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Abstract

Purpose : The study aimed to examine the consumer acatalepsy towards buying behavior for need-based goods (NBGS) for
sustainability during COVID-19 and behavioral intentions for NBGS using the framework of value —attitude — behavior in India.

Design/Methodology/Approach: Using the extant literature review, the study developed a conceptual model describing
consumers’ buying behavior and behavioral int entions related to NBGS. The research employed the hypo-deductive research
design approach for carrying out the study.

Findings : The study found that attitude, economic depression, subjective norms, perceived consumer effectiveness,
availability of control, and buying intention were positively related to the buying behavior of consumers in the NBGS category.

Research Limitations/Implications : The research offered new insights into academia and practice using instrumental values,
terminal values, and consumer buying behavior. It is unique for providing a fresh perspective on the NBGS and consumer
behaviorin COVID-19 times.

Practical Implications : As the study deep dived into the behavioral aspects of the consumers, it will help shape the attitude of
market professionals to analyze the instrumental and terminal values thoroughly. The findings of the research will prove
instrumental in more effective and efficient decision-making processes for need-based goods in the consumer market.

Social Implications : Atindividual and social levels, values represent the guiding force that shapes human behavior. This study
will help to extend the overall understanding related to consumer behavior in the domain of NBGS using the basis of value and
its impact on the behavioral patterns of consumers.

Originality/Value : In the context of NBGS, this research paper dealt explicitly with the behavioral factors related to
instrumental and terminal values. The study is also unique in that it evaluates the various parameters related to consumers’
buying behavior in the NBGS category during COVID-19. Evaluating these factors makes the research unique and one of its
kind in consumer behavior.

Keywords : consumer buying behavior, economic depression, need-based goods for sustainability, theory of reasoned action,
structural equation models

Paper Submission Date : January 5, 2022 ; Paper sent back for Revision : April 10, 2022 ; Paper Acceptance Date :
August 20,2022 ; Paper Published Online : October 15,2022

' Professor & Dean of Economics,Chitkara Business School, Chitkara University, Punjab - 140 401.
(Email : drdhireshkulshrestha@gmail.com) ; ORCID iD : https://orcid.org/0000-0002-8221-7929

* Assistant Professor, Faculty of Management Studies, Marwadi University, Rajkot - 360 003, Gujarat.
(Email : mukleshtiwari@gmail.com) ; ORCID iD : https://orcid.org/0000-0003-2687-1720

* Associate Professor, Chitkara Business School, Chitkara University, Punjab - 140 401.
(Email : kumar.shalender@chitkara.edu.in) ; ORCID iD : https://orcid.org/0000-0002-7269-7025

* Professor & Dean, Chitkara Business School, Chitkara University, Punjab - 140 401. (Email : sandhir@chitkara.edu.in)
ORCID iD : https://orcid.org/0000-0002-3940-8236

DOI : https://doi.org/10.17010/ijom/2022/v52/i10/172347

50  Indian Journal of Marketing « October 2022



ased on India's consumer survey, the research takes a holistic approach to determine the factors for need-

based goods for sustainability choices in the COVID-19 pandemic. Consumer's buying behavior

indicates their acatalepsy situation towards buying other goods during pandemic conditions; now,
consumers are shifting their buying behavior due to reasoned action. The theory of reasoned action was used in its
modified form to explore the consumers' situational buying behavior in India. India is gradually reviving
economic activities across the various states in a decentralized and planned manner.

In the coming months, many experts expect India's economic growth to linger around zero, given the large
population and economy's significant dependence on the informal sector, which has become highly vulnerable
owing to the present situation. The impact of the pandemic is likely to be more acute for the lower strata of income
bracket in addition to including upper middle income and the poor and migrant workers. They are struggling daily
for their sustainability, so their buying behavior focuses on buying the need-based goods for their sustainability.
Considering the pandemic situation, the study uses the research's need-based preferences, intention, and habits as
independent variables. Structural equation modeling showed a significant favorable influence on all variables in
the COVID-19 pandemic situation. There are many different studies conducted in the countries of the European
Union where it has been found that habit has a far more influential impact on purchase behavior than the other
parameters. This suggests that non-economic factors might play a role in determining consumer devices. Still, it is
better not to have information about the role played by economic factors. The impact of COVID-19 on the Indian
economy has been harmful to the country's economic development. It will highly impact the informal sector,
agricultural sector, industrial sector, service sector, tourism industry, and balance of payments disequilibrium. The
lower-income families, including migrant workers across the country, have been extremely affected due to the
COVID-19 pandemic. It is essential to highlight that COVID-19 has transformed the way of living globally, and
there has been a considerable impact on consumers' buying behavior.

As a result of the pandemic, many changes are expected to feature in the consumer markets, including a
complete alteration in how enough is being done and things are sold in the physical and online markets. Retailers
have started reshaping their business models, and they are focusing more on the sale of need-based goods like
medicines or other goods for immunity boosters, hygienic health products, sanitizers, highly nutrient hygienic
food, groceries, and other food items for sustainability to fight against depression and playing the vital role in the
fight against the COVID-19 pandemic situation as per WHO guidelines. The consumer research conducted by our
study indicates that there has been a complete change in the HABIT formation of customers that will endure even
after the pandemic. This means the pandemic has already heralded permanent changes, and we will permanently
reshape the processes and businesses in the long run.

Literature Review

TPB is a theory that states that subjective norms, perceived behavioral control, and attitude all impact intention,
which influences behavior (Ajzen, 1985). The likelihood of a person acting in a given way is determined by their
intention (Fishbein & Ajzen, 1975). A reference group's agreement with conduct is referred to as a subjective
norm. Individual perceptions of the resource availability or the lack of opportunities required to engage in
behavior are referred to as perceived behavioral control (Ajzen & Madden, 1986). Perceived behavioral control is
determined by three factors: ability, resources, and opportunity. When people believe the capacity, resources, and
chances to engage in a particular action, they will feel controlled, and behavioral intention will rise. Individual
opinions and remarks about people, objects, and events are called attitudes (Fishbein & Ajzen, 1975). TPB isused
in forecasting behavioral intention as well as consumer behavior across a wide range of products, for instance,
green products (Taufique & Vaithianathan, 2018), organic food (Carfora et al., 2019; Massey et al., 2018), even
further it is used to analyze the stockpiling of non-perishable items (Lehberger et al., 2021) and buying behavior
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Figure 1. Proposed Model

towards recycling products (Strydom, 2018). Further, even a recent study conducted by Hagger et al. (2022)
contended that perceived behavioral control (PBC) is an integral part of the theory of planned behavior. When
PBC is high, people are likely to respond to their intentions and report motives that are in line with their attitudes
and subjective norms; even in the past, various studies through meta-analysis found that behavioral purposes are
predictable from the components of the TPB (Abadi et al., 2012; Teo & Beng Lee, 2010). This study has been
developed based on various previous studies (Arvola et al., 2008; Nolan-Clark et al., 2011; Qi & Ploeger, 2021;
Sultan et al., 2020; Vermeir & Verbeke, 2008). In this study, we have incorporated attitudes, subjective norms, and
PBC as predecessors of behavioral intentions. Figure 1 represents the proposed model.

Development of Hypotheses : Economic Depression During COVID-19 and Attitude Towards NBGS
Products

Economic depression means the economy of a country/world experiences a significant drop in output, an upset in
natural/regular economic activity and growth, as well as a higher rate of unemployment. These symptoms may be
profound and continue for long-term negative economic growth (Chalmers, 2020). Early predictions about the
impact of COVID-19 will be worse than the Great Depression of the 1930s, which looms pessimism all over
(Barbate et al., 2021; Kulshrestha & Agrawal, 2019). Many researchers worked and found that economic
depression and attitude are well related. Economic depression is connected with an attitude toward near future
worry and survival during a pandemic-type situation (Kulshrestha & Tiwari, 2021). As per the discussion and
evidence about the positive consequences of economic depression on need-based goods for sustainability, it is
hypothesized that:
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% H1:Economic depression during the COVID-19 pandemic has a relationship with attitude toward need-based
goods for sustainability (NBGS).

Attitude and Buying Intention for NBGS Products

Allport (1935) defined attitude as “a mental and neural state of readiness.” The condition of the mind impacts the
customer's reaction towards things and other conditions the customer faces. Further, in theory, Ajzen (1985)
highlighted the critical aspect of attitude, which can be defined as a favorable/unfavorable disposition of a person
towards a specific activity. In one of the recent studies, findings unraveled that the TPB fits the data best and
explains the most variance in online grocery purchase intention, which helps define the consumer attitude. Further,
in a somewhat different setting, it is found that a favorable attitude positively impacts buying intention (Arora et
al., 2019; Han et al., 2019; Khan et al., 2022). Consumer attitudes generated throughout selecting a behavioral
action have been shown to influence the user's actual behavior in previous studies in the industry. Accordingly, we
anticipate that real intention will be affected by attitude towards shopping. This explains a positive attitude toward
shopping (Siddiqui & Siddiqui, 2021; Singh et al., 2021). Thus, further pandemic control measures cause
consumers to develop a positive attitude towards the intention to buy. Hence, we hypothesize that :

% H2:Buying intentions toward need-based goods for sustainability (NBGS) have a positive relationship.

Subjective Norms and Buying Intention Toward NBGS Products

Specialists from the humanities field found in their research that India's culture is more collectivistic. In such a
culture, people act/react in such a manner that they portray the collectivistic culture, i.e., interest in belonging to a
group. There is more influence on group members with this type of culture, which is distinguished by rational
norms' dependence on each other. Social models are essential for looking into people's lives in a collectivistic
society. Their decision-making is more affected by the emotional dimension rather than rational analysis of cost
and benefitin arelationship. In a collectivistic culture, social norms become the primary way to view people's lives
and are more critical to the emotional aspect, especially in decision-making (Sinhaetal., 2001).

People of India believe in integrating collectivistic and individualistic behavior in a complex form based on the
proper structure and handling of a condition. Whenever they are dealing with a situation that belongs to family
members, they are primarily collectivistic (Sinha etal., 2002).

Lee and Green (1991) found that people who believe in the collective culture are keen to listen to society.
Authors unraveled that people are habituated to paying more attention to referent sources that are part of their
society. Hence, itis hypothesized that :

% Ha3 : Subjective norms of Indian consumers have a profound impact on their outlook towards NBGS buying
intention compared to their attitude during the economic depression of the COVID-19 pandemic.

Control on Availability and Buying Intention Toward NBGS Products

According to the theory of planned behavior, the intensity of the PBC-behaviour association is determined by the
precision of the PBC (Sheeran et al., 2003). Further, a person is unlikely to plan to engage in a behavior that is
beyond his/her control; PBC should be linked to intention (Sheeran, 2002). In the previous literature, it was
observed that persons who judge the behavior favorably are more or less likely to act on it depending on how
strong or weak their perceptions of behavioral control are, implying that PBC will mitigate the impact of attitudes
on behavior (Eagly & Chaiken, 1993; Lietal., 2021; Umeh & Patel, 2004). Based on this, we propose that control
on availability during the time of COVID-19 will play a significant role when it comes to buying NBGS goods
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(Gibson etal., 2021), and therefore, there is a positive relation between COA with intention toward purchasing the
product.

% Hb3: Controls on availability and buying intentions towards NBGS products have a positive relationship.

Perceived Consumer Effectiveness and Purchase Intention Toward NBGS Products

In the previous literature, it was suggested that enhancing consumers' perceptions that individual actions do make
a difference is part of inspiring them to show their concern through actual conduct (Ellen et al., 1991); further, in
one of the recent studies conducted by Emekci (2019) through quantitative methods found that perceived
consumer effectiveness (PCE) is the variable with the most significant effect on behavioral attitudes and purchase
intention. One of the studies conducted by Kabadayi et al. (2015) unraveled that PCE is one of the most robust
constructs to influence the PCE. During COVID-19, it was found that PCE had a more significant benefit than risk
while buying the products (Laato etal., 2020; Naeem, 2021; Phametal., 2021). Thus, we posit that PCE will have a
solid and positive relationship with buying intention.

% Ha4:Perceived consumer effectiveness and buying intention for NBGS has a positive relationship.

Buying Intention and Buying Behaviour Toward NBGS Products

In the past literature, it was found that behavioral intents are directives to oneself to behave in particular ways
(Triandis, 1979). Further, as per Fishbein et al. (1980), intentions are critical since they are the best predictor of
behavior; in one of the recent study which was conducted by Dangi et al. (2020), they contended that intention was
found to be more profound rather than other factors when it comes to buying behavior. Somewhat in different
settings, Singh and Verma (2017) found that purchase intention functions as a moderator when it comes to buying
products; especially during the time of the pandemic, it was observed in many studies that there is a strong
relationship between intention and buying behavior of consumers (Singh et al., 2021; Yoo et al., 2021). Thus, we
postulate that consumers' intention is positively related to their buying behavior.

% Hb4 : Buying intention and buying behavior are positively related to NGBS economic depression during the
COVID-19 pandemic.

Research Methodology

Construct Operationalization

We used a survey method with a structured questionnaire for response collection and established the proposed
model leading to the hypotheses. This questionnaire was developed after reviewing the literature, and we used
well-established scales in the same area of study—the measurement of responses on a 1 to 5-point Likert scale.

Sampling Design and Data Collection

The consumers of NBGS (need-based goods for sustainability) products are the units of this study. Due to fear of
COVID-19 and various awareness programs by Central and local governments, people were more aware of the
NBGS products for sustainability to fight against the pandemic depression and to play a vital role in boosting
immunity as per WHO guidelines (Cheah & Phau, 2011; Mostafa, 2006). The purpose was to discover consumer
acatalepsy towards purchasing NBGS items in India. The online survey method was used to collect the responses,
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Table 1. Demographic Details of the Sample

Gender Frequency Percent Cumulative Percent
Male 314 60.9% 60.9%
Female 201 39.0% 99.8%
Prefer not to say 1 2% 100.0%
Total 516 100.0%

Income Group*

Low Income [ 70,069 or less] 87 16.9% 16.9%
Lower-middle income [ 70,137 - ¥ 273,098] 127 24.6% 41.5%
Upper-Middle Income [X 273,167 —X 845,955] 188 36.4% 77.9%
High Income - [¥ 846,023 or more] 114 22.1% 100.0%
Total 516 100.0%

Note. * Income Group (The World Bank classifies economies based on GNI Per Capita) annually

where convenience sampling was used to select the participants; the same way it has been used in similar research
(Kautish & Sharma, 2021; Punyatoya, 2015) in Indian cities. The number of responses obtained was 517 out of
700 email/shared questionnaire links, meaning the response rate = 73.86%. Table 1 shows the demographic details
of'the sample on gender and income group.

Analysis and Results

To study the proposed framework and to test the hypotheses, SEM (structural equation modeling) is used with
AMOS (21.0 version) as described and suggested by Byrne (2016), including MLE (maximum likelihood
estimation). Anderson and Gerbing (1988) recommended using SEM, a two-stage model-building process. This
study used the same in the first step, a confirmatory factor analysis (CFA), to confirm the proposed factor structure
(Hair et al., 2012). Then, in the second step, structural equation modeling (SEM) is performed to describe the
structural relationship. Finally, the models are analyzed using the AMOS. SEM based on covariance is used to
minimize the difference between the observed and estimated covariance matrices (Kautish & Sharma, 2021).

The Measurement Model

The confirmatory factor analysis (CFA) model for all the constructs, that is, economic depression during
COVID-19 of three - items scale, attitude with four - items scale, subjective norms with four - items scale, control
on availability (scale with three items), perceived consumer effectiveness (scale with four items), buying intention
for NBGS products with four - items scale, the last construct is purchase behaviour for NBGS products using the 6-
items scale.

This proposed model produced good fit indices: ¥ =456.304, df (degrees of freedom) =247, CFI (comparative
fitindex)=0.961, TLI (Tucker— Lewis index)=0.952, NFI (normed fitindex) =0.919, RMSEA (root mean square
error of approximation) = 0.045, Hoelter .05 index = 263. The #-values came out to be significant at p <0.001. The
SRMR, that is, the “badness-of-fit” measure value, is 0.045, less than 0.08 (Hu & Bentler, 1998). Based on these
parameters, we conclude that the data can be used(Iacobucci, 2010; Kline, 2016; Sarstedtetal., 2016).

Composite reliability (CR) is checked to measure internal consistency in each construct. Table 2 has details of
CR with values lying between 0.716 to 0.936 (Bagozzi & Yi, 1988; Hu & Bentler, 1995) found to be satisfactory.
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Table 2. Detailed Measure of Correlation, Composite Reliability, and Average Variance Extracted
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Economic Depression  1.000 0.736 0.582 .798
Attitude 0.052 1.000 0.931 0.818 716
Subjective Norms 0.098 0.092 1.000 0.894 0.759 .936
Control on Availability 0.426 0.132 0.032 1.000 0.879 0.710 .874
Perceived Consumer 0.303 0.167 -0.023 0.352 1.000 0.909 0.713 .907

Effectiveness

Buying Intention 0.272 0.244 0.035 0.392 0.676 1.000 0.782 0.545 .812
Purchase Behaviour 0.235 0.243 0.101 0.352 0.620 0.730 1.000 0.854 0.541 .886

Note. Correlations significant at 0.05 level ; Model measurement fit : * = 456.304 (df = 247, p < 0.001) ; RMSEA = 0.045 ; RMSR = 0.0369 ;
CFI=0.961;TLI=0.952; NFI=0.919.

We also calculated AVE (average variance extracted) and observed it to be convergent. Discriminant validity by
AVE and reliability by CR were suggested by Gefen etal. (2000). Discriminant validity is also checked through the
AVE > shared variance of the paired construct (Fornell & Larcker, 1981), which is also satisfactory. All the model
constructs satisfy the requirement of Cronbach's a levels and composite reliability of scales within the acceptable
range. As per the above description of various parameters, all the constructs show reliability, convergent, and
discriminant validity. Harmon's single-factor test also checks for any common method bias for the proposed
relationship among the conceptual constructs (Podsakoff & Organ, 1986).

Results of Structural Model

The structural model analysis was performed using a maximum likelihood estimate (MLE). The data results of the
structural model are shown in Table 3. Overall, the fit indices of the model produced an adequate model fit,
(' =494.380, df=259, CF1=0.956, IF1 = 0.956, TLI=0.949, NFI=0.912, RMSEA = 0.047), which fulfils all the
conditions as recommended (Hu & Bentler, 1998; Singh, 2009). All the fit indices are within an acceptable range.

Table 3. Summary of the Structural Model

Hypothesis Hypothesized path Coefficient  Standard Error t - value Results
H1 Economic Depression — Attitude 0.73 0.62 1.164%* Accepted
H2 Attitude — Buying Intention 139 0.34 2.798%** Accepted
Ha3 Subjective Norms — Buying Intention 0.028 0.025 1.448%** Accepted
Hb3 Control on Availability — Buying Intention 0.171 0.027 3.521** Accepted
Had  Perceived Consumer Effectiveness — Buying Intention 0.652 0.049 10.734%** Accepted
Hb4 Buying Intention — Buying Behaviour 0.775 0.080 11.878** Accepted
Note. xz =494.380, df = 259, CFI = 0.956, IFl = 0.956, TLI = 0.949, RMSEA = 0.047.

** p < 0.01.
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The CFI (comparative fit index) value is 0.956, and the TLI (Tucker—Lewis Index) is 0.949. These two values are
within the acceptable limit (Hair et al., 2012). To test the applicability of the proposed model, we checked the root
mean square error of approximation (RMSEA), which is 0.047 and well within the acceptable level (Hair et al.,
2011). The value of chi-square ()’) is also divided by the degree of freedom (df); this ratio is 1.909, which falls
below the suggested level of 3 (Kline, 2016).

As displayed in Table 3, the relationship between economic depression during COVID-19 and attitude towards
NGBS products (= 1.164, p <0.01), attitude and buying intention (f =2.798, p < 0.01), subjective norms and
buying intention (= 1.448, p <0.01), control on availability and buying intention (f =3.521, p <0.01), perceived
consumer effectiveness and buying intention (f = 10.734, p <0.01), and purchase behaviour and buying intention
(B=11.878,p<0.01) for environmentally sustainable products — are all positively and significantly related.

Managerial and Theoretical Implications

The research explores the relationship between terminal and instrument values and their impact on customers'
buying behavior towards NBGS in the context of the Indian market. The hypotheses were tested and resulted in
insightful information on factors that influence the sustainability of NBGS beyond the previous perspective of
consumer behavior. The study found that economic depression impacts the customers' attitude toward buying
NBGS during the COVID-19 pandemic. This implies that marketers have to put a significant amount of effort into
improving the attitude of customers towards their products and services. The industry implication for
professionals is to conceive marketing communication and promotion strategies that directly shape the customers'
attitudes towards NBGS.

The research also found that subjective norms positively impacted the buying intention of Indian consumers.
This is very much apparent from the collective and social nature of the Indian culture, where society has a
considerable impact on the decisions made by individual consumers. The relationship between the joint influence
of society and purchase intention was found significant in the empirical analysis, which warrants the organizations
to take care of society's norms and values while devising their product and promotion strategies. The study's
empirical results revealed that the control on availability and purchase intention were significantly related. This
implies that having power in the hands of the consumers is crucial for their positive disposition towards buying
NBGS during the COVID-19 pandemic.

Along the same lines, it has been found that perceived consumer effectiveness positively influences the
purchase intention towards NBGS. When consumers feel that their actions can lead to the solution of a specific
problem, they have a positive purchase intention towards buying NBGS. This implies that, along with other
factors, empowering consumers and making them feel positive about their purchase decisions can effectively
improve product sales and market share.

Limitations of the Study and Scope for Further Research

This study concentrates on consumer acatalepsy towards buying behavior for need-based goods for sustainability
during the COVID-19 pandemic. Further research, keeping in mind other environmental conditions, also helps
explore consumer behavior. In this study, we focused on NBGS products which can be further extended to
different types of products or services to measure the consumer's buying behavior. This study has important
implications for both researchers and practitioners. Scholars in consumer buying behavior can further explore the
relationship between the terminal and instrumental values and replicate the same model for different categories of
products and their purchases during COVID-19. The research can also compare consumers' buying behaviour
before and during the COVID-19 pandemic in both NBGS and other product segments.
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This comparative assessment will offer insightful information about specific changes in the consumer buying
process. On the other hand, the industry can draw from these findings to develop a holistic marketing strategy to
devise product, price, place, and promotion strategies to impact customer buying behavior positively. This
specifically means coming up with the processes that positively influence the attitudes, societal values, control of
supply, perceived consumer effectiveness, and purchase intention during the economic depression that
COVID-19 inflicted on the entire world. Researchers can also apply the models to different categories of products
within the same economically downturn environment as a part of the future exploration of the study. Regarding the
limitation, the search focused on the NBGS and hasn't covered the other categories owing to the limited resources.
We intend to cover more types under this research series that will also help us to find out whether the categories of
the products and services make a difference in customer buying behavior during COVID-19 or not.
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