The role of pro-environmental self-identity and green stigma in environmentally friendly consumption
Abstract
Purpose – This research proposes an extended value-attitude-behaviour model to explain consumers’ environmentally friendly consumption behaviour based on their green consumption values in the emerging market context of India.
Design/methodology/approach – The extended model explores the relationship between green consumption values and environmentally friendly consumption through a sequential mediating process with the inclusion of environmental attitude and pro-environment self-identity. The research further posits green stigma as a moderating variable in the extended model to explore the noted attitude-behaviour gap in the previous environmentally friendly consumption behaviour literature. 
Findings – The study results confirm that green consumption value is sequentially linked to environmentally friendly consumption through environmental attitude followed by pro-environment self-identity. Additionally, the research uncovered that green stigma moderated the relationship between pro-environment self-identity and environmentally friendly consumption, thus providing a possible explanation for the attitude-behaviour gap evidenced in previous environmentally friendly consumption behaviour research. 
Originality – The study results have the potential to add further debate to the inclusion of pro-environment self-identity in the value-attitude-behaviour model and the role of green stigma in explaining the attitude behaviour gap in previous research.
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1. Introduction 
Recent research has emphasised the role of environmentally friendly consumption to reduce and ameliorate consumers’ environmental footprint and environmental degradation (Bodur et al., 2015; Barbarossa and De Pelsmacker, 2016). There is compelling evidence suggesting that consumers around the globe engage in more environmentally friendly consumption practices due to an increase in green consumption values due to growing concerns about climate change and the sensitiveness towards earth’s natural resources (see, Fontenelle, 2010; Perera et al., 2018). Despite this noticed thrust towards environmentally friendly consumption and enhancement of green consumption values, the decision-making process of consumers for engaging in environmentally friendly consumption is often termed as complex, malleable, and influenced by social and psychological factors (Do Paco et al., 2019; Yan et al., 2021). While environmentally friendly consumption is defined as consumption practices of consumers that have a less harmful or more positive effect on the natural environment than substitutable activities (Pieters, 1991), on the other hand, green consumption values are referred to as the tendency to express the significance of environmental protection through consumer’s purchases and consumption behaviours (Haws et al., 2014). One of the most intriguing issues and recurring themes regarding the relationship between green consumption values and environmentally friendly consumption that remains a concern for social marketers and traders is the ‘attitude‐behaviour gap’. This gap reveals that strong green consumption values often do not translate into environmentally friendly consumption in practice (Peattie, 2010; Johnstone and Tan, 2013, 2015; Hanss et al., 2016; Frank and Brock, 2018; Yamoah and Acquaye, 2019). Although previous research has highlighted certain factors such as green product virtue (Spielmann, 2021), shame (Amatulli et al., 2019), trust, and cynicism (Pickett-Baker and Ozaki, 2008; Pagiaslis and Krontalis, 2014), as some of the factors that may account for or reduce this gap, primarily this gap between consumers’ green rhetoric and resultant purchasing behaviour is still unexplained (Johnstone and Tan, 2015).
		Although numerous researchers have used the theory of planned behaviour to examine green consumption values of consumers and its links with proximal antecedents of environmental behaviour, such as the attitude towards the behaviour (i.e., attitude, subjective norms, perceived behavioural control), that may strongly influence likely behavioural outcomes (Perrea et al., 2014; Steg et al., 2014), largely the paradox of attitude-behaviour gap remains unanswered. The over-reliance on the theory of planned behaviour has skewed efforts towards understanding potential antecedents of environmentally friendly consumption. A better understanding is needed for how the consumers follow through the behavioural process of environmentally friendly consumption originating from green consumption values (Perera et al., 2018). In the wake of the inability of the theory of planned behaviour to understand this behavioural process of environmentally friendly consumption stemming from green consumption values, and its perpetual criticism (See Sniehotta et al.,  2014), this research uses the value-attitude-behaviour model (Homer and Kahle, 1988) as a theoretical lens to explore the gap between the high values consumers place on the environment and their low level of actual behaviour in environmentally friendly consumption. The value-attitude-behaviour (VAB) model emphasis on the mediating role of attitudes on the values and behaviours relationship and implies a hierarchy of cognition in which the influence theoretically flows from values to mid- attitudes to specific behaviours (i.e., value → attitude → behaviour) (Milfont and Duckitt, 2010). VAB model has been applied in several theoretical and empirical research related to environmental issues (Jacobs et al., 2018; Cheung and To, 2019; Han et al., 2019; Kim et al., 2020; Liu et al., 2021). More recent research has witnessed the extension of the VAB framework with new variables; nevertheless, arguments regarding the direct and indirect effects of values on environmental behaviours and the attitude-behaviour gap remain inconclusive (Liu et al., 2021; Tan, 2011).
		In an attempt to find answers for the noted attitude-behaviour gap and in light of recommendations for new theoretical frameworks to explain behavioural phenomena to help better explain the non-environmentally friendly consumption of consumers despite strong green consumption values (Sniehotta et al.,  2014), this research proposes a new theoretical model that extends the value-attitude-behaviour hierarchical flow while positing pro-environmental self-identity as an additional mediating variable in the VAB model (i.e. green consumption values → environmental attitude → pro-environmental self-identity→ environmentally friendly consumption). The model suggests that consumers’ environmentally friendly consumption behaviours come about through the systemic route of green consumption values, environmental attitude, pro-environmental self-identity, and environmentally friendly consumption. Each factor in this sequential chain directly affects the next, and thus each may also affect variables further down the chain. The case for including pro-environmental self-identity as an additional mediator in the relationship between green consumption values and environmentally friendly consumption is specifically based on two reasons. First, previous research has suggested that identity processes should be examined while predicting specific behaviours (Rise et al., 2010). Second, empirical evidence supports the notion that self-identity may predict behavioural intentions once attitudes have been accounted for (Charng et al., 1998; Sparks and Shepherd, 1992).
		Additionally, in light of the observations of Johnstone and Tan (2015), that due to the stigma attached to the green consumption behaviour because of stereotypes and negative perceptions of green messages (referred to as green stigma), consumers may distance themselves from people or environmentally friendly products that have the potential to threaten their self-esteem and self-identity (Banister and Hogg, 2004; Rettie et al., 2014), we further examine the moderating impact of green stigma in the relationship between pro-environmental self-identity and environmentally friendly consumption in the newly suggested framework to examine whether green stigma plays an important role in this new model. In other words, the moderating effect of green stigma on the extended VAB relationships is tested to understand whether green stigma poses an additional barrier or generate resistance for consumers towards environmentally friendly consumption (Johnstone and Tan, 2016).
		Thus, the main objective of this research is to develop a theoretical framework by extending the VAB model that can clearly explain consumers’ environmentally friendly consumption behaviour stemming from green consumption values through sequential mediating of environmental attitude and pro-environmental self-identity. Additionally, we test the moderating impact of green stigma on the extended VAB framework to understand its role in deterring environmentally friendly consumption. The research contributes to the literature exploring the relationship between green consumption values and environmentally friendly consumption by highlighting the role of pro-environmental self-identity that may impact consumers' environmentally friendly consumption behaviour. Theoretically, the extended VAB model with the proposed sequential mediators can explain consumers' environmentally friendly consumption behaviour stemming from green consumption values. We also bring into contention the role of green stigma in the newly proposed comprehensive VAB model to examine whether green stigma is a potential deterrent factor that influences consumers' non-environmentally friendly consumption behaviour.
The majority of research has focused on examining consumer’s environmentally friendly consumption behaviour in the context of developed countries (Notarnicola et al., 2017; Park and Lee, 2014; Polonsky et al., 2012). However, research examining the same in a developing country and emerging market context is growing but very limited. For example, Dermody et al. (2015) examined the mediating effect of pro-environmental self-identity in sustainable consumption in the UK and China. While, Alsmadi (2007) measured the environmental consciousness of Jordanian consumers over green marketing and concern over the environment. Given the limited nature of this research, we examine consumer’s green consumption values and environmentally friendly consumption patterns and lifestyles in the context of India, an emerging market with evolving institutions and rapidly changing consumer beliefs (Sreen et al., 2020)
		The rest of this research is organized as follows. Section 2 provides the theoretical background and hypothesis formulation. Section 3 presents the conceptual model, followed by section 4 that focuses on the research methodology. Section 5 presents the data analyses and results. Section 6 offers the theoretical and practical implications, followed by the conclusion section.
2. Theoretical background and hypothesis formulation 
2.1 Value-attitude-behaviour hierarchy model
We chose Homer and Kahle's (1988) value-attitude-behaviour hierarchy as the theoretical framework for this research. Previous research in this domain has observed that value and attitude are essential in explicating individuals' environmentally friendly consumption behaviour (Han et al., 2019). The main rationale for using this model was based on the fact that VAB assumes an indirect effect of values and it has been employed in previous research to explain how one's perception of value influences behaviour through attitudinal construct (Jacobs et al., 2018; Milfont and Duckitt, 2010) Value reflects the choices an individual makes from the variety of social values or value systems to which that individual is exposed, and in context of consumption it refers to the fundamental standard used by consumers when making a purchasing decision (Engel et al. 1995; Björk, 1998). On the other hand, attitude can be referred to as an individual’s consistent tendency to respond favourably or unfavourably toward an object in question and is often described as the volitional control of the individual that explains any individual’s rationale for engaging in a certain behaviour (Kim et al., 2020). The VAB model has been applied in several theoretical and empirical research to look at either the influence of values on environmental attitudes and ecological behaviours, or the mediating role of environmental attitudes (Milfont and Duckitt, 2010).
2.2 Green consumption values and environmentally friendly consumption 
Numerous researchers have used consumption values theory to explore and verify the influential factors that impact consumer choice behaviour for green products (Pinto et al., 2011; Lin and Huang, 2012; Gonçalves et al., 2016). But ever since the conceptualisation of green consumption values (GCV) framework (See Haws et al., 2014), the research has moved towards exploring GCV in the context of different outcomes, such as sustainable consumption (x et al., 2019), purchase intentions (Varshneya et al., 2017), and structural effects (Suki, 2016). While Yan et al. (2019) study mainly explored GCV in the context of psychological feelings of power influence on consumers’ consumption of green products, on the other hand, Varshneya et al. (2017) observed that the relationship between GCV and purchase intentions of consumers is mediated by attitude.
		Environmentally friendly consumption (EFC) is defined as consumption practices of consumers that have a less harmful or more positive effect on the natural environment than substitutable activities (Pieters, 1991). Previous research has reported different mixtures of consumption values that may result in EFC (Finch, 2005). The extant literature has reported a positive relationship between environmental values and behaviour (Steg et al., 2014; Urien and Kilbourne, 2011). Moreover, researchers have observed the influence of personal values on environmentally responsible consumption (Pinto et al., 2011; Tang and Hinsch, 2013). Different combination of values have been observed to have a differentiated influence on green purchase behaviours (Gonçalves et al., 2016; Suki, 2016). More recently, Sharma and Jha (2017) reported that specific value dimensions (i.e., acceptance, compassion, tradition, and universalism,) have an apparent positive influence on sustainable consumption behaviour. In light of these observations, the authors propose:
H1: A direct and positive relationship exists between green consumption values and environmentally friendly consumption
2.3 The mediating role of environmental attitude between green consumption values and environmentally friendly consumption 
Environmental attitude is the psychological tendency of a particular consumer to appraise the natural and built environment, and factors impacting their quality, with a degree of favour or disfavour (Milfont and Duckitt, 2010). The formation of attitude and action is found to be dependent on the development of values (Rokeach, 1973; Homer and Kahle, 1988; Bardi and Schwartz, 2003), and attitudes have a strong influence on pro-environmental behaviours (Leonidou et al., 2011; Steg and Vlek, 2009). Values are observed to be testaments of attitudes due to their higher-order cognitive manifestation of human impetuses and life orientations (Bardi and Schwartz, 2003; Sagiv et al., 2011). Given Homer and Kahle’s (1988) proposed hierarchical flow order – ‘value  attitude  behaviour’ – it can be assumed, concerning this research that an individual consumer’s GCV may influence EA, and that may further result in EFC behaviour. Homer and Kahle’s (1988) hierarchical model was also supported by Milfont and Duckitt (2010), where the latter observed that attitudes mediate the relationship between values and behaviour. Moreover, numerous studies have also reported the independent relational link between GCV and EA, and EA and EFC. Shin et al. (2017) observations that altruistic value has a positive influence on biosphere values and this influences the environmental attitudes of consumers, further builds upon evidence of linkage between GCV and EA. 
		Further previous research has also observed that individuals with a positive attitude towards the environment, indulged more in green product consumption behaviours (Balderjahn, 1988; Chyong et al., 2006; Bissing-Olson et al., 2013), thus indicating a strong connection between EA and EFC. Hence based on this discussion and the evidence of hierarchical flow among value, attitude, and behaviour presented by Homer and Kahle (1988), this study proposes:
H2: Environmental attitude mediates the relationship between green consumption values and environmentally friendly consumption
2.4 Mediating impact of pro-environmental self-identity between green consumption values and environmentally friendly consumption
Pro-environmental self-identity (PSI) is defined as a resilient sense of oneself that is inter-reliant with the natural world, and to the extent, a person thinks of environmentalism as an integral part of his/her being (Carfora et al., 2017). PSI amounts to the degree to which consumers consider environmentalism as part of their being, and numerous studies have reported linkage between PSI and pro-environmental behaviours (Gatersleben et al., 2014; Dermody et al., 2018; Geng et al., 2019; Hansmann et al., 2020; Hartl et al., 2020). Moreover, previous research has observed that identity is a factor that brings consistency between consumers’ attitudes and behaviours (Dermody et al., 2018), and PSI has a strong impact on pro-environmental behaviours as compared to attitudes and values (Whitmarsh and O'Neill, 2010). Accordingly, PSI assumes significance in the context of understanding the relationship between GCV and EFC as research evidence consistently portrays PSI to be a significant predictor of consumption choices (Dermody et al., 2015). This assumption becomes stronger as evinced in Gatersleben et al. (2014) and van der Werff et al. (2013) studies confirming that PSI is a strong mediating impact between values and behaviours. Thus, the impact and influence of PSI on EFC is sufficiently evidenced in the extant literature, thus authors propose the following hypothesis;

H3: The relationship between green consumption values and environmentally friendly consumption is mediated by pro-environmental self-identity.

2.5 The mediating role of environmental attitude and pro-environmental self-identity between green consumption values and environmentally friendly consumption

[bookmark: bbib24]In light of the discussion in previous hypothesis and evidence about EA and PSI being independent mediators between GCV and EFC, the authors envisage sequential linkage among GCV, EA, PSI, and EFC. Given Rise et al. (2010) observations that attitude and self-identity are distinct constructs, it does make sense to inquire into the sequential mediating impact of EA and PSI in the relationship between GCV and EFC. Since attitudes are evaluative judgements about something (Maio et al., 2009), a consumer can evaluate and judge something to be right or wrong only by basing on something or comparing it with another thing. Hence, values, in this case, serve as a platform to make an evaluative judgment about something to be right or wrong (i.e., attitude/s) concerning the collective interests of the society (Dietz et al., 2005). Moreover, in light of the previous discussion, it can be claimed that individuals with a set of green consumption values that are self-transcendent tend to be important, as these values help shape attitudes or in other words, GCV help individuals to evaluate and judge what is good for the environment.

		Further, the attitude being solely a cognitive function (Hallajow, 2018), may result in the active construction of consumers’ PSI. In other words, consumers who engage in self-evaluation vis-à-vis their GCV will form EA, and this attitude will drive consumers to develop PSI, which will eventually trigger EFC. Further, given that previous research has observed that EA predicts inclination towards EFC, and these influences are strongly mediated by PSI (Fielding et al., 2008), backs up the contention, that there might be a significant sequential mediating impact of both EA and PSI in the relationship between GCV and EFC.  Hence the following hypothesis;

H4: Environmental attitude and pro-environmental self-identity mediate the relationship between green consumption values and environmentally friendly consumption.

2.6 Moderating role of green stigma in the extended VAB model
Pro-environmental self-identity significantly predicts consumption choice-making (Carfora et al., 2017; Soliman et al., 2017; Dermody et al., 2018), and it assumes much significance in explaining pro-environmental behaviour, which is EFC in the context of this study. EFC plays a considerable role in shaping and preserving consumers’ identity, and their individual and social self (Soron, 2010). Prior evidence suggests that PSI has a significant positive influence on EFC as compared to attitudes as well as values (Sparks and Shepherd, 1992; Whitmarsh and O'Neill, 2010, Demody et al., 2018). Dermody et al. (2015) found that the socially symbolic dimension of identity positively links PSI with consumption motivation. Examining the impact of PSI in addition to EA will undoubtedly help to predict specific consumer behaviours, but the sequential mediation might not be enough to explain the gap in attitude and behaviour.

		In the quest to find a relevant factor that can explain this gap in attitude and behaviour of consumers, the authors contemplate green stigma (GS) phenomenon, proposed by Johnstone and Tan (2015). Green stigma can be characterised as a sign of dishonour towards green consumers (Arli et al., 2018). In other words, due to a stigma associated with green consumption behaviour consumers may distance themselves from people or environmentally friendly products that have the potential to threaten their self-identity (Rettie et al., 2014). Green stigma might pose additional barriers for consumers to participate in green consumption practices, and may bring resistance towards EFC (Johnstone and Tan, 2016).

		The assumption of GS as a potential factor for impacting the EFC of consumers also rests upon the fact that identities can be sensitive to situational factors (Oyserman, 2009). According to identity-verification principle, individuals often seek validation for enacting a particular identity, and their progress is self-evaluated comparative to the environment (Reed II  et al.,  2012). In the specific case of EFC, the feedback from the external environment which is the negative perception of green behaviours (green stigma) may be introspectively processed by the consumers to determine whether to go ahead with the EFC or not. This validation becomes essential because the consumers might not want to be stigmatised, and resultant stigma can result in adverse psychological outcomes like alienation, shame, self-hate, and self-derogation (Nguyen et al., 2014). Thus, consumers with GCV and EA consider their PSI within a social context that happens to be mostly stereotyped and negative, and that endorses a feeling of inappropriateness and discourages them from indulging in actual EFC. Although social research has established that stigma is related to adverse outcomes still a comprehensive understanding of how and why GS affects PSI and outcomes of consumption behaviour such as EFC is missing. Thus, for understanding the role of GS in PSI and EFC, this research proposes:

H5: Green stigma moderates the mediated relationship between green consumption values and environmentally friendly consumption via pro-environmental self-identity in such a way that when green stigma levels are high, the conditional indirect effect of green consumption values on environmentally friendly consumption will be low, whereas when green stigma levels are low the conditional indirect effect of green consumption values on environmentally friendly consumption will be more (H5).

3. Conceptual model
The conceptual model (Fig. 1) illustrates the hypothesised relationship among the variables of green consumption values (GCV) and environmentally friendly consumption (EFC) through mediating impacts of environmental attitude (EA) followed by pro-environment self-identity (PSI). Further, in the quest to find whether green stigma (GS) in some way can help explain the attitude-behaviour gap paradox, this research examines the moderating role of GS in the relationship between PSI and EFC. In the model sequence, five particular relationships will be tested: Model 1 will test the direct relationship between GCV and EFC, Model 2 will evaluate the relationship between GCV and EFC mediated by EA, Model 3 will evaluate the relationship between GCV and EFC mediated by PSI, The Model 4 will evaluate the sequential mediation effect of EA and PSI  between GCVand EFC and lastly, Model 5 will evaluate the indirect effect of both mediators EA and PSI on EFC through the moderating impact of GS.
Figure 1 goes about here

4 Research methodology
4.1 Participants and procedure
A structured questionnaire was used to collect data with the help of final year post-graduate business students of a reputed Northern Indian university, as a requirement for their field research assignment. Students were given a special lecture to acquaint them with the purpose of study and provide the necessary guidelines for collecting the information. To ensure the quality of data, and avoid any surrogate information, the sample size was restricted to five samples per student. Further, random cross-validation was done to check the authenticity of data to avoid any false information by making calls to the respondents. 
		In total, 834 valid responses were received. The students were selected as a sample because they were educated and had good awareness regarding sustainability and environment-friendly consumption (Panda et al., 2020). Thus, they were able to relate to the essence of the study and provide relevant information about the study. Moreover,  they were deemed to be the future consumers with the potential of carrying forward their attitude of pro-environmental attitudes consequently resulting in a sustainable behaviour  (Seegebarth et al., 2015).  
4.2 Measures 
Validated scales were used to test the hypotheses of this research. GCV was measured using six questions adapted from Haws et al. (2014).  For assessing environmental attitude, the study adopted five items scales from Kilbourne and Pickett (2008). Pro-environment self-identity comprising four items and green stigma containing three items were adopted from Sparks and Shepherd (1992), and Tan et al.  (2016) respectively. The assessment of environmentally friendly consumption was assessed with eight items that were adopted from Balderjahn et al. (2013). The demographic profile of the respondents was also recorded (Table 1). 

Table 1 goes about here

4.3 Data analysis
Data collected was scrutinised for missing values and outliers, and invalid questionnaires were eliminated to avoid discrepancies. Following the elimination of incomplete and invalid responses, a total of 834 valid responses were obtained, which is above recommended value as rescribed by Hair et al. (2021) (i.e. one to five ratio per measurement item). This study relied on a single questionnaire for collecting data, thus raising concerns relating to common method variance (CMV). These concerns were addressed by applying procedural remedies and statistical tests proposed by Podsakoff et al. (2003). Harman’s single-factor test was also used for testing the CMV(Harman, 1976). An exploratory factor analysis was conducted for 26 items, explaining the reason for  78.85 % percent variance. The largest factor explained  33.87 %    variance, which is below the cut-off value of 50%, suggesting the absence of common method bias. 

5. Results
The authors used Smart PLS (Partial least squares) Version 3.2.8 for evaluating the measurement model as well as the structural model (Hair et al., 2021; Ringle and Sinkocivs, 2009). A two-staged PLS-SEM model evaluation process was used for conceptual model analysis.

5.1 Measurement model results
The first phase involved inspecting the measurement models, depending on the measurement model type. The authors analysed indicators, construct reliabilities, convergent validity, and discriminant validity as per Hair et al. (2021) recommendations for the evaluation of reflective measurement models. Table 2  shows the results of the reflective measures. All external loadings of measurement items, composite reliability as well as average variance extracted were above the threshold value of  0.7, 0.7, and 0.5, respectively. Thus convergent validity of constructs was established (Hair et al., 2021). Reliability was evaluated using Cronbach alpha. All construct reported Cronbach alpha above the threshold value of 0.7. The results indicated that the constructs used in this research possessed a high level of consistent internal reliability (Fornell and Larcker 1981)(Table 2).

Table 2 goes about here

Further, Fornell and Larcker (1981) criteria were used to examine discriminant validity. The results suggested that the square root of AVE for each of the constructs was higher than the inter-construct correlations. Table 3, exhibits that values in the diagonals were greater than the values in their respective row and column; thus, discriminant validity was established

Table 3 goes about here

5.2 Structural model results
The second phase involved examining the structural model, and its main focus was on testing the significance as well as the relevance of the path coefficients to examine proposed hypotheses and model’s explanatory power (i.e., the R2), predictive power (Geisser, 1974; Stone, 1974;), as well as overall model-fit. (Henseler et al., 2015). The structural model was assessed through bootstrapping method with a re-sampling of 5000. The predictors were examined for multicollinearity utilising VIF values for each construct, which was observed to be lower than the suggested value of 10 (Hair et al., 2021). The calculation of R2 (a measure of the model’s explanatory power – Hair et al., 2021) suggested that all four variables together explained 63.3 percent of the variance for the dependent variable (Table 4). Standardised root mean square residual (SRMR) was used for the overall model assessment fit (Henseler et al., 2015). The model resulted in SRMR value of .051, which implied a good global fit (See Hu and Bentler, 1999)(Table 4).  The predictive relevance of the model was also examined using a blindfolding procedure. Blindfolding is a sample reuse technique to evaluate Stone-Geisser’s Q2 value (Geisser, 1974; Stone 1974). The results demonstrated a positive Q2 value of EFC (.472), which suggested the predictive relevance of the model (Hair et al., 2021).

Five models were formulated to test the research hypothesis. The first model examined the direct effects of GCV and EFC (H1). The second and third models examined the indirect impact of EA in the relationship between GCV and EFC (H2) and the indirect effects of PSI on the relationship between GCV and EFC (H3). The fourth model analysed the sequential indirect effect of EA and PSI in the relationship between GCV and EFC (H4). In the fifth model, the authors introduced GS as the moderator and examined the hypothesis relating to moderated mediation (H5). 

5.2.1 Direct effect
A significant direct effect of GCV on EFC was found (β= 0.751, p<0.05, LLCI = .715, ULCI = .781, R2= .564). Thus, hypothesis H1 was supported (Figure2,Table 4).

Figure 2 goes about here


5.2.2 Mediation analysis
To test the mediation,   Nitzl and Roldán’s (2016) approach was followed. The results showed existence of a significant partial mediating effect of EA (β= 0.436, p<0.05, LLCI = .381, ULCI = .577, VAF= 58%) (Table 4), and PSI (β= 0.182, p<0.05, LLCI = 0.137, ULCI = .229, VAF= 24.2%) in the relationship between GCV and EFC. The variance accounted for (VAF) suggested partial complimentary mediation (Hair et al., 2021) for model 2 and model 3.  Thus, hypothesis H2 and H3 were supported (Table 4). Further, the mediating effect of EA and PSI were evaluated simultaneously to examine the influence of sequential mediation in the relationship between GCV and EFC. The result suggested significant partial mediating effect (β= 0.083, p<0.05, LLCI = .049, ULCI = .121) (Table 4).

Figure 3 goes about here


Figure 4 goes about here

Figure 5 goes about here

5.2.3 Moderated mediation 
For examining the moderated-mediated effects (Model 5, Figure 6), the authors tested for conditional indirect effects (i.e., GS’s moderating effect on the mediated relationship between GCV and EFC via PSI) using Hayes’ (2018) PROCESS macro (Model 87) for SPSS. The latent variable scores were obtained from PLS analysis (Hair et al., 2021),  following the three conditions given by Preacher et al. (2007). The first condition stipulates that there should be a significant indirect effect, and the results of the study suggested a substantial indirect impact, (β= 0.028, p<0.05, LLCI = 0.012, ULCI = .051). Thus, Condition 1 was satisfied. The second condition recommends that there should be a substantial interaction effect between moderator and mediator. The results demonstrated significant negative interaction effect between PSI and GS, on EFC (β= -0.07, p<0.05, LLCI = -0.121, ULCI = -0.037) (Table 4), thus supporting condition 2. 

		The third condition is to establish the size of the conditional indirect effect of GCV on EFC via PSI so that it should be different across high and low levels of GS. Table 5 presents the index of moderated mediation. Zero was not included in the confidence interval for index of moderated mediation (Index = -0.03, SE = 0.0132, 95% CI = [-0.066, -0.014]), thus implying indirect effect could vary significantly with GS. Further, it was found the conditional indirect effect to be weaker for high level (conditional indirect effect = .02, 95% CI = 0.018, 0.07) than at low level (conditional indirect effect = .10, 95% CI = 0.05, 0.16) (See Table 5, Figure7). Thus, supporting H5. 

Table 4 goes about here
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6. Discussion
[bookmark: _Hlk28941460]This research proposed and examined indirect relationships via EA and PSI between GCV and EFC of environmentally friendly consumers. Extending on the scope of the VAB model, with the inclusion of PSI, the authors proposed a sequential process to explain how GCV of environment-friendly consumers influences EFC and how GS might attenuate the EFC behaviour of the consumers. The results of the study revealed that GCV is sequentially linked to EFC through EA, followed by PSI. Moreover, the research uncovered that GS moderated the relationship between PSI and EFC, thus suggesting a possible clarification for the attitude-behaviour gap of environment-friendly consumers. The results confirm a direct positive relationship between GCV and EFC that resonates with the positive relationship observed between values and behaviour (Schwartz and Bilsky, 1987), values and sustainable and environmental consumption behaviour (Gonçalves et al., 2016), and environmental values and behaviour (Steg et al. 2014). More specifically, these results of the study are in sync with Haws et al. (2014) study that observed a strong relationship between the GCV and consumers’ responses to environmentally friendly products. 

		The findings in support of the mediation effect of EA in the relationship GCV and EFC mainly follow with Homer and Kahle’s (1988) proposed hierarchical flow among value, attitude, and behaviour (i.e., value  attitude  behaviour). Model 2 findings also conform to the results of positive shreds of evidence presented by Shin et al. (2017) and Goh et al. (2017), in regards to the observed relationship of attitude and green behaviour aspects. Similarly, the results presented through Model 3 affirm that PSI indeed can be posited as a mediating variable between GCV and EFC, that manages consistency between environmentally friendly consumers’ EA and EFC behaviours to maintain continuity and consistency across their experiences (Dermody et al., 2018). Though the analysis of whether PSI has a more decisive influence on EFC as compared to GCV is not in the scope of this study (Sparks and Shepherd, 1992; Whitmarsh and O'Neill, 2010), future research can examine and compare respective influences. The study’s result also conforms with Gatersleben et al. (2014) and van der Werff et al. (2013) that reported PSI fully mediated the relationship between values and behaviours. 

[bookmark: _Hlk28946997]		The main objectives of this study was to examine and unravel the sequential mediation process between GCV and EFC in its entirety with the inclusion of EA and PSI. Given that H2 and H3 were supported respectively, the results further (see Model 4) confirm the proposed sequential mediation. The sequential mediation denotes that green consumption behaviour (i.e., EFC) is not a random exercise; instead, it is a continuous process that begins with self-transcendence values gradually resulting in attitude formation. Invariably, sound GCVs (based on value systems endorsed and nurtured by parents, national governments, educational institutions right from a young age) serve as a foundation to form the right attitude comprising environmental conscience. Further, these attitudes propel one to perceive oneself with certain pro-environmental characteristics that would lead to the active construction of consumers’ PSI. Thus, the consumers who engage in self-evaluation vis-à-vis their GCV will form EA, and this attitude will drive consumers to develop PSI, which will eventually trigger EFC. The assertion of PSI may comprise consistency in one’s values and attitudes and can be perceived as highly relevant in exploring consistent EFC behaviour. In other words, consumers with PSI will act or behave in accordance with their formulated identity backed by self-transcendent GCV and EA, and will eventually indulge in EFC behaviour. 

		Last but not least, the research results found that GS moderated the indirect effect of both mediators EA and PSI on EFC. GS negatively moderated the relationship between PSI and EFC. In other words, high levels of GS significantly reduce the level of EFC. These results offer a convincing justification for the gap in attitude and behaviour persisting in existing research. With the results supporting that GCV is sequentially linked to EFC through EA followed by PSI and subsequent finding that GS moderates the relationship between PSI and EFC, the proposition that GS is the factor that attenuates the EFC behaviour of the consumers, gain strong traction. It could have been challenging to link GS with either GCV or EA, as GS has been proposed as a potential factor that might adversely impact self-esteem as well as self-identity of the consumers (Johnstone and Tan, 2015). Thus, by improvising the VAB framework with the inclusion of PSI, it was possible to uncover the impact of GS on EFC of consumers. This is a significant contribution, as it highlights that GS is a potential factor that can interrupt or restrict pro-environmentally friendly consumers’ conversion to actual buying behaviour due to society’s negative perception of green behaviours and its impact on identity. In other words, GS propagated by a social context that happens to be mostly stereotyped and negative towards green behaviour casts a negative impact on the PSI of consumers and endorses a feeling of inappropriateness, and discourages them from indulging in actual EFC behaviour.

6. Implications
6.1 Theoretical implications
From a theoretical perspective, this research extends the VAB framework in line with the observations of scholars who have called for the inclusion of self-identity in behavioural-intention construct (Rise et al., 2010; Gatersleben et al., 2014; Carfora et al., 2017; Dermody et al., 2018; Paquin and Keating, 2017). The new process framework includes self-identify as an additional predictor for forecasting specific, environmentally friendly behaviours. The confirmation of the distinct mediating impact of PSI between GCV and EFC offers an understanding of EFC behaviour and also the role of PSI as a behavioural influencer. The scope of this study restricted the authors to investigate whether PSI has a more decisive influence on EFC as compared to GCV. Still, more focused research around this can bring in interesting results. Further, with the inclusion of PSI in the VAB framework, this research can advance scholarly knowledge of the underlying psychological processes that linked GCV with EFC and established GS as a potential factor that attenuates EFC behaviour. The study’s results are successful in establishing the following hierarchical flow among value, attitude, identity, and behaviour of environmentally friendly consumers that can help researchers to understand environmentally friendly behaviours.
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Most importantly, the research results, that establish GS as a potential attenuating factor that negatively impacts EFC due to its negative influence on PSI offers a convincing explanation for the gap in attitude and behaviour prevailing in environmental buying behaviour research. The study extends the notion of identity-driven consumption behaviours to the existing literature by giving a green outlook to it. Based on the identity-driven behaviour framework and identity verification principle, this study brought to limelight identity as a social construct that is dictated by social factors and that has the capacity to change EFC, depending on the social trends and assumptions. 

6.2 Practical implications
Besides making theoretical contributions, the study has opened avenues for several practical implications for environmental policymakers and environmental strategy development of for-profit and non-for-profit organisations. Since the majority of the respondents were millennials, the results of the study have the potential to inform policymakers and for-profit and non-for-profit organisations. The study’s result can spur them to take strategic initiatives around the formulation of EA and PSI in millennials, as well as reducing the negative impact of GS on PSI. The results that GCV is not the sole prerequisite for EFC; instead, more focused approach on the part of these stakeholders is needed to further convert GCV into EA and PSI. At the same time, a cautious strategic approach must be taken to eradicate the GS associated with green behaviour. Organisations that wish to encourage EFC should establish meaningful communication with their customers that helps to translate the green values, attitudes and self-identity to environmentally friendly consumption and at the same time negate the impact of green stigma. Other customers' green consumption experiences and examples that influence consumers in invoking environmental values, attitudes, and self-identity (Walton and Jones, 2018), could be used as a targeted strategy to reduce the impact of green stigma. Thus, this research has explained not only the process for how and why pro-environmental consumers engage in green consumption behaviours but also offered an insight into why many consumers may not engage in green consumption behaviours. 

7. Conclusion 
Green consumption values are found to be an essential source that constructs environmentally friendly consumption behaviour. While environmental attitude and pro-environment self-identity positively (and sequential) mediated the relationship between GCV and EFC, green stigma bared to be an essential moderator that negatively impacts the relationship between PSI and EFC. Moreover, the results suggest that green stigma can be posited as one of the reasons for explaining the gap in attitude and behaviour in the environmental consumption context. Stigmatised behaviours such as green consumption might negatively influence green self-identity is an important finding. As mentioned in the previous section, removing stigma would be a challenging task for both policymakers and practitioners alike as it dampens the environmentally friendly consumption. If not fully managed, green stigma can nullify the positive effects of values, attitudes, and self-identities in this context. Further, the relative intensity of the relationship between green self-identity, GCV, and green attitudes on EFC also should be a relevant theme for research in the future.
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