for academic purposes. The demographic information of the respondents from Pakistan and China is summarized in Tables 1, 2. In Pakistan, among the 431 valid responses, 229 (53.1%) were men, and the rest 202 (46.9%) were women. There were 342 valid responses from China; among them, 177 (51.8%) were men, and 165 (48.2%) were women, which was close to the ideal 1: 1 ratio.


TABLE 1. Profile of respondents from Pakistan.
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TABLE 2. Profile of respondents from China.
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Data Collection

For the collection of data, a structured questionnaire was used. The instruments in the survey questionnaire were divided into three parts: consumer demographic characteristics, consumption values, and sustainable consumption behavior to evaluate consumer choice behavior regarding eco-friendly products. A five-point Likert scale was used, ranging from 1 to 5 to show the level of disagreement or agreement (1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly agree) (Lin and Huang, 2012; Wang et al., 2014). The six elements of the questionnaire measure the scale of sustainable consumption behavior (Wang et al., 2014). The six consumption values scales were measured by 22 items (Lin and Huang, 2012). Table 1 shows the profile of respondents from Pakistan, while Table 2 represents the profile of respondents from China.




RESULTS

Before testing the model and hypotheses, reliability tests were performed on each constructor variable. Cronbach’s alpha results (Table 3) confirm that the reliability statistics range from 0.683 to 0.771; therefore, it is in the range (essentially, 0.61–0.80) and more stringent (almost perfect, 0.81–1.0) (Landis and Koch, 1977). Therefore, the reliability of the questionnaire is quite very high and is verified. Regarding the sample’s representativeness, the systematic difference between 431 and 342 respondents was evaluated using the sample mean difference test.


TABLE 3. Reliability analysis.
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In Table 4, Levene’s test for variance between the two groups shows that the homogeneity of variance assumption is not violated. Due to the consistency of the hypothesis, the main results indicate that there is no significant difference in the average value at a p-value less than 0.05.


TABLE 4. Independent samples t-test.
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Descriptive Statistics

Table 5 shows the average mean score and standard deviation of the variables in the study conducted in Pakistan, respectively. Table 6 presents the descriptive statistics of variables in the study conducted in China. The instruments for testing the consumer’s response agreement use a format scale, and the results have determined a mutual level of agreement. It discloses the level of consumers’ agreement with all variables and the statements about their traditional activities. Starting with the consumer’s response to green products and services out of a maximum score of 5, most mean score values were above 3.30. The results demonstrate that our sample has favorable estimations or suitable appraisals about green products or services. Consumers believe that buying or purchasing eco-friendly green products is easy and under their control.


TABLE 5. Descriptive statistics of variables in the study conducted in Pakistan.
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TABLE 6. Descriptive statistics of variables in the study conducted in China.
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Correlation Results

The Pearson correlation test was employed to check the correlation between all variables. The six consumer value scales were positively and significantly correlated with consumer choice behavior (P < 0.01). Table 7 shows the correlation results for Pakistan, where the highest observed coefficient is 0.622, which exists between CV and EV indices. The SV is positively correlated with CV (0.607). The lowest positive correlation occurs between FV and KV. Table 8 shows correlation results for China, where the highest observed coefficient is 0.598, and it exists between CV and SV. The EMV is positively correlated with CV (0.593). The lowest positive correlation occurs between EV and FV and between CVB and FV.


TABLE 7. Correlation among variables (Pakistan).
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TABLE 8. Correlation among variables (China).
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Influence of Consumption Values on Sustainable Consumption Behavior

Sustainable consumer behavior was computed based on all the consumption values of the 431 and 342 respondents from Pakistan and China, respectively. The six variables entered in the model for Pakistan with an EMV variance of 94.6%, followed by EV (90.4%), KV (80.7%), FV (78.0%), SV (69.2%), and CV (68.4%), whereas the variance values for China were KV (77.4%), EMV (77%), EV (68.0%), FV (57.3%), CVB (57.1%), SV (54.4%), and CV (51.1%). By calculating the acceptability of all variables and the variance inflationary factor (VIF), the existence of collinearity in the model was verified. The low variance inflation factor (less than 2.2) and VIF value less than 5 indicate no multicollinearity problems in the model.

A multiple linear regression analysis was carried out with the choice behavior (sustainable consumption behavior) as the dependent variable and consumption values (FV, SV, CV, EV, KV, and EMV) as the independent variables. The results in Tables 9, 10 reveal that the KV and EMV have a positive and significant influence on the respondent choice behavior (sustainable consumption behavior) regarding environmentally friendly green products in both countries. In contrast, CV and SV do not significantly influence sustainable consumption behavior.


TABLE 9. Regression results among the variables (Pakistan).
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TABLE 10. Regression results among the variables (China).
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Additionally, FV and EV show contrary results in both countries. FV has a significant influence in Pakistan, whereas it is insignificant in China, while EV has opposite influences in both countries concerning sustainable consumption behavior (see Table 11).


TABLE 11. Comparison of variables between Pakistan and China.
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If the consumers in Pakistan attach higher FV, KV, and EMV to eco-friendly products, the probability of the consumers selecting these products will be high, supporting H1, H5, and H6. Consumers in China show an inclination toward EV, KV, and EMV, supporting H4, H5, and H6.




DISCUSSION

Over the years, environmental concerns have become more prevalent due to the world’s accelerating consumption rate. The issue of ecological damage has become critical because of the increased consumption of natural resources. In managing this situation, values have emerged as the prime determinant driving sustainable consumer behavior (Orellano et al., 2020). Indeed, the environmental aspect has seen consumers contribute toward sustainable development by massively increasing the demand for eco-friendly products.

The KV of environmentally friendly products has a significant and positive effect on consumer choice behavior, leading consumers to have a thirst for knowledge, or fondness of uniqueness, regarding environmentally friendly products. According to Lin and Huang (2012), product makers expecting to build buyer knowledge and awareness can consider the attributes of their items, products, or services, and make efforts to outline the standards and benefits of green eco-friendly products. Indeed, the literature shows that the perception of non-toxic products (i.e., natural and pollutant-free) increases the individual’s belief in the product characteristics, thereby positively stimulating sustainable buying (Jaiswal and Kant, 2018).

Moreover, EMV expresses the buyers’ connectivity with the brand. EMV establishes a strong customer–product bonding, thereby influencing the consumers’ purchase choices. EMV also has a significant effect on consumer choice behavior. Hence, the consumption value theory indicates a positive relationship between EMV and consumer choice behavior (Khan and Mohsin, 2017). Additionally, SV, as applied to the sustainability frame, strongly influences consumers’ buying behavior. Notably, a few respondents did not feel that practicing environmental awareness expands social endorsement or establishes a decent connection. Even when people are very concerned about nature and the environment, they still strongly believe that protecting the environment is the responsibility of the government and large companies (Laroche et al., 2001). For example, research by Kalafatis et al. (1999) regarding customer behavior in Greece demonstrated that buyers base their activities more on individual conviction rather than on social weight.

The conditional variable is a variable that does not affect consumer choice behavior in both countries studied herein; it does not have an imperative association with green product qualities. There are two approaches related to this value. The first is the greenhouse effect, which poses a huge threat to our natural environment. Second, governments and green groups need to stress the implications of climatic change and how it relates to the natural environmental burden (Biswas and Roy, 2015). Situational factors suggest the conditions surrounding the people impact their reactions to improvements relevant to their requirements and desires. One study, for example, found that travel times to the marketplace in India strongly influenced the buying of different items or products, while travel time to the shopping center in the United States was insignificant regarding the purchase of foodstuffs, beverages, or other different products. As stated by Sánchez-Fernández and Iniesta-Bonillo (2007), the CV indicates that certain market choices depend on the circumstances or conditions provided to the buyer.

Moreover, a product’s FV is a strong predictor of consumer behavior. Consumers perceiving high FV are encouraged toward sustainable buying behavior. Based on this, the literature states that FV increases the demand for the products, thereby influencing consumers’ sustainable consumption (Park and Lin, 2020). Accordingly, the aftereffects of multiple regression analysis indicate that FV and cost seem to impact Pakistani buyers’ purchase behavior significantly. Laroche et al. (2001) conducted several studies on sustainable and green consumption, and the results indicate that people are usually and progressively willing to pay more for green products and services. This behavior demonstrates the desire to exchange, where the factors and conditions of the green product are good for the environment in a way that exceeds the cost factors. In this way, FV, cost, and the nature of green products and services are key variables impacting consumers’ sustainable consumption behavior. The results of China reveal that quality and price have no significant impact on consumer choice behavior.

Consumers who are highly concerned about the environment have more confidence in the price and quality and have more positive attitudes toward eco-friendly products and services. Compared with consumers with lower environmental and natural values, consumers with higher ecological concerns may be concerned about discovering improved environmental friendliness and related social incentives.

When faced with certain situations or circumstances, such as declining natural environments or the accessibility of products or rebates for eco-friendly items and products, buyers with more environmental natural values are eager to become more environmentally friendly. Such purchasers, moreover, are extra influential in seeking information after buying green product items and are more likely to pursue uniqueness. Thus, the more the customers are worried about the environment, the more they are encouraged to buy green products (Lin and Huang, 2012).



CONCLUSION

This manuscript establishes a framework for discovering green consumer behavior in Pakistan and China, examining the associations between consumption values and sustainable consumption behavior. Multiple linear regression and correlation analysis were employed to clarify the influence factors on green consumer behavior regarding different consumption values. The outcomes reveal variations among choice behaviors for independent variables. In Pakistan, consumer choice behavior showed a significant relationship with FVs, KVs, and EMVs, whereas SVs, CVs, and EVs were insignificant. For China, the EVs, KVs, and EMVs turned out to be significant, whereas FVs, SVs, and CVs values show insignificant influence on sustainable consumption behavior.

The KV and EMV of eco-friendly products significantly influence consumer choice behavior in both Asian countries. The KV brings in consumers through an interest, desire for knowledge, or fondness for uniqueness. With the EMV, green research marketing realizes the buyers’ feelings and emotions toward the ecological concern, which triggers their choices to consume green products. The FV, which was found to be significant in Pakistan, has directed various research studies on sustainable consumption. Notably, all the findings exhibit the notion that individuals are progressively ready to spend more on eco-friendly items. The Chinese customers give more importance to EVs; China has acknowledged a particular aspect of natural effect and has applied this to upcoming advancements.

Government policies and instructive educational agendas are essential to encourage and change customer choices toward environmentally friendly products and services. In detailing these projects, strategy makers need to consider that growing the trust level of consumers in this capacity is crucial.
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