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Abstract: The use of plastic bags has long been a global concern due to its hazardous contributions
to the environment. Firms, governments, and special interest groups (like Greenpeace) have always
earnestly ventured, through their individual or collaborative initiatives, strategies and/or (demarketing)
campaigns, to discourage the use of plastic bags to ensure a healthy and sustainable planet. However,
such initiatives are least likely to produce desired results if the most important stakeholder i.e., consumers
do not perceive greater value from such a reduction in usage of plastic bags. Considering the same
an important precondition for building positive intentions and consequent behaviors to reduce plastic
bag usage and a complementor of demarketing efforts of the stakeholders, the primary purpose of
this study has been to investigate the role of consumers’ green orientation, environmental knowledge,
and perceived instrumentality of demarketing efforts in enhancing the perceived value of plastic usage
curtailment. Based on PLS-based structural equation modelling performed on a data set comprising
977 consumers, it has been found that the three antecedents namely green consumption orientation,
recycling attitudes and demarketing efforts have direct positive effects on the outcome construct. Besides,
the study also found that the effect of green consumption orientation on perceived value of plastic
usage reduction is significantly and positively moderated by consumers’ recycling attitudes and their
perceived effectiveness of demarketing efforts. The findings offer some useful insights and implications
to the theory, practice and the policy making for boosting pro-environmental behaviors.

Keywords: green consumption orientation; environmental knowledge; recycling attitude; demarketing;
plastic bags consumption; perceived value

1. Introduction

Environmental degradation capacitated by increased water and air pollution has
become one of the key global concerns in contemporary times [1,2]. Besides others, the
irresponsible consumption behaviors like the increased usage of plastic bags alike from the
firms and the consumer publics has added to the bleakness of the situation [3]. According
to [4], nearly 1 trillion single-use plastic bags per annum are consumed globally, with
USA accounting for 380 billions of them. India, China, Brazil, Indonesia, and Russia are
some other key contributors to the global accumulation of plastic waste [5]. However,
even though high-income countries produce most of the plastic waste, yet they have better
facilities to process the plastic waste and to limit its detrimental effects on the environment.
Middle to low-income countries, as they lack the intent and infrastructure to manage the
plastic waste, end up contributing the most to the plastic induced pollution, especially
water pollution that brings severe consequences to the marine life [1]. The mismanaged
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plastic waste adversely affects the global ecosystem through soil pollution due to landfilling,
air pollution through open dumping and/or combustion, and marine pollution through
ocean dumping [6]. There is a dire need for a widespread global curtailment of the usage
of plastic bags, which is quite difficult unless consumers are made profoundly aware and
appreciative of the perceived value of the reduction in plastic bags’ usage.

Consumers worldwide are increasingly committing to disposable plastic bags due
to their ubiquitous usage and lack of a culture of reuse, making these plastic bags one
of the most hazardous materials for the (natural) environment [7]. Plastic bags take a
long time to degrade and could exert a significant negative impact on the planet’s health,
releasing hazardous compounds into soil when decomposed under sunlight and contribut-
ing to air pollution through burning [8]. Due to these adverse effects, the use of plastic
bags has drawn significant attention of policy makers, corporate leaders, and community
activists longing to induce consumers to use fewer plastic bags in a bid to protect the
environment [9]. The relatively inelastic and insensitive patterns of consumption behaviors
and habits are significant impediments, especially in underdeveloped societies, making
it difficult to curtail (or demarket) such aversive behaviors of consumers. Relevant stake-
holders including social marketers, therefore, need to device potent strategies to demarket
such consumption behaviors to effectively address such an indispensable environmental
concern [10].

Demarketing anti-environmental and/or anti-social behaviors is cardinal to achiev-
ing environmental sustainability. According to [11], demarketing focuses on temporarily
or permanently discouraging consumers in general or a particular customer group from
initiating or recurring undesirable (consumption) behaviors. Typically, it is an important
constituent and/or complementor of the social marketing efforts aiming to foster better
socio-cultural conditions to boost social and ecological performance at micro, meso, and
macro levels [12,13]. With sustainability causing perspectives like triple-bottom-line (TBL)
getting pervasive in the business world, environmental performance has become a key con-
stituent of corporate sustainable performance, and consequently business organizations are
also frequently engaged in social marketing campaigns to discourage consumer behaviors
deemed detrimental to the social and ecological wellbeing of the society. In strict social
marketing sense, demarketing seeks to actualize the goal of lowering discouraging the use
of goods that endanger public health. Typical demarketing tactics and/or instruments,
according to [14] include education, prevention, protection, and prosecution. Researchers
like [15] urge an earnest need for authorities, businesses, and non-governmental organi-
zations to work together to educate people about the value of environmental and public
health protection to prevent detrimental social (including consumer) behaviors to make
societies green, healthy, and pluralistic.

Studies in demarketing domains have mostly focused on product shortages, public
services, health care, and sustainable tourism domains [15–19]. Though plentiful prescrip-
tive studies have been conducted centering upon demarketing of certain activities, actions,
or behaviors in diverse contexts, only a few have focused on demarketing the use of plastic
bags [15,16,20]. While some studies have focused on the environmental impact of plastic
bag use and the development of demarketing tactics [9,10], research gaps remain abundant
regarding the effectiveness of these strategies in influencing consumer behaviors. Addi-
tionally, there is a lack of empirical evidence on the role of individual factors in affecting
consumer participation in demarketing initiatives to ascertain ecofriendly behaviors [20].
The primary objective of this study is to address this scarcity of the research by examining
the impact of individual factors such as environmental knowledge, recycling attitudes,
green consumption orientational and consumer participation in demarketing initiatives to
enhance their awareness and appreciation of the anticipated benefits of plastic bags usage
reduction to curtail the usage of such plastic bags.

Past research shows that consumers who are intrinsically motivated are more likely
to be environmentally conscious and maintain that consciousness over time [20] which
eventually translates into their sustained commitment to the pro-environmental behaviors,
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but to make them appreciative of the value of a reduction (or better abandonment) in the use
of environmentally hostile products (like plastic bags) is an essential precondition. Framing the
perceived value of plastic bags usage reduction (hereafter PVPUR) as the focal (outcome) construct,
this study endeavors to answer two key research questions. (1) How does consumers’ green
consumption orientation, environmental knowledge, and perceived value of demarketing
efforts enhance PVPUR? (2) Does efficacy of the aforementioned three antecedents in affecting
PVPUR varies along the disparate permutations of consumers’ recycling attitudes and their
perceived effectiveness of demarketing efforts? As such, this study seeks to measure the impact
of certain antecedents and contextual contingencies in curtailing the wide-spread usage of
plastic bags. More specifically, it endeavors to investigate the effects of green consumption
orientation, environmental knowledge as complementarities to the demarketing efforts in
enhancing PVPUR under disparate contextual conditions.

By addressing critical research gaps, the study contributes to our understanding of the
instrumentality of various individual, social, and environmental factors in reducing plastic
bag usage through demarketing efforts to boost environmental sustainability. Besides
enriching body of knowledge in sustainability domains, this study makes important con-
tributions to the advancement of theory, practice, and policy making at the firm, industry,
and government levels. Since this problem is far more acute in under-developed and
developing countries compared to the developed ones [21], Pakistan has been chosen as the
relevant context to study these dynamics of plastic bag consumption. In Pakistan, plastic
bag consumption is high and exhibits serious negative environmental impacts. Plastic bags
are widely used for carrying groceries and other goods, but they are not biodegradable and
often end up littering streets, causing pollution, and harming wildlife. Despite attempts
by the government to regulate and demarket plastic bags usage through taxes and bans,
enforcement has been weak, and the problem persists. As such, the findings of this study
would not only offer insights for policy making to raise sustainability in Pakistan and
similar developing countries but the use of South Asian data to empirically substantiate
the hypothesized cause and effect relationships could enhance generalizability of the etic
theories developed in the West to the other cultural contexts.

The subsequent sections of the paper are structured like so. Section 2 presents a
detailed account of the literature encompassing environmental issues attributable to plastic
bag consumption, along with ensuing research gaps and the hypotheses of study. Section 3
outlines methodology of this research. Results are presented in Section 4. Section 5
orchestrates a detailed discussion emanating from these results. The final section presents
some implications to the theory as well as the practice and the policy making, limitations
and direction for future research over and above concluding the entire discussion.

2. Literature Review & Hypotheses of Study

Environmental degradation augmented with air and water pollution contributed both
by the firms, industries and/or the consumer through irresponsible consumption behaviors
has become one of the key global concerns [22–24]. The concept of sustainable consump-
tion has received consistent attention alike from the theory and the practice, with such a
consumption usually referring to responsible usage of resources at firm levels and finished
products and services at the consumer levels [25–27] and has postulated reduction in utiliza-
tion of resources, wastage, and consumption (various facets of sustainable consumption)
as an important precursor of sustainable development [23,24]. Researchers like [28] have
documented the instrumentality of consumer efforts in achieving sustainability outcomes
through sustainable consumption behaviors like recycling, repackaging, reuse etc. In this
study, we have conceptualized a model that seeks to investigate the efficacy of a few crucial
antecedents and contextual conditions in affecting sustainable consumption behaviors
like truncated usage of plastic bags. The underpinning theories has been the sustainable
consumption theory.
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2.1. Sustainable Consumption Theory (SCT)

Sustainable consumption theory (hereafter SCT) or its individual constituents (or
offspring) such as responsible consumption, anti-consumption and/or mindful consump-
tion [27] centers on explaining the antecedents of sustainable consumption behaviors and
their consequent effects on sustainable development [26]. The theory has emerged through
concerted efforts of a plethora of academicians and practitioners from various disciplines
(e.g., marketing, psychology, sociology, and economics) that endeavored to explore potent
means to induce consumer to adopt, use and propagate sustainable products and services
to enhance social and environmental gains at individual, firms, and societal level to enable
sustainable development [29]. In a bid to enhance our understanding on how to discourage
consumption practices low on (environmental) sustainability like plastic bag consumption,
we have conceptualized a model making an appeal to the central tenants of SCT.

2.2. The Conceptual Model

Figure 1 depicts the conceptual model of this study. Making an appeal to the sustain-
able consumption theory, we hypothesize that consumers’ green consumption orientation,
environmental knowledge together with their perceived instrumentality of demarketing
efforts enhance their perceived value of plastic use reduction. It has been further hypothe-
sized that the three antecedents affect the outcome strongly when consumers have positive
recycling attitudes and are more appreciative and receptive of the demarketing efforts to
curtail the use of plastic bags. As such we have three exogenous constructs, one endoge-
nous construct and two moderators in our model. One of the constructs i.e., demarketing
efforts is playing the role of an antecedents and a moderator simultaneously.
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Figure 1. The Conceptual Model.

The following sections discuss the nature scope and the hypothesized relationships
among the subject constructs of this model.

2.3. Hypotheses of Study
2.3.1. Green Consumption Orientation (GCO) & Perceived Value of Plastic Bags Usage
Reduction (PVPUR)

Several studies have shown that reducing the use of plastic bags can have a positive
impact on the environment. For example, [30] conducted a study in India and found that
emphasizing the negative environmental effects of plastic bags can influence consumer
behavior towards the usage of such products. However, researchers like [31,32] have postu-
lated consumer sensitivity to environment as an important precursor to pro-environmental
attitudes, intentions, and behaviors such as preference for sustainable packaging. Park
and Ha (2014) [33] have designated such a preference as to be green consumption. Con-
sonantly, we have also designated it as green consumption orientation (hereafter GCO)
and have endeavored to investigate its linkage with PVPUR. Hasan et al., (2015) [34], and
Kumar (2012) [31] found a strong linkage between consumer mindset and the intention to
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buy eco-friendly products. Other studies, e.g., [32,35,36] have found that people who are
environmentally conscious are more likely to adopt pro-environmental behaviors, such as
using public transportation, buying organic food, or minimizing car usage. Additionally,
results of the studies conducted on environmental behaviors during vacations suggest that
a person’s attitude towards minimizing single-use plastic has the strongest positive rela-
tionship with his/her behavioral intention to reduce plastic usage [37–40]. In consonance
with the aforementioned research findings, we hypothesize.

H1: Consumers’ GCO is positively related to PVPUR.

2.3.2. Environmental Knowledge (EK) & PVPUR

Environmental knowledge (hereafter EK) refers to common understanding of facts,
concepts, and connections related to the natural environment and its ecosystems [41]. This
knowledge encompasses individuals’ awareness of the environment and the interconnec-
tions that lead to environmental consequences [42]. It can range from basic understanding
of eco-friendly products to more specialized knowledge of recycling [43]. However, the
complexity of the issue may result in limited comprehension of the link between consumer
behavior and environmental degradation [44]. Amplified knowledge is perceived to be lead-
ing to positive changes in pro-environmental attitudes and behavior, and vice versa [45–47].
Several studies have elaborated upon the instrumentality of environmental knowledge in
enkindling sustainability behaviors in a wide variety of contexts. For example, [45] found
that consumers’ environmental attitudes are positively influenced by their environmental
knowledge. Flamm (2009) [47] found a strong relationship between EK, attitudes, and
pro environmental behaviors of the car owners. Barber et al., (2009) [46] documented the
instrumentality of consumers’ EK in affecting their attitudes towards environment friendly
wines. Additionally, they found that wine-specific knowledge has a strong impact on
consumer attitudes and purchase decisions than general environmental knowledge. Flamm
(2009) [47] also found that consumers were more likely to choose fuel-efficient vehicles if
they had superior environmental knowledge. When consumers understand the environ-
mental impact of their action, they are even more strongly predisposed to make eco-friendly
purchases, even if it requires paying more [48]. A green consumer, according to [49], is
the one who willingly undertakes pro environmental consumption behaviors. However,
just because they are environmentally conscious does not guarantee that consumers will
always act sustainably in all aspects of their lives especially while making purchases [50].
Extending this amalgamation of scholarly discourse to our context, we hypothesize.

H2: Environmental knowledge has a positive relationship with PVPUR.

2.3.3. (Perceived Effectiveness of) Demarketing Efforts (DE) & PVPUR

Demarketing involves the application of marketing strategies that aim to decrease
undesired consumption, through instruments like raising prices, shrinking channels and/or
educating the consumers [51]. It has primarily been used in public campaigns aimed at dis-
couraging smoking, excessive drinking, and personal vehicle usage. However, information-
based demarketing campaigns have often proved to be ineffective in altering consumer
behaviors according to [52]. Thus, it has been observed that direct prohibitions on cer-
tain behaviors are more effective than a combination of demarketing instruments [53].
Although consumers may not benefit directly from their sacrifices, research suggests that
government-led, widespread social demarketing campaigns may discourage unwanted
consumption [54]. Policymakers and the media commonly believe that reducing over-
consumption of single-use plastics is a solution to the current waste problem, which is
supported by several studies, e.g., [55,56]. Soule and Reich (2015) [57] found that brands’
green reputation affects the outcomes of demarketing efforts, and its impact surpasses the
influence of the company’s environmental commitment and consumers’ brand loyalty. In
line with these arguments, we hypothesize.

H3: Consumers’ perceived effectives of demarketing effort is positively associated with PVPUR.
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2.3.4. The Moderating Role of Recycling Attitude (RA)

According to the commitment theory, individuals positively predisposed and commit-
ted to recycling tend to view themselves as champions of recycling and their subsequent
action are generally aligned with such self-concepts [58], which is also consistent with
self-determination theory [59]. Several studies have investigated the application of commit-
ment theory in regard to environmental sustainability and found personal commitment
(or self-motivation) to be a potent driver of recycling intentions and behaviors [60], which
especially becomes more relevant in the absence of external incentives [61]. Attitudes
towards green products are positively influenced by societal norms and personal influ-
ences [62]. Attitudes have been discussed as important driver of consumers’ intention to
reuse in studies such as [33,63]. The significance of consumers’ attitudes towards recycling
is further emphasized by [48,64]. Based on this evidence to support instrumentality of
attitude towards recycling as an important precursor of pro-environmental behaviors, we
integrate it in our model as a critical moderating contingency that galvanizes the effect of
GCO on PVPUR. Consequently, we hypothesize.

H4: Recycling attitude moderates the relationship between GCO and PVPUR.

2.3.5. The Moderating Role of Demarketing Efforts

The primary goal of conventional advertising as an essential constituent of marketing
mix is to persuade consumers to buy products [65]. Demarketing, however, aims to reduce
demand rather than increasing it [11]. According to attribution theory, consumers may
view genuine motivations for corporate social responsibility (CSR) as less credible when
companies engage in demarketing, as negative actions are perceived as more indicative of
true intentions [66]. Consumers have a more favorable attitude towards green product ads
than green demarketing ads, as they associate the former with more genuine environmental
care [67]. Consumers with analytical or intuitive cognitive styles have a more positive
reaction to green demarketing ads in terms of attitudes and behavioral intentions [68]. A
Canadian study found that reducing plastic use is influenced by factors such as advertising,
location, consumer motivation, price, and product alternatives [20]. Similarly, a recent
study by [69] found that advertising, location, and product have a positive impact on
consumers’ intentions to reduce electricity use. Demarketing can also lead to a decrease
in electricity demand, as found by [70], who attributed the effect to increased consumer
awareness, motivation, and improved company image, which is also consistent with [69]. In
consonance with these research findings, while considering demarketing efforts’ perceived
effectiveness as another critical moderator, we hypothesize.

H5: Consumers’ perception about the effectiveness of demarketing efforts to curtail plastic use
consumption moderates the association between GCO and PVPUR.

3. Materials and Methodology

Measurement Scales: A structured questionnaire containing established scales, adapted
from some of previous studies focusing similar phenomena, to measure the subject construct
in our study has been crafted to collect the primary data. The responses for all measurement
items were recorded on a 5-point Likert scale. The scale items for the outcome construct i.e.,
perceived value of plastic use reduction (PVPUR) were adapted from [71] to enumerate benefits
that a consumer perceives from reduction in the plastic usage. The scale consists of seven
items. Consumer green consumption orientation (GCO) has been calibrated through six items
while adapting measurement scale employed by [20] in their study. Environmental knowledge
(EK) is operationalized through five items by adapting scale used by [71]. Recycling attitude
(RA) has been measured through six items while adopting the scale used by [20]. The scale to
measure the perceived effectiveness of demarketing efforts (DE) has also been adapted from the
same source i.e., [20], and it has been measured through six items. The scales were pretested
through a pilot study before launching them for the field work. All the measurement scales
have been reported in Table A1 in Appendix A.
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Sampling & Data Collection: The sampled population for this study has been all type
of consumers in the Bahawalpur region of the Punjab province in Pakistan. Since a sam-
pling frame was not available, non-probability sampling technique has to be employed to
collect data from 1000 respondents (the sample size). A large sample size has been selected
since it offers less margin of error and bias, and it offers higher confidence, accuracy, and
insightful information [72]. Area (Mall intercept) sampling has been adopted to select
and approach the respondents outsides supermarkets in three cities namely Bahawalpur,
Bahawalnagar, and Rahimyar Khan, situated in Pakistan. Ease of collecting data, as we
have sub campuses in all these cities and the human resource (field workers) to carry out
the personal investigations were readily available. Students from the local business educa-
tion institutions were engaged as field workers. Respondents were approached outsides
supermarkets (as they are more likely to confront the use of plastic bags there), were briefed
about study’s objectives and were subsequently requested to furnish responses to the
questions, translated in Urdu (the national language) for the sake of better comprehension.
They were appreciated for their kind cooperation. In total, 1000 completed questionnaires
were obtained from the fieldwork. After performing requisite data checks, 23 were filtered
out due to missing or unreliable values. 977 responses were retained for further analysis.

Analytical Strategy: A PLS-based structural equation modelling (SEM) using Smart-
PLS3 [73] has been performed in order to analyze the measurement and structural model.
To empirically substantiate the hypothesized associations among the subject constructs in our
model has been the primary objective, following the recommendation from [74,75] about as-
sessing quality of the measurement scales. To assess the structural model, analyses of main,
mediation and moderation effects have been performed following recommendations from [76].

4. Results
4.1. Sample Profile

As could be seen in Table 1, majority of the respondents (62%) were males, mostly
undergraduates (31%), falling in 30–40 years age group and having monthly incomes in the
range of 60–90 K.

Table 1. The Sample Profile.

Criterion Categories n %

Gender Male 606 62
Female 371 38

Education Undergraduates 303 31
Post Graduates 283 29
High schools 186 19
Below 205 21

Age Less than 30 205 21
30–40 years 371 38
40–50 years 244 25
More than 50 years 157 16

Income Less than 30 K 176 18
(PKR) 30–60 K 244 25

60–90 K 303 31
More than 90 K 215 22
No response 39 4

(Source: Authors’ Own Work).

4.2. Common Method Bias

The use of self-report surveys may result in common method variance. Therefore,
Harman’s single-factor analysis [77] was performed to address possible common method
variance. Harman’s single-factor analysis can be used to confirm that the correlations
among the variables may have been inflated as a result of the use of a single survey to
collect data [78]. This approach shows that common method variance develops when a
single component emerges or when the first factor explains the majority of the variation.
The findings show that the first factor explained 36 percent of the variation, which is below
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the specified limit of 50 percent [79]. Hence, common method variance did not seem to be
a problem in our sample data.

4.3. Assessment of the Measurement Model

The quality of measurement model was ascertained through assessing its reliability
and validity through calculating factor loadings, Cronbach’s alpha, composite reliability as
described by [80], and average variance extracted (AVE), and HTMT values.

4.3.1. Item & Construct Reliability

Indicator reliability were assessed through analyzing standardized factor loadings
using cut off ≥ 0.6 and ideally 0.7 as suggested by [74,81]. They were found reliable as they
surpassed the thresholds, and their individuals t and p values were also significant [82].
Internal consistency reliability at the construct level was examined through Cronbach’s
alpha (α) and composite reliability (C.R) using 0.70 as the cut off value as suggested by [74].
Since the values for α and C.R. indices fell in ranges of 0.81–0.94, and 0.87–0.96 respectively,
adequate reliability at the construct level could be ascertained. The results contained in
Table 2 indicate sufficient quality of the measurement scales on these criteria as the values
profoundly surpass the thresholds in all the cases.

Table 2. Assessment of Reliability & Convergent Validity.

Constructs Items Factor Loadings α CR AVE

Perceived Value of
Plastic Use Reduction PVPUR1 0.731 0.828 0.871 0.692

(PVPUR) PVPUR2 0.626
PVPUR3 0.704
PVPUR4 0.675
PVPUR5 0.693
PVPUR6 0.726
PVPUR7 0.748

Demarketing Effort DE1 0.926 0.944 0.96 0.857
(DE) DE2 0.942

DE3 0.937
DE4 0.899

Environmental
Knowledge EK1 0.721 0.815 0.871 0.575

(EK) EK2 0.810
EK3 0.739
EK4 0.750
EK5 0.767

Green Consumption
Orientation GCO1 0.891 0.869 0.906 0.628

(GCO) GCO2 0.883
GCO3 0.895
GCO4 0.890
GCO5 0.679
GCO6 0.614

Recycling Attitude
(RA) RA1 0.786 0.839 0.88 0.551

RA2 0.768
RA3 0.761
RA4 0.650
RA5 0.753
RA6 0.726

(Source: Authors’ Own Work).

4.3.2. Assessment of Convergent and Discriminant Validity

Convergent validity has been assessed through examining AVE values using
0.5 threshold suggested by [81], and adequate levels were ascertained as AVE value fell
in the 0.55–0.87 range (See Table 2). Discriminant validity of the scales has been assessed
through the Fornell and Larcker’s (1981) [81] criterion and an examination of Heteritrait-
Monotrait (HTMT) values, calculated with the PLS algorithm. This test was used to assess
the distinction between the scale items used for each construct in the study and the results
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were in line with Fornell and Larcker’s (1981) [81] recommendations (See Table 3). The rec-
ommended threshold for HTMT is less than 0.90 [83], which was also achieved convincing
in this research, demonstrating that the scales exhibited sufficient discriminant validity
with other constructs.

Table 3. Assessment of the discriminant validity.

PVPUR DE EK GCO RA

PVPUR
DE 0.746
EK 0.935 0.761

GCO 0.857 0.727 0.860
RA 0.885 0.672 0.817 0.826

(Source: Authors’ Own Work).

4.4. Assessment of the Structural Model

Co-efficient of determination (R2), as an indicator of the predictive importance, is the
portion of the dependent variable’s variance that a statistical model predicts. According
to [84], a value of 0.26 is seen as positive or significant, a value of 0.13 as moderate, and
a value of 0.02 as low or ineffective. In this study, we obtained R2 value of 0.76 for the
PVPUR that reflects high explanatory power or predictive importance of the model.

4.4.1. Assessment of the Direct Effects

The results showed that individuals’ green consumption orientation (GCO) had a
significant positive effect on the outcome construct i.e., PVPUR (β = 0.21, t = 4.485, and
p < 0.000), confirming H1. Similarly, consumers’ environmental knowledge (EK) was also
found to have a significant positive impact on PVPUR (β = 0.356, t = 7.278, and p < 0.000),
confirming H2. Finally, demarketing effort to reduce plastic bag consumption (DE) was
found to have a significant impact on PVPUR (β = 0.148, t = 3.607, and p < 0.000), confirming
H3. These relevant statistics are contained in Table 4.

Table 4. Path Coefficients.

No Path β SD t p Decision

H1 GC→ PVPUR 0.201 0.045 4.485 0.000 Significant
H2 EK→ PVPUR 0.356 0.049 7.278 0.000 Significant
H3 DE→ PVPUR 0.148 0.041 3.607 0.000 Significant

H4 Moderating Effect 1→
PVPUR 0.166 0.043 3.842 0.000 Significant

H5 Moderating Effect 2→
PVPUR 0.281 0.047 5.949 0.000 Significant

(Source: Authors’ Own Work).

4.4.2. Assessment of the Moderating Effects

The study found that RA has substantial moderating influence on the impact of GC on
PVPUR (β = 0.166, t = 3.842, and p < 0.000), confirming H4. This moderating relationship
is positive, and it strengthens the relationship between GC and PVPUR as the value of
RA gets stronger. he study also found that DE has substantial influence moderating the
association between EK and PVPUR (β = 0.281, t = 5.949, and p < 0.000), confirming H5.
This moderating relationship is positive, and it strengthens the relationship between EK
and PVPUR, as the intensity of demarketing effort to curtail plastic bag consumption is
perceived to be strengthened. Relevant statistics are contained in Table 4.

5. Discussion

Firstly, the empirical substantiation of H1 suggests that individuals’ green commit-
ment which reflects their orientation, passion and desire for a sustainable world has a
significant bearing in enhancing consumer perceptions of the environmental gains if they
vigorously contribute to the curtailment of the usage of plastic bags, that in turn would
solidify their acknowledgement and championing of such initiatives, whether actuated
from social or commercial sources. It is crucial to acknowledge that desired outcomes from
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plastic bags’ usage reduction can only be achieved when consumers actively participate in
supporting (social and economic) institutions initiatives aiming to formulate environmen-
tally sustainable policies and solutions. This finding aligns with findings from previous
research from [15,39,85], who found a positive relationship between citizens’ intentions to
reduce single-use plastic consumption and their attitudes towards the issue.

Secondly, the corroboration of H2 indicate the instrumentality of environmental knowl-
edge in augmenting demarketing efforts to curtail usage of plastic bags to enhance the
perceived value of participating in such initiatives. As such, consumers who are edu-
cated, mindful and socially conscious about environmental sustainability are more likely
to appreciate the value of avoiding using plastic bags that may eventually prompt their
participation in the initiatives to curtail it. This finding is consistent with [86], who found
that possessing higher levels of plastic-related information increased customers’ concerns
about plastic, leading to a higher likelihood of avoiding plastic products.

Thirdly, the empirical validation of H3 attests to perceived instrumentality of demar-
keting efforts from economic and social actors in inducing an avoidance of plastic bags to
realize the desired ecological outcomes. It is crucial for the firms in developing countries
to know consumer sensitivity and receptivity of their demarketing efforts since higher
values here could trigger a bottom-up emergence of top management commitment to the
superior ecological gains as means to galvanize corporate sustainability performance. An
even more vigorous social marketing campaigning for the reduction of environmental
hazardous materials like plastic bags could be natural consequence of such high receptivity
attributable to higher perceived value of such pro-environmental corporate initiatives. This
finding supports the results of [67,87], who found that public green demarketing efforts can
produce positive outcomes for both consumers and brands by imbuing anti-consumption
behaviors with symbolic meanings that are interpreted by viewers.

Fourthly, empirical support for H4 shows that positive attitudes of the consumers
towards recycling play a pivotal role in moderating the relationship between green com-
mitment and PVPUR. It means that consumers with higher green commitment along with
exhibiting pro-recycling attitudes perceive demarketing of plastic bag consumption as an
important means for enhancing sustainability. In consumers with weaker attitudes and ap-
preciation of recycling, even having higher green commitment might not be so instrumental
in their participation in social and commercial initiatives to curtail plastic bag consumption,
proving that people may be environmentally sensitive but may not perceive the usage of
plastic bag consumption not so detrimental to sustainability. Developing countries like
Pakistan may especially be vulnerable to such perceptual gaps and discrepancies existing
in the minds of consumer, which may in turn reduce instrumentality of green initiatives.

Finally, the empirical support to H5 proves that perceived effectiveness of demarketing
efforts moderates the green commitment-PVPUR connections. It implies that the perceived
higher instrumentality of demarketing efforts, through social marketing campaign, could
also be effective in slashing consumption of plastic bags by enhancing the perceived value
of participation in such (social and/or commercial) green initiatives. This finding aligns
well with [20], who found that demarketing tactics can effectively promote the benefits of
expected plastic reduction.

6. Conclusions
6.1. Theoretical Implications

The study enhances the body of knowledge on sustainability by conceptualizing
and empirical substituting how consumers’ environmental knowledge augments their
green commitment and perceived instrumentality of demarketing efforts to reduce plastic
consumption in developing stronger conviction to participate in green initiatives aiming to
slash the consumption of such hazardous products. Such conceptualizations integrating
consumer perceptions, values, and attitudes in novel ways in a bid to develop a fine-
grained understanding about the cognitive processes encompassing intention building
is rare. Besides, by studying complementarity between the three antecedents of PVPUR,
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the study also enriches the complementarity research [88,89]. Another contribution of this
study emanates from its studying the moderating effects of recycling attitude and perceived
instrumentality of demarketing efforts in causing consumers’ green commitment to strongly
affect PVRR so as to induce potent and vibrant participation in any such campaigns. The
ultimate contribution emanates from the Southeast Asian data used in the study, which
could cement generalizability of the theories developed in the West to other geographical
and cultural contexts. In sustainability studies, it becomes especially quite relevant as the
consumer, firms, or societies in various parts of the world still are quite divergent in their
orientations, passions, and commitment to sustainability.

6.2. Implications for Policy Makers and Practitioners

The study offers important theoretical and practical implications to firms, social and
environmental activists, and the governments especially of developing countries like
Pakistan for promoting environmental sustainability through curating, in consumers and
firms, green commitments and recycling attitudes, enhancing environmental knowledge,
garnering strong interest and trust in demarketing efforts, to evoke stronger participation in
green initiatives like social campaign to slash the consumption of plastic bags for sustained
plant. The findings of the study also suggest a stronger need for collaboration between
the public sector, private sector, and non-profit organizations, and the significance of
demarketing strategies in discouraging environmentally hostile practices such as usage of
plastic bags. Besides coming together to craft and launch stronger campaigns to promote
ecology, these stakeholders (especially the key policy makers) need to equally focus on
enhancing consumer readiness and participation in demarketing efforts through enhancing
their knowledge on environmental issues and challenges and evoke pro-environmental
(particularly recycling) attitudes so as to build strong intentions not only against the use of
ecologically detrimental products such as plastic bags but also to propagate it to others.

6.3. Limitations and Future Research Directions

Aside from its contributions, this study has certain limitations that may impact its
comprehensibility and generalizability. Firstly, the generalizability of the results is limited
by the fact that the respondents were only selected from one region. Future studies may
assemble samples through broad-based inclusions. Secondly, the study only used self-
reported measures to assess the interplay among subject constructs which may be subject to
bias. This could be mitigated by using multiple sources of data and triangulation methods
in future studies. Thirdly, this study is also limited to examining the relationship between
green commitment, environmental knowledge, recycling attitude, and demarketing on the
anticipated sustainability benefits of plastic reduction. Further research should include
features relating to the consumers, products, and the context to enrich explanatory power
of this model. Future studies may also contemplate stretching this model to include
the consequences that may stem from a higher perceived value of reduced plastic bag
consumption. Future studies may also extend this model to other geographical, social, or
cultural areas. A comparative study between developing and developed countries may
also be quite helpful in drawing useful analogies or incongruities.

6.4. Concluding Remarks

With the paradigm shift on managing businesses under triple-bottom-line perspective
have prompted firms to launch social marketing campaign to discourage anti ecological con-
sumption behavior, the use of plastic bags is one of them. However, for any such initiatives to
produce desired results, potent participation from consumers is an essential requirement. This
primary aim of this study has been to assess the efficacy of consumers’ green commitment,
environmental knowledge, recycling attitude and their perceptions about the instrumentality
of demarketing campaign in enhancing their perceived value of slashing usage of plastic
bag consumption in a bid to create a healthy planet. The findings of the study authenticated
the direct positive effects of consumers’ green commitment, environmental knowledge and
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(perceived instrumentality) of demarketing efforts in strengthening their perceptions about
the vitality of reducing usage of plastic bags. The three antecedents produce stronger effect in
effectuating desirable outcomes if consumer have positive recycling attitudes and are very
well receptive of the demarketing efforts through social marketing campaign. The empirical
substantiation of the complementarity of consumers’ green commitment and environmental
knowledge urges firms, governments, and other stakeholder to create an enabling environ-
ment for the demarketing social marketing campaign to produce desired results. On the
consumer front, three critical enablers could be inducing green commitment and recycling
attitudes and enhancing their (environmental) knowledge.
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Appendix A

Table A1. The Measurement Scales.

Perceived value of Plastic Use Reduction (PVPUR) Adapted from [71]

1. It is good to bring my own bag because it is environmentally friendly.
2. I know the eco-friendly bags reduce the plastic waste.
3. I think that continuing to use plastic bags by myself will help to improve environmental problems.
4. Sometimes I forget to bring my bag and buy a plastic bag while shopping.
5. Reduction of single-use plastics will help prevent plastics from filling landfills, oceans, and communities.
6. Reduction of single-use plastics opens the market for more sustainable options.
7. I avoid plastic bags to protect the environment.

Demarketing Efforts (DE) Adapted from [20]

1. Alternatives to plastic should be just as available as single-use plastics.
2. Studies revealing that plastics can harm the environment and human health should be promoted.
3. I prefer to read about plastic waste on the internet rather than in the daily newspaper.
4. I believe that the reports of plastic waste are controlled by politicians.

Environmental Knowledge (EK). Adapted from [71]

1. Plastic bags are dangerous for our environment.
2. I use eco-friendly products to avoid plastic use.
3. I separate the garbage to reduce environmental degradation.
4. I think the extreme weather change is results from overuse of plastic bags.
5. Plastic bags production should be banned.

Green Consumption Orientation (GCO). Adapted from [20]

1. I am interested in environmental protection by reducing use of plastic bags.
2. I am satisfied with the living environment with plastic bags.
3. Use of plastic bags is not environmentally friendly; I hate to use plastic bags.
4. Plastics can be recycled only when I separate my waste properly.
5. I encourage other tourists to take action to phase out single use plastics.
6. I book only hotels with a sustainability certification.

Recycling Attitude (RA) Adapted from [20]

1. I reuse shopping bags for garbage use and shopping.
2. I feel reluctant to throw away what can be reused.
3. I believe the plastic bags should be reused to minimize its production.
4. I prefer traveling to destinations that have a full-fledged recycling system.
5. I am glad that, in many countries, poor people collect cluttering plastic bottles and thus contribute to recycling.
6. I would like to learn more about recycling opportunities.
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