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ABSTRACT

Purpose — The main objective of this study is to identify the variables influencing consumers'
perceptions of sustainable purchasing intentions and the effects such perceptions have on actual
sustainable purchasing behavior. The paper aims to develop an understanding of the Post-

Millennial Generation's consumption of sustainable products.

Methodology — A structured questionnaire was used to collect data for quantitative analysis. It
involved sampling a total of 251 respondents which were post-millennials belonging to the twin
cities of Pakistan. A series of tests were applied through Smart PLS4 for all the variables; including

descriptive statistics and structural equation modeling (SEM).

Findings — The results revealed that there is a significant relationship of social value and electronic
word of mouth (EWOM) with Digital Media Usage (DMU). Whereas, link of functional and
emotional value with DMU was insignificant. The results also portrayed that there exists a positive
link between DMU and Sustainable Consumption Behavior (SCB). Moreover, Green Purchase
Intention (GPI) moderated the relationship between DMU and SCB.

Originality — There exists a research gap on the role of post-millennial behavioral regulation and
digital media use, as potential influences on their purchase behavior. Despite the fact that digital
media has been shown to influence millennials' purchasing decisions in the past, there is still a
reluctance among post-millennials to engage in environmentally friendly practices. Consequently,
research is necessary to comprehend sustainable consumer behaviors; especially from an

unaddressed Pakistani perspective.
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INTRODUCTION

The rapid increase in the global population has altered human consumption patterns, which has
impacted population welfare both directly and indirectly. The exponential growth of consumption,
which is " consistent with the result and intent of all power generation,” has led to ever-expanding
production environments that feat and reduce natural resources to the point where humankind is
currently experiencing an impossible situation related to climate change and worldwide warming
(Haider, Shannon et al. 2022). The Internet is now widely used and has gained widespread
commercial acceptance (Shang, 2006). In this situation, digital media has emerged as an electronic
communication platform for exchanging information, concepts, and user-generated material

through networking and blogging (Dou, 2008).

Due to their early scaling in the world of interconnection, millennials are more sensitive to moral
dilemmas than other generations (Weber, 2024). Additionally, generation Y's early years are
associated with an increase in media coverage of environmental issues and tendencies (Lu, 2013).
Millennials are believed to be aware of environmental issues (Schoolman, 2016). They go beyond
simply being aware of environmental issues while making purchasing decisions or paying attention
to sustainable consumption and resilience (Seal, 2024). The Nielsen (2015) the study found that
young people are the cohort least likely to pay a premium for sustainable products, even when they

are made by businesses that make positive social and environmental contributions.

In the era of social media, sustainable production, and consumption are being transformed by the
digital revolution. Hence, a study gap exists in examining the role of post-millennial sustainable
behavioral patterns online. Bedard et.al (2018) have examined the reasons why millennials and
post-millennials choose to buy sustainable products, the usage of digital media as a marketing tool,
and its effects. Prusa (2019), has researched how the sustainable consumption behavior of
customers perceives themselves and has offered a paradigm for sustainable consumption.

Furthermore, digital media has become more important to today’s generation’s daily life than it
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was to any other generation (Helal, 2018). Consequently, research is necessary to examine
sustainable behaviors on the online media. By examining consumer-based theory (Functional
value, social value, and Emotional value), the function of electronic word of mouth (EWOM), and
demographic effects on sustainable consumption, this study will contribute to the provision of

empirical evidence from Pakistan's twin cities of Islamabad and Rawalpindi.

LITERATURE REVIEW
Consumer Value Theory:

Sweeny et al. (1997) claimed that customer value could help to explain consumer behavior in a
major way. There are three categories of consumer value: functional value, social value, and
emotional value. Consumers' perceptions and assessments of a product's price and quality are
referred to as functional value (Sweeny, Soutar et al. 1997). Social value is a reflection of the social
or self-perception that customers have after eating, obtaining, or possessing such items (Sweeney,
2001). A feeling of pleasure and contentment is what has emotional significance. Consumers build
a consumption behavioral feature that is congruent with the emotional pleasure that results from
their behavioral decisions (Johnson and Stewart 2017). It is important to examine how these three-
values impact people's behavior using the consumer value theory. The study concludes that to
forecast sustainable consumption behavior, functional value, social value, and emotional value are

essential.
Social media engagement theory:

Social media and user-generated content-based business models now provide intangible value
based on user involvement rather than the more conventional business model, where value for the
organization is derived through the one-way distribution of goods and/or services (Kwahk and Ge
2012). Customers now interact with brands very differently as a result of the widespread use of
social media platforms by consumers in recent years, which has caused a paradigm change.
Organizations understand the social and network benefits of social media engagement, and
practitioners aim to increase engagement through their social media content (Dolan, Conduit et al.
2016). Higher user engagement occurs when businesses encourage the development of the user

experience to meet users' requirements. The fundamental tenet of SME theory is that increased
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user involvement promotes increased platform utilization on social media. Users' participation in
a variety of activities increases the social media platform's value to the company and other users,

leading to the co-creation of value (Kankanhalli, Tan et al. 2005).
Hypothesis Development:

Functional value (FV) can be defined as the perceived utility derived from an alternative's ability
to operate functionally, utilitarianly, or physically. Functional value is defined for the
determination of this study as value for money that permits consideration of consumers' economic
tradeoffs (Gallarza, “Stretching the value-satisfaction-loyalty chain by adding value dimensions
and cognitive and affective satisfactions,, 2106). Functional value, which is seen as "a main driver
of consumers” (Williams, 2009), is one of the elements of perceived value, which is a
multidimensional concept (Sweeney, 2001). Functional value (FV) is the term used to describe
how customers evaluate and comprehend the features, costs, and general quality of goods and
services (Chen, 2010).

Increased consumer awareness of the crucial role consumers plays in influencing sustainable
production and consumption by adopting greener purchasing behaviors and attitudes, as well as
the major shifts in sustainable consumer behavior (increased consumer willingness to move
towards sustainable products and change their shopping habits to reduce their impact on the
environment) (Purcarea, 2022). One of the most crucial elements in drawing social network
visitors to the brand page is its functional value. Functionality or information satisfaction are two
of the key drivers behind the adoption of new media (Xu, 2024). The content of a brand page on a
social network must be practical, useful, and functional for a client to be satisfied with it in terms
of functional value. If the customer is happy in this regard, he or she is likely to return to the brand
page more frequently (Shahin, 2024). In addition, it was found that one of the key elements
encouraging people to like, comment on, and share brand shares on their pages was the educational
information on the social network pages of brands (De Vries, 2014). As a result, the study

suggests:
H1: Functional value has an impact on digital media usage

Emotional value (EV), often referred to as hedonic or experienced value, asserts that the most

crucial element in creating a certain sensation or Emotional state is influenced by a variety of



values that come from using, owning, and purchasing goods and services. (Khan S. N., 2017).
Multiple senses, fancies, and emotions are consumed emotionally as a result of product and brand
experiences (Hollebeek, 2022). According to this article, the emotional value of online shopping
refers to the satisfaction that post-millennial consumers have when they buy and consume things
online. This satisfaction is based on one's comprehension, acknowledgment, and acceptance of
online shopping behavior. Aesthetics and playfulness are the two components of emotional value
(Kato, 2021). The emotional value is derived from learners’ perceived instructiveness and comfort

with digital media usage (Ghanizadeh, 2024). This led the study to form the following hypothesis:
H2: Emotional value has an impact on digital media usage

Social value (SV) depicts that when customers possess, acquire, and use products and services,
they feel as though they will receive more social recognition from their ally groups. This
psychological condition is known as social value (SV) (Wang, 2021). Social values and sustainable
consumption habits are intertwined with issues of social, environmental, justice, and economic
importance. (Lazaroiu, 2019). Openness to information, participation, engagement, sharing,
connectivity, creativity, independence, cooperation, and compensation are intrinsic elements of
social media (Kaplan, 2010). Additionally, brand communities offer a chance to build relationships
with loyal users in addition to serving as an additional channel of communication (Anderson,
2005). By forming social connections with others and interacting with others who have similar
standards, social values, and interests to themselves, they can satisfy their demands for belonging

and cognitive ability (Kisjuhas, 2024). So, the research proposes:
H3: Social value has an impact on digital media usage

Electronic word-mouth (EWOM), is a digital media activity where users can exchange user
reviews. A comment regarding a product, business, or media personality that is extensively
disseminated online is known as "e-WOM" (Handyastuti, Harmoni et al. 2020). Previous studies
examined how e-WOM affected consumers' online shopping behavior. The prior literature has
suggested a beneficial impact on customer reviews of previously utilized goods or services
(Arsyalan and Ariyanti 2018). E-WOM is a powerful social media characteristic that has been
shown to significantly impact brand recognition and image, demonstrating that it can be employed
as a powerful brand strategy in digital media (Seo, Park et al. 2020). Any researchers in other

fields, such as (Sepasmogadam and Abdoli 2016), the banking industry (Fitriani, Munandar et al.
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2021), in the context of political brands Farzin, M., et al,. (2021), and fast-food restaurants, discuss
the vital importance of E-WOM in building brands. However, there are few studies on green items

in the online retail industry (Chahal 2022). Hence, this study makes a hypothesis:
H4: EWOM has an impact on digital media marketing

Digital media usage (DMU) has increased dramatically in recent years (Leong, Hew et al. 2019).
This refers to intelligent electronic platforms that facilitate the creation and distribution of
information, opinions, advantages, and various forms of delivery through digital networks and
organizations (Kazaz M, 2016). As social media continues to develop and more people log on to
various platforms, digital media usage is becoming an increasingly important component of
marketing. Singh (2012) claimed that digital media was the first to connect businesses and
consumers with green and non-green items, influencing them to purchase more interesting and
competitive goods. Along with this, according to a study looking at the relationship between
various social network elements and sustainable consumption, an individual's descriptive norm to
buy sustainable items is greater, the more social network followers they talk to discuss why buying

green products is important (Schubert, de Groot et al. 2021). Hence, this study proposes that:
H5: DMU has an impact on SCB

The functional part of the value, according to the consumption value theory, refers to judgments
people make about a good or service based on logic and economic considerations (Carlson, 2019).
According to several empirical investigations, people with social and functional values exhibit
more environmentally friendly consumption patterns. On the other side, researchers looked at the
connection between values, identity, and sustainable purchase patterns (Jiang, 2021). Functional
value influences consumer behavior in several ways, including two factors: value and cost (Kato
2021). It has traditionally been a crucial component in how customers alter their purchasing habits
(Jiang, 2021). This assessment takes into account a customer's ability to acquire relevant, helpful,
and practical content within the framework of a social media brand page (Jahn, 2012). Therefore,

the research puts forward:
H6: Digital media usage has a mediating role between functional value and SCB

Consumers' concerns about the consumption experience are growing as market transactions

become more personal, and the consumption experience frequently manifests as having emotional
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value (Izogo, 2024). Because of this, emotional value is also considered to be an important aspect
in the research of sustainable consumption patterns and a factor in the growth of sustainable
consumption in broad domains. Emotional value in the use of digital media takes into account the
satisfaction that customers experience when they buy and consume products online, which is based
on their comprehension, recognition, and acceptance of green consumption behavior (Jiang,

Jotikasthira et al. 2022). Hence, this study proposes:
H7: DMU has a mediating role between emotional value and SCB

Consumers can contribute to society and feel good about themselves by engaging in sustainable
consumption (Wang, 2021). Sustainable consumption is a type of social behavior because of peer
pressure and group pressures. Consumer identity, societal conventions, relationships, and self-
positioning within a certain setting are all reflected in the consumption process. The online sector's
social value emphasizes the users' consumption-related acts of social responsibility (Jiang, 2022).
Consumers' perceived social contributions and social feedback in their purchasing decisions are
referred to as social value (Park and Lin 2020). This value is frequently formed through reciprocal
conduct, which influences how consumers engage in sustainable consumption (Brickson 2005).

Therefore, this led the study to form a hypothesis:
H8: DMU has a mediating role between social value and SCB

Consumers are increasingly using E-WOM to voice their annoyance with a service outage
(Fouroudi, Kitchen et al. 2020). Positive, negative, or neutral comments that customers make about
a good or a company and make public on the Internet are referred to as "E-WOM" (Filieri and
McLeay 2014). We imagine managers attempting to evaluate their organization’s business
reactions to the pandemic while attempting to learn from consumer-generated E-WOM. EWOM,
for example, might demonstrate the restoration of consumer confidence lost as a result of poor
service (Wang, Zhang et al. 2021). So, this led the study to form a hypothesis:

H9: DMU has a mediating role between EWOM and SCB

The millennial generation's green buying habits and purchase intentions are being reshaped by
social media, which is helping to advance the cause of a sustainable environment and lower carbon
emissions (Ali, 2023). Utilizing eco-labeling and eco-branding on social media helps end users

build their green consumption behaviors as well as their green buying intentions (Mohsin M,
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2021). To contact customers across digital networks, organizations are looking for more visibility
through various social platforms. According to Smith and Brower in 2012, millennials in particular
choose green companies with a significant web presence (Jain, Gupta et al. 2020). Social media is
mostly used by customers to get and assimilate product-related information (Heinonen 2011).
Therefore, a product's online presence is essential for customers' final purchasing decisions.
According to Wang, (2021), social media interactions have an impact on consumers' purchasing
decisions both explicitly (by reassuring them to reply to peers) and indirectly (by the amount of
time spent forestalling and scrutiny of a product). Additionally, social media communications are
positively correlated with product and brand attitudes (Hajli 2014). Due to the immersive nature
of the social media platforms previously mentioned (Singh, 2012), both peer and corporate links
play a significant role in influencing consumers' purchasing decisions. The principle of social
influence is used to examine how people use social media because it contains an abundance of
densely populated networks, potent virtual proximities, and user-generated content. Customers
would therefore eventually gain trust in a green business through consistent, encouraging
interactions provided through social media channels. The usage of social media has a significant
impact potential in a firm cooperation, according to the social influence principle (Kang, Hur et
al. 2012). We have concluded from the aforementioned research that using social media influences

our inclination to buy, and we suggest that:

H10: Green Purchase intention has a moderating role between DMU and SCB



Functional
Value (FV)

Emotional
Value
(EV)

Social Value
(sv)

Electronic
Word of
Mouth

H3

H4

Figure 1: Conceptual Framework

H1

H2
H5
Digital Media Sustainable
Usage (DMU) i Consumption
Behavior (SCB)
H10 P
Green Age and
Purchase Region
Intention

Source: Created by author




Figure 2: Conceptual Framework
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METHODOLOGY

We proposed a theoretical model, which is represented in Figure 1. Conceptual Framework and
Figure 2: Conceptual Framework, based on the literature and theories indicated above. Six latent
constructs (Unobserved variables) were shown by the suggested model, including FV, EV, SV,
EWOM, DMU, PI, and SCB. These constructs could not be measured directly but could be
measured by indicators or manifestations (observed variables). Furthermore, this model was
reflective since the latent constructs were independent of the measurements utilized and the
causation was from the constructs to items, as seen by the arrows pointing in the direction of their

corresponding indicators (Coltman, Devinney et al. 2008).
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Context:

With the moderating influence of green purchase intention, the study intends to examine in-depth
how consumer behavior values affect sustainable consumption behavior and how digital media

usage mediates.

This study, which is constructed on the aforementioned literature (Jain, Gupta et al. 2020) and
(Jiang, Jotikasthira et al. 2022), has one dependent variable—Sustainable Consumption Behavior
(SCB)—four independent variables—Social Value, Emotional Value, and Functional VValue—and
electronic word of mouth (EWOM). Additionally, there is a mediator—the use of digital media—
and a moderator—Green Purchase Intention (GPI). Previously, it was believed that consumers’

behavioral intentions could be controlled by their age and geographic location.

This study followed convenience sampling. Krejcie and Morgan (1970) sample size estimation is
a widely used technique in research. The questionnaire has been circulated among 50 respondents
for this reason to assess its validity for the pilot test. After that, 201 respondents made up the
remaining data. In addition to the 4 independent variables and 1 dependent variable in this study,
there is also 1 mediator and 1 moderator. In total there are 251 respondents which are followed by
prior literature (Hidalgo-Triana, 2023)

Research Instrument:

Different tests have been applied through Smart PLS4 for all the variables; including descriptive
statistics, reliability, regression analysis, and correlation. Even with a small sample size, SMART-
PLS can capture the subtleties of our research model since it is resilient to violations of
distributional assumptions and flexible when modeling complex components (Khan A. K., 2024).
Since SMART-PLS places a strong emphasis on computing efficiency and predictive accuracy, it
is ideally suited for exploratory research (Sharma, 2024). Its ability to generate hypotheses and

insights from sparse data justifies its application in our study

A questionnaire was employed as the research tool in this study from prior research, which was a
guantitative analysis. Moreover, items for variables- functional value (4 items), social value (4
items), emotional value (3 items), and sustainable consumption behavior (3 items) adopted from
the study of Jiang (2022). Whereas, items for variables- EWOM (5 items), digital media usage (4
items), and green purchase intention (4 items) adopted by Jain (2020).
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Five unspoken categories representing five study factors were included in the questionnaire. The
remaining inquiries focused on the study's dependent variable related to information sharing. The
respondents were required to select responses from a range of options for each of the closed-ended
questions (Likert scale). A few personal questions about the respondent's demographics, education,
age, and occupation, among other things, were asked at the start of the questionnaire to elicit some

basic information.

Each variable in the proposed model was evaluated on a 5-point scale ranging from "strongly

disagree” to "strongly agree.” The period of the study is cross-sectional in design.

RESULTS AND ANALYSIS
Respondents profiling:

Table 1: Gender and Age-Wise Distribution of Respondents

Demographic Variable Frequency %
Gender
Male 120 48%
Female 131 52%
Age
15-17 years old 2 .8
18-20 years old 64 25.5
21- 23years old 185 73.7

Source: Created by author

Males filled out 45% of the surveys out of the overall sample size, while females filled out 52%.
Most respondents were in age between 21-23 years old whose percentage is 73.7%, whereas 25.5%
and 8 %, were of age groups 18-20 years old, 15- 17 years old respectively (see Table 1: Gender
and Age-Wise Distribution of Respondents).
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Correlational and Reliability Analysis:

Table 2: Reliability

Construct Cronbach’s Alpha No of Items

SV .616 4
FV .761 4
EV 699 3
EWOM .654 5
DMU 762 4
GPI 757 4
SCB .620 3

Source: Created by author

The correlation coefficients for all the variables that are significant at the.05 levels are displayed
(see Table 2: Reliability). According to earlier research, in comparable study situations,
Cronbach's alpha of more than 0.5 is considered appropriate for evaluating internal consistency
dependability (Noble, 2019). As Alpha values greater than 0.5 confirm the validity of the scale
employed in this study (Hajjar, 2018). Functional Value (FV) consists of four items (a=0.761),
and Emotional value (EV) consists of three items (a=0.699). Social value consists of four Items
(0=0.616), Electronic word of mouth (EWOM) consists of five items (0=0.654), digital media
usage (DMU) consists of four items (0=0.762) and green purchase intention (GPI) consists of four
items (0=0.757) and Sustainable consumption behavior consist of three items (¢=0.620). The
Cronbach alphas of all variables were found to be reliable (27 items 0>0.50).

Table 3: Correlations

Construct‘ FV EV ‘ SV EWOM DMU’ GPI ‘ SCB

FV ‘ 1 0.365 ‘ 0.314 0.114 0.047 ‘ 0.330 ‘ 0.065
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EV 0.365 1 0.307 0.248 0.125 0.442 0.145
SV 0.314 0.307 1 0.430 0.353 0.154 0.256
EWOM 0.114 0.248 0.430 1 0.462 0.072 0.219
DMU 0.047 0.125 0.353 0.462 1 0.183 0.141
GPI 0.330 0.442 0.154 0.072 0.183 1 0.193
SCB 0.065 0.145 0.256 0.219 0.141 0.193 1

Source: Created by author

The correlation between all variables is displayed in the table above. The term "correlation”

describes how two variables having a +1 to -1 range relate to one another. According to Sedgwick

(2012), a weak correlation exists when the correlation coefficient between the independent and

dependent variables is between 0.01 and 0.39. Additionally, there is a weak association between

coefficient values of 0.60 and 0.99, but a high correlation between 0.40 and 0.59.

Denoting the above table (see

Table 3: Correlations), functional value (FV=0.047), emotional value (EV=0.125), social value

(SV= 0.353), electronic word of mouth (EWOM= 0.462), digital media usage (DMU= 0.141),

green purchase intention (GPI1=0.141) has a strong positive correlation.
Regression Analysis:

H1: Functional value has an impact on digital media usage

H2: Emotional value has an impact on digital media usage

H3: Social value has an impact on digital media usage

H4: EWOM has an impact on digital media usage

H5: Digital media usage has an impact on sustainable consumption behavior
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Measurement Model:

Table 4: Linear Regression-Model Summary and Anova

Construct ‘ R? ‘ F
DMU ‘ 246 ‘ 20.102
a. Dependent Variable: DMU
b. Predictors: (Constant), FV

Source: Created by author

Table 5: Linear Regression - Coefficient

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.269 247 9.192 .000
FV -0.050 0.056 -0.052 0.880 0.380
EV -0.024 0.050 -0.028 0.473 | 0.637
SV 0.209 0.063 0.220 3.341 .001
EWOM 0.376 0.059 0.406 6.368 .000

a. Dependent Variable: DMU
Source: Created by author

According to the findings, the covariance or coefficient of determination, or R square, is the
percentage of variation in the independent variable (X) that is explained by the dependent variable
(Y) in a model. Functional value is the X variable, whereas the use of digital media is the Y
variable. Hence, 24.6% of modification in functional value is instigated because of digital media
usage. To determine whether regression analysis is significant or not, use the F-test or F-value.
Hence bestowing or analysis of the value of F-statistics positioned at 20.102 which shows the
regression model is statistically significant (see Table 4: Linear Regression-Model Summary
and Anova). The beta is -0.050, which assumes that only 56% of variation in the digital media
usage was clarified by functional value. Except that, the value of t-statistics placed at 0.880 of
functional value which validates the insignificant relationship with digital media usage at less than
0.05 (p<0.05).
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Whereas, the beta is -0.024, which assumes that only 50% of variation in the digital media usage
was clarified by emotional value. Except that, the value of t-statistics placed at 0.473 of emotional
value which validates the insignificant relationship with digital media usage at less than 0.05
(p<0.05)

The beta is 0.209, which assumes that only 63% of variation in the digital media usage was
clarified by social value. Except that, the value of t-statistics placed at 3.341 of social value which

also validates the significant relationship with digital media usage at less than 0.05 (p<0.05).

For EWOM, the beta is 0.376, which assumes that only a 59% variation in digital media usage was
clarified by emotional value. Except that, the value of t-statistics placed at 6.368 of EWOM which

validates the significant relationship with digital media usage at less than 0.05 (p<0.05)

Hence, Hs and Ha recognize that social value and EWOM have a positive relationship through
digital media usage. Whereas, Hi, and Hz, is predictable that Functional value and Emotional value
have an insignificant relationship through digital media usage. (See Table 5: Linear Regression
- Coefficient).

Table 6: Linear Regression-Model Summary and Anova

Construct ‘ R2 ‘ F
SCB ‘ .020 ‘ 5.057
a. Dependent Variable: SCB
b. Predictors: (Constant): DMU

Source: Created by author

Table 7: Linear Regression - Coefficient

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.351 231 14.523 .000
DMU 0.130 0.058 0.141 2.249 .000

a. Dependent Variable: SCB
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Source: Created by author

2% of modification in digital media usage is instigated because of sustainable consumption
behavior. To determine whether regression analysis is significant, use the F-test or F-value. Hence
bestowing or analysis of the value of F-statistics positioned at 5.057 shows the regression model
is statistically significant (see Table 7). The beta is 0.130, which assumes that only 58% variation
in the SCB was clarified by DMU. Except that, the value of t-statistics placed at 2.249 of DMU
which validates the significant relationship with SCB at less than 0.05 (p<0.05). Hence, H5 is
recognized that DMU has a positive relationship with SCB (see Table 6: Linear Regression-Model

Summary and Anova and Source: Created by author

Table 7: Linear Regression - Coefficient).

Table 8): Heterotrait-Monotrait (HTMT)

Constructs FV EV SV EWOM DMU GPI SCB

FV 0.610 0.578

EV 0.668 0.112

SV 0.136 0.82

EWOM 0.610 0.79

DMU 0.833 0.748 0.716 0.146 0.84 0.641

GPI 0.0643 0.678
SCB

Source: Created by author

The study also utilized the HTMT ratio of the correlations, which is now considered as a more
robust measure for accessing discriminant validity (Panzeri, 2024). For clearly discriminating
between two constructs, the correlations should ideally be smaller than one (Hair, 2024). A more
conservative threshold value of 0.90 or even 0.85 is also utilized, depending upon the research
context (Franke & Sarstedt, 2019). Table 8 shows that all the variables of the study attain
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discriminant validity at the HTMT 0.85 criteria. After examining the reliabilities and validities of

the constructs, it can be established that the overall measurement model portrayed acceptable

psychometric properties. Hence, the research framework was deemed suitable for examining the

inner model i.e. the structural model.

Structural Model:

Table 8: Total Effects

Original
sample Sample Standard deviation T statistics P
(O) mean (M) (STDEV) (|O/ISTDEV|) values
H1: FV->DMU | -0.058 -0.049 0.061 0.942 0.346
H2: EV ->DMU | -0.013 -0.01 0.05 0.268 0.789
H3:SV -> DMU 0.211 0.195 0.098 2.165 0.031
H4: EWOM ->
DMU 0.381 0.376 0.056 6.825 0.024
H5: DMU ->
SCB 0.141 0.147 0.058 2414 0.016

Source: Created by author

Figure 3: Structural Model
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Above Table 8: Total Effects and Figure 3: Structural Model shows the relationship between

independent and dependent variables with the help of a structural model. As per the analysis, a

statistically significant relationship exists between social value and EWOM with DMU. Also,
results revealed a positive association between DMU and SCB. Whereas, the link between

functional value and emotional with DMU remained insignificant.

H6: Digital media usage has a mediating role between functional value and SCB

Table 9: Direct and indirect effects

Direct and indirect effects Path Coefficients | T-Stats P-Values
The direct effect of FVV on SCB 0.059 0.870 0.192
The indirect effect: FV->DMU->SCB 0.007 0.596 0.275
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Source: Created by author

The analysis of the mediating role of MV in the relationship between 1V and DV was done using
mediation. The results discovered that the indirect effect of the X-variable (FV) on the Y-variable
(SCB) is insignificant as the value of p is < 0.005, whereas the direct effect of the X-variable on
the Y-variable is significant. This analysis shows that there is no complete or total mediation,
which means that the impact of functional value on sustainable consumption is completely
transmitted through DMU (see Table 9: Direct and indirect effects).

H7: DMU has a mediating role between emotional value and SCB

Table 10: Direct and indirect effects

Direct and indirect effects Path Coefficients | T-Stats P-Values
The direct effect of EV on SCB 0.130 1.920 0.027
The indirect effect; EV->DMU->SCB 0.016 0.017 0.070

Source: Created by author

The examination in the study of the mediating role of MV in the relationship between IV and DV
was done using mediation. The results revealed that the indirect effect of the X-variable (EV) on
the Y-variable (SCB) is insignificant as the value of p is > 0, whereas the direct effect of the X
variable on the Y variable is significant. This analysis shows that there is no complete or total
mediation, which means that the impact of emotional value on sustainable consumption is

completely transmitted through DMU (see Table 10: .

H8: DMU has a mediating role between social value and SCB

Table 11: Direct and indirect effects

Direct and indirect effects Path Coefficients | T-Stats P-Values
The direct effect of SV on SCB 0.235 3.662 0.000
The indirect effect: SV->DMU->SCB 0.020 0.850 0.198

20



Source: Created by author

The results exposed that the indirect effect of the X-variable (SV) on the Y-variable (SCB) is
insignificant as the value of p > 0, whereas the direct effect of the X variable on the Y variable is
also insignificant. This analysis shows that there is no complete or total mediation, which means
that the impact of social value on sustainable consumption is completely transmitted through DMU

(see Table 11: Direct and indirect effects).

H9: DMU has a mediating role between EWOM and SCB

Table 12: Direct and indirect effects

Direct and indirect effects Path Coefficients | T-Stats P-Values
The direct effect of EWOM on SCB 0.196 2.881 0.002
The indirect effect: EWOM->DMU->SCB 0.023 2.33 0.003

Source: Created by author

The results showed that the indirect effect of the X-variable (EWOM) on the Y-variable (SCB) is
significant as the value of p < 0.005 and T > 2.00, whereas the direct effect of the X variable on
the Y variable is also significant. This analysis shows that there is complete or total mediation,
which means that the impact of EWOM on sustainable consumption is completely transmitted
through DMU (see Table 12: Direct and indirect effects)

H10: Green Purchase intention has a moderating role between DMU and SCB

Table 13: Linear Regression — Coefficient

Coeff SE t P LLCI UUCI
Constant 9.9536 .6100 2.7572 .0063 2.8433 17.0639
DMU -1.694 .8829 -1.9194 .0561 -3.4335 0444
Pl -1.5217 8516 -1.7870 0752 -3.1990 1555
GPI x DMU 422 2071 2.0379 0.0426 0141 .8300

a. Dependent Variable: SCB
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Source: Created by author

Figure 4: Slope Analysis for Moderation
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Kuckertz, Gildebrant (2014) offers three different types of interaction effects that moderators could
be able to have. A moderator can, specifically, "strengthen” or "weaken" relationships or "reverse
or modify" relationships. Measure and test the differential influence of the independent variable
on the dependent variable as a function of the moderator is the fundamental goal of moderation
analysis (Sauer and Dick 1993). The coefficients of the equation are displayed in the Coefficient
“Coeff" column, and the p-values for each coefficient are displayed in column "p." The p-value of
the SCB between the variables- X (DMU) and M (GPI) is lower than 0.05. Hence, there is
statistical evidence of moderation in the relationship between X (GPI) and Y (SCB) (see Table

13: Linear Regression — Coefficient and
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Figure 4: Slope Analysis for Moderation).

DISCUSSION AND IMPLICATIONS
Discussion of the Study:

The present study adopted variables by the study of (Jiang, Jotikasthira et al. 2022) and (Jain,
Gupta et al. 2020), and developed new propositions to examine post-millennials sustainable

consumption behavior.

This research has revealed that H3, H4, and H5’s discoveries highlight the noteworthy association
of functional value and social value with digital media usage, suggesting that digital media
utilization enables post-millennials to endure sustainability in their lives. This discovery is
consistent with the preceding literature. Findings from H1 and H2 indicate that the connection
between functional value and emotional value has no impact on digital media usage. This revealed
that emotional value and functional value from consumer value theory are invalid in predicting

digital media utilization.

The use of digital media as a mediating factor in this study's SEM mediation analysis explains the
lack of a significant association between values and sustainable consumption behavior. However,
in the case of H9, the study explained a significant relationship between EWOM and sustainable
consumption behavior. It shows that, with the help of digital media usage, post-millennials will
spread EWOM about adopting or promoting their experience towards sustainable consumption
behavior. Hence, EWOM was discovered to be a significant predictor of purchase intention
(=0.13: p0.05), as researchers have long recognized the impact of EWOM on consumers' purchase

intentions (Zhang, Craciun et al. 2010).

Despite the abundance of research on the features that appeal to millennials about green goods,
little is known about the underlying factors that raise their intent to purchase them beyond social
influence and environmental interest (Huh, 2024). The result of H10 revealed that green purchase
intention strengthens the relationship between digital media usage and sustainable consumption
behavior. It shows that, in Pakistan, with the usage of digital media, post-millennials will able to

adopt sustainable consumption behavior by having green purchase intentions.
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Theoretical Implications:

The present study has contributed to the body of knowledge by providing fresh, insightful data.
The study has demonstrated how consumer values influence sustainable purchasing behavior
through the causal association between post-millennials intentions to make green purchases and
their use of digital media. A sizeable portion of the population and a major force in consumption
and environmental responsibility are post-millennials (Mishra, 2024). Therefore, this study has

given us the foundation we need to comprehend post-millennials sustainable consumption.
Practical Implications:

There is a genuine need for a mindset change among retailers in order for them to learn how to
integrate sustainability into products and services while preparing for the ongoing change they are
trying to adapt to, moving forward into the more unstable and unpredictable future, and better
managing the relationship to rapid change and obvious anxiety. To achieve flexible adaptability at
the intersection of circular economy, sustainability, and sustainable development, merchants must
go beyond what they already know (Klofsten, 2024). To better understand the relationship between
retailers' physical strategies and the sustainable smart store of the future, it is important to take into
account the disparity between consumers' attitudes toward sustainable consumption and their
purchasing behavior toward sustainable products. Policymakers and practitioners can use the
proposed model in this study, which mixes Consumer value theory and Social Networking Theory,
to promote more sustainable purchasing behavior. For both consumers and businesses, green
consumption has become essential. As part of their environmental obligations, businesses should
work to increase consumer awareness of green consumption through values and digital media
channels. Because the majority of consumers use digital media platforms (Rana, 2024). To boost
green consumption among Pakistan's consumers, businesses can employ digital media channels,
as revealed by the study's findings. With the increased environmental awareness brought about by
digital media platforms, green consumption would be optimized.
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Limitations and Future Research:

This study practically conducted its investigation of respondents. Future research should therefore
employ a different research approach and examine the effects of consumer behavior values on
sustainable consumption behavior as well as the function of projected builds as a mediator and
moderator. Additionally, this study was only focused on Pakistan, which restricted the analysis of
the findings (e.g., digital media usage and green purchase intention). Given that most respondents
were educated; the diffusion scenario may also be seen as a review constraint. The use of an online
review approach in this study does not ensure that the sample is representative of the broader
public, even though Internet channels present a particularly viable strategy for implementing
environmentally friendly behaviors. As a result, concluding the results requires caution and
research imitation is advised, particularly among digital media users from other countries and
societies. Due to the current analysis's primary focus on Pakistan's primarily post-millennial
female population, the results are representative of a particular period. This study was cross-

sectional as well.

The hypotheses in this paper should be further examined, especially in light of the green product
awareness of the use of digital media. Other suggestions for future researchers are to conduct this
particular study for specific sectors and products (suppose organic food and online education), to
examine consumer’s purchase intention with the help of digital platforms. Utilizing a hybrid
approach is also part of it because it could help validate the results and offer complementary views

on how the posited elements relate.
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