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Abstract
This study analyses the motivators influencing Generation Z’s intention to purchase refurbished electronic goods, a critical aspectof achieving SDG 12 for responsible consumption and production. Using the extended Theory of Planned Behaviour (TPB), theresearch integrates perceived benefits (PB), product knowledge (PK), and perceived risk (PR) to examine their impact on purchaseintention (PI). Data from 215 students across three Indian universities were analysed through Structural Equation Modelling withSmart PLS 3.0. Findings indicate that purchase attitude (PA), perceived behavioural control (PBC), subjective norms (SN), PB, andPR significantly influence PI for refurbished electronics. Surprisingly, PI is not significantly impacted by the PK. Attitude emergedas a significant mediating variable affecting PI for refurbished electronic goods. This research is among the pioneering empiricalstudies focusing on Gen Zs motivations in the context of refurbished electronics, a sector ripe for growth yet underexplored inacademic literature. Unlike studies on broader sustainable consumption, this paper uniquely addresses the intersection of TPBwith additional constructs specific to refurbished goods. The insights are valuable for companies in shaping business models andmarketing strategies that highlight the benefits and mitigate the risks associated with refurbished products. For policymakers,the findings support initiatives to foster sustainable consumption and contribute to achieving net zero carbon emissions by 2050.Overall, the study’s focus on a significant and emerging market segment enhances its relevance to sustainable economic practicesand consumer behavior literature. This study underscores refurbished electronics’ potential to transform consumption patterns,aligning with SDG 12 goals.
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1.1 E-waste and the world

As the world grapples with increasing environmental concerns, civil societies, governments, policymakers, corporationsand consumers have realised the gravity of the situation and the pressing need to take corrective actions. With the risingpurchase, usage and disposition of electronic products, E-waste has emerged as one of the most significant areas of concern.According to “E-waste (Management) Rules, e-waste includes electrical and electronic equipment (EEE) including solarphoto voltaic modules or panels or cells, whole or in part, discarded as waste by consumers as well as rejected frommanufacturing, refurbishment and repair processes” (CPCB, Central Pollution Control Board,2022). According to thePlatform for Accelerating the Circular Economy (PACE) report and the UN E-Waste Coalition (2019), “global e-wasteproduction will reach 120 million tons annually by 2050 if current trends continue. India is the top third country in theworld generating e-waste” (Biswas ,2020)One solution to reduce e-waste and bring sustainability is refurbishing the goods, which involves returning the goods toa manufacturer or vendor for various reasons. These products are typically electronics and electrical. Before being sold,refurbished devices are examined for functioning and flaws and generally sold at a discount. This study differentiatesitself from extant literature on TPB and sustainable consumption through several key aspects. Firstly, while TPB has beenwidely applied to understand consumer intentions towards various green products like organic foods or sustainable fashion(Patel et al. 2022), this research specifically focuses on refurbished electronic goods, a rapidly growing yet understudiedsector (Wang et al., 2016). Given the significant environmental impact of electronic waste, the study’s focus on refurbishedelectronics addresses a critical area where sustainable practices can have a profound effect (Lee et al., 2021). This choice isparticularly relevant as refurbished electronics offer a dual advantage of economic savings and environmental sustainability,aligning well with the pressing need to manage e-waste effectively.Secondly, unlike traditional applications of TPB that primarily consider PA, SN and PBC, this study extends the TPBframework by incorporating additional variables -PB, PK and PR (Chen & Tung, 2014; Cronan et al., 2018). These factors arecrucial in refurbished electronics, where consumer perceptions about the economic and environmental benefits, familiaritywith refurbished products, and concerns over product quality and reliability significantly influence purchasing decisions(Thorn & Rogerson, 2002). Integrating these variables provides a more comprehensive understanding of the factors drivingpurchase intentions for refurbished electronics.Moreover, the research focuses on Gen Z, a demographic that is both environmentally conscious and technologicallyadept, making them pivotal in driving the adoption of sustainable practices (Schenarts, 2020). By targeting a diversesample of university students from three major Indian institutions, the study captures insights into the attitudes andbehaviours of a segment of consumers who will be increasingly influential in shaping future market trends (Seemiller &Grace, 2018). This demographic focus is particularly opportune as Generation Z’s purchasing power and influence continueto grow, making their sustainable consumption practices crucial for the broader market’s shift towards sustainability.Additionally, the use of SEM with Smart PLS.0 for data analysis allows for a nuanced understanding of the complexinterplay between various motivators impacting purchase intentions (Kashyap et al., 2019). This methodological rigour,combined with the study’s focus on a specific and emerging market segment, sets it apart from existing studies andprovides valuable insights for both academic research and practical applications in sustainable consumption and marketingstrategies (Conner & Armitage, 1998). Through these unique contributions, the study offers a deeper insight into howrefurbished electronics can play a pivotal role in reducing e-waste and promoting sustainable consumption, especiallyamong the younger generation.
1.2 Refurbished market and its future scope

Thierry et al. (1995) posit, “The purpose of refurbishing is to bring used products up to specified quality. Quality standardsare less rigorous than those for new products”. Refurbishing is the “process of disassembling, cleaning, inspecting,repairing, replacing, and reassembling the components of a part or product to like new conditio” (Thorn & Rogerson, 2002).As per Rule 3(ff) of the E-Waste (Management) Rules, 2016, “refurbishment means repairing used electrical and electronicequipment to increase its working life and selling it in the market or returning it to the owner”. (CPCB, Central PollutionControl Board, 2015)The global refurbished smartphone market shows a rising trend, with an increase of 15% yearly in 2021 from 2020.According to the Redseer report, the market size of India’s used smartphones, including refurbished ones, will reach USD10 billion by FY 26. Apple is the leading global player in the refurbished smartphone market with more than 40% share,followed by Samsung with a huge margin, whereas the major Chinese players, such as Oppo and Vivo, saw a growth spill inChinese and Indian markets. As per estimates by Statista (2022) the market for refurbished consumer electronics wasestimated to generate the highest revenue in 2022 which is approx. USD 55.6 billion and it is forecasted to rise to USD 120billion by 2026 (Smith, 2022).
1.3 Refurbished Electronic Goods and Sustainable Development Goals

According to Lee et al., 2021, “a smartphone generates an average of 8 kg of emissions during its working life, commonlybetween 2 and 5 years”. Since the refurbishment process extends the lifespan of already manufactured electronics, it helpsreduce e-waste and CO2 emissions. This process leads to sustainable production and consumption, thereby contributing to
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the targets of Sustainable Development Goal 12. Sustainable consumption by adopting refurbished electronics can serve asa tool to lower the effect of increasing electronic waste and greenhouse gases on the earth, leading to a more resilient andsustainable future practice.
1.4 Generation Z and Sustainable Consumption

Generation Z members comprise the youngest generation of consumers born in the period from 1993 to 2012. This agecohort demonstrates the characteristics of “technology adoption, risk-taking, pragmatism, individualism and a senseof financial responsibility” (Schenarts, 2020). Gen Z is the generation facing serious environmental challenges such asclimate change, and their involvement is essential to ensure ecological sustainability. Thus, this implies that GenerationZ follows a more genuine approach to creating a sustainable environment for all. (Seemiller and Grace 2018). There isinadequate research and information available on Gen Z’s PI towards green products, like refurbished products in generaland electronics in particular. Thus, it becomes imperative to study and analyse the Generation Z’s PI towards refurbishedgoods.
2 REVIEW OF LITERATURE

2.1 Theory of Planned Behaviour (TPB)

The TPB extends the prior Theory of reasoned action (TRA), which holds that behavioural intention plays an important rolein determining an individual’s purchase behaviour. The TPB provides a strong theoretical base to understand and analysethe green PI and behaviour of the consumers (Chen & Tung, 2014; Cronan et al., 2018; Wang et al., 2016). Three factors-PA,SN and PBC-jointly shape a person’s behavioural intention; these factors impact that person’s actual behaviour (Fishbein& Ajzen, 1975). TPB holds that the joint effects of SN, PA and PBC determine the behavioural intention of an individual.(Ajzen, 1991; Wang et al., 2018).
2.1.1 Purchase Attitude (PA)Attitude refers to an individual’s predisposition to behave in a positive or negative manner. In 1993, Irland put forth adefinition of attitude as a cognitive and neurological state of preparedness that influences an individual’s reactions to thesituations they encounter. Previous studies consider attitude an essential factor in purchasing decisions (Ajzen, 1991; Hini etal., 1995; Cheng et al., 2006; Hamzaoui-Essoussi & Linton, 2014). According to Wang et al.(2018a), PI is affected by attitudeand PBC. In their study, Srivastava and Mahendar (2018) concluded that Customers’ attitude significantly and positivelyaffects the households’ intention to purchase the solar products. According to Lestari et al 2020 there exists significantpositive effect of attitude towards the intention of purchasing green products. The study conducted by Tunji-Olayeni, P in2024 posits that attitude is the utmost significant predictor in the intention of the construction professionals to adopt thegreen construction in South Africa.On the basis of above discussion, following are the hypothesisH1. The purchase attitude toward refurbished goods affects the consumers’ purchase intention towards refurbishedelectronics.
2.1.2 Subjective norms (SN)Subjective norms refer to “people’s perceptions of whether essential people would want them to engage in a particularbehaviour”(Taylor & Todd, 1995). Mhatre and Srivatsa (2019) indicated significant impact of SN on the PI of millennialtowards refurbished smartphones. SN are the direct antecedents to the PI of remanufactured/refurbished goods (Gaur etal., 2018; Park and Lin, 2020; Zhuang et al., 2021, Jim’enez-Parra et al., 2014; Ma et al., 2017; Khor and Hazen, 2017; Wang etal., 2018a; Singhal et al., 2019. The study by Bulsara and Vaghela (2022) indicated that SN exerts an influence on the onlineshopping intentions of Indian millennial consumers when it comes to electronic products.
H2: The subjective norms affect the purchase attitude of consumers towards refurbished electronics.H3: The subjective norms affect the purchase intention of consumers of refurbished electronics.H4: The subjective norms affect the purchase intention of consumers towards refurbished electronics with attitude as themediator.
2.1.3 Perceived behavioural control (PBC)“The extent to which individuals believe that they have control over their behaviour is reflected in perceived behaviouralcontrol” (Taylor & Todd, 1995). Wang et al. (2018a) concluded that PBC shows a positive and significant correlation withthe intention to purchase remanufactured products in China. Srivastava and Mahendar (2018) also concluded the presenceof a significant and positive impact of PBC on the consumers’ intention to purchase household solar products. Similarly,Denyse (2018) find a notable correlation between PBC and PI concerning the buying habits of Generation Y in Rwanda.
H5. Perceived behavioural control affects the purchase attitude of consumers towards refurbished electronics.H6. Perceived behavioral control affects the purchase intention of consumers towards refurbished electronics.
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H7. Perceived behavioral control affects the purchase intention of of consumers refurbished electronics with attitude as themediator.Earlier researches have pointed the need for more variables impacting the behaviour for the products even after consid-ering the TPB (Conner & Armitage, 1998). Three critical variables that play a significant role are PR, PK and PB. However,little work has been done to show their relationship with the variable PI to purchase refurbished electronics.
2.2 Perceived risk (PR)

PR is “a combination of uncertainty plus seriousness of outcome involved, and the expectation of losses associated with thepurchase and acts as an inhibitor to purchase behavior” (Peter & Ryan, 1976). People generally perceive a certain level ofuncertainty regarding their safety, usefulness, and performance (Sweeney et al., 1999). Grewal et al. (1994) identified sixtypes of perceived risks in their studies: “performance risk, financial, privacy, social, physical and time risk”.Since risk perception is the possible expected loss, it negatively influences a buyer’s purchase attitude (Featherman &Pavlou, 2003). In the context of refurbished electronics, PR is derived from the “existence of asymmetric information andthe difficulty in achieving product information” (Hamzaoui-Essoussi & Linton, 2014)According to Mitchell and Boustani (1994), consumers are likelier to minimise the perceived risk while purchasing thanto maximise the perceived value. Studies by Featherman and Pavlou (2003) and Forsythe and Shi (2003) confirm that PRdirectly impacts consumers’ purchase intention. PR negatively affects the intention of the buyers to purchase refurbishedspeakers (Wallner et al. 2024)According to the TPR, the following hypotheses can be developed:
H8. Perceived risk affects the purchase attitude of customers towards refurbished electronics.H9. Perceived risk affects the purchase intention of customers towards refurbished electronics.H10. Perceived risk affects the purchase intention of customers towards refurbished electronics with attitude as themediator.
2.3 External variables

2.3.1 Product knowledge (PK)Generally, PK refers to understanding the product concept and its features by the customer or, in other words, how familiarthe consumer is regarding the products. The PI can be influenced by the knowledge possessed by the consumers of aproduct in many ways. Rao and Monroe (1988) find that consumers’ purchase behaviour is influenced by PK in the sensethat the latter controls consumers’ information processing. Wahjudi et al. (2018) found a positive correlation between PKand PI of remanufactured short-life cycle products, mainly mobile phones in Indonesia. According to Saleem et al. (2017),knowledge about frozen foods significantly influences predicting the products’ purchase intentions.Thus, the hypotheses formulated are as follows:H11. Product knowledge affects the purchase attitude of customers towards refurbished electronics.H12. Product knowledge affects the purchase intention to buy refurbished electronics.H13. Product Knowledge affects the purchase intention of customers towards refurbished electronics with attitude as themediator.
2.3.2 Perceived benefit (PB)Refurbished products provide social as well as personal benefits. Personal benefits are achieved in the form of hugesavings in terms of cost. Social benefits are provided in the form of resource and energy savings and e-waste reductions byenhancing the life of electronic products. Mhatre and Srivatsa (2019) identified the determinants that affect the millennialand Generation X consumers’ intention to purchase refurbished mobile phones. The paper finds the significant impact ofPB on the PI of Generation X consumers.Therefore, on the basis of the above studiesH14. Perceived benefits affect the purchase attitude of the customers towards refurbished electronics.H15. Perceived benefits affect the purchase intention to buy refurbished electronics.H16. Perceived benefits affect the consumers’ purchase intention to buy refurbished electronics with attitude as themediator.
3 METHODOLOGY

3.1 Research Design

The present research employs a quantitative method to evaluate and analyse the relationship of different variables of TPBon the consumers’ PI towards refurbished electronic goods. The current methodology allows the analysis findings to begeneralised upon the population and helps predict and explain a particular phenomenon (Chawla & Sondhi, 2020).
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3.2 Questionnaire development

The questionnaire has been adapted from Wang et al. (2013) and Taylor & Todd (1995). The earlier work was done onremanufactured products which was adapted for refurbished electronics. The instrument included the basic demographicinformation about the respondents in various categories such as gender, income, occupation, age and education levelfollowed by the elementary meaning of the refurbished products. The next part covered the seven constructs, which arePK, PA, PR, SN, PBC, PB and PI measured on a seven-point Likert scale ranging from very strongly disagree (1), to verystrongly agree (7). The constructs were based on the earlier literature of TPB along with some external factors. To assessthe reliability of the constructs, scores of Cronbach alpha and composite reliability as given in Table 1 showed strong andsignificant reliability results. To assess the convergent validity of the survey development the values of AVE as shown inTable 1 greater than 0.5 as specified by Fornall and Larcker,1981 and Kumar & Singh 2022 and more than 0.6 as specified byHenseler (2017)
3.3 Sampling and Data Collection

The purposive sampling method was used for this study, and students pursuing undergraduate and post-graduate pro-grammes at three different universities of Delhi were approached so that the findings could be generalised as this sampleappropriately represented Gen Z consumers. Delhi’s role as a national capital and its diverse student groups offer a morerepresentative sample of Indian Gen Z, consistent with findings from studies on diverse urban populations. The populationtargeted for this study was Gen Z which are “born between 1995 and 2010” (Seemiller & Grace, 2018). According to Ha,Jeon, and Park’s (2023) research, college students with access to environmental education were far more inclined to adopt agreen lifestyle than their peers without such exposure.
The data through online surveys was collected from the respondents of diverse demographics through social mediaplatforms. Delhi, being the national capital, was chosen to conduct the study. Additionally, the heterogeneity and diversityof students from all over India reduce the impact of regional bias and provide a holistic and composite portrayal of Indiancollege students. Delhi’s diverse and cosmopolitan student population helped counteract regional bias, as the city attractsstudents from across India, providing a microcosm of the nation’s Gen Z demographic.
The sample was gathered following the Structural Equation Modelling (SEM) recommendations, using the generalformula (n = 5x number of items). The inquiry used 22 indicator variables, multiplying 22 by five results in 110, indicating aminimal sample size for analysis. Nevertheless, a sample of 215 was finally used to improve study accuracy and reduce errorsusceptibility. Moreover, the larger-than-required sample size of 215, compared to the minimum of 110 as recommended forStructural Equation Modeling (SEM), enhances the robustness of the findings and reduces error susceptibility (Wolf et al.,2013). The sample comprised students between 18 and 25 years of age. Further, data was collected from October 2023 to Feb2024. Collecting data over this period helped in maintaining temporal consistency, and any significant external influencesduring this period were noted to understand their impact on the responses. Three hundred students were approached; outof 226 responded, after preliminary screening, 215 responses were found valid. The respondents’ demographic profileconsisted of age, gender, and education qualification. 95 respondents were female (44%), and 120 were male (56%)out of the total of 215 responses collected. Also, Among the total respondents, 45% were undergraduates and 55% werepost-graduates.

4 ANALYSIS AND INTERPRETATION

4.1 Measurement Model

In the present study, Smart-PLS 3.0 (Ringle et al., 2015) was adopted for data analysis, which is the most popular toolfor analysis used in social sciences research (Haenlein & Kaplan, 2004). The software is based on structural equationmodelling and measures both the measurement and structural models at the same time (Hsiao et al., 2017; Kumar & Singh,2022). The present study was conducted in two phases: measurement and structural model (Abbasi et al., 2021). Themeasurement model was evaluated by considering Factor Loading, Composite Reliability, Average Variance Extracted(AVE), and Discriminant Validity.
4.1.1 Construct Reliability
To assess construct reliability, the Cronbach alpha & composite reliability values play a significant role, the values of bothare given in Table 1. As represented in Table 1 the values of composite reliability and Cronbach’s alpha for all the constructsare more than 0.7, thus representing good reliability (Oliveira et al., 2016; Fornell & Larcker, 1981).The convergent validitywas achieved based on average variance extracted (AVE) as the values were found to be greater than 0.5 (Fornell & Larcker,1981; Kumar & Singh, 2022) i.e. more than 0.6 as specified by Henseler (2017).

Latent variables are thus found to have internal consistency, meaning that variance is evident among all the indicatorvariables that are loading on the latent variables (i.e., Purchase Intention).
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Figure 1: Measurement Model

Table 1: Cronbach alpha, Composite reliability & Average Variance Extracted (AVE)

Cronbach’s Alpha Rho_A Composite
Reliability

Average Variance
Extracted (AVE)Attitude 0.947 0.948 0.962 0.864Perceived Behavioural Control 0.876 0.928 0.923 0.799Perceived Benefit 0.882 0.885 0.928 0.811Perceived Risk 0.903 0.954 0.926 0.684Product Knowledge 0.924 0.945 0.947 0.816Purchase Intention 0.875 0.905 0.917 0.738Subjective Norms 0.797 0.798 0.87 0.627

4.1.2 Construct’s Validity
By examining whether a scale accurately captures the idea that it is intended to assess, its validity can be verified. To assessconstruct validity, convergent and discriminant validity are established. Both convergent and discriminant validity arecrucial in reflectively measured constructs. Convergent validity is attained when the items in a given measure concurin their representation of the underlying construct. The Average Variance Extracted (AVE) value is evaluated to gaugeconvergent validity. The average of the squared loadings of each indicator linked to a certain construct is used to determinethe Average Variance Extracted (AVE). To statistically prove that the convergent validity is attained, the Average VarianceExtracted (AVE) value must be greater than 0.50. The Average Variance Extracted (AVE) value for various variables isdisplayed in Table 1. Since AVE value of all the constructs is more than 0.5, we can conclude that the study’s constructs haveattained convergent validity.
4.1.3 Discriminant validity
To ascertain the constructs’ distinctiveness in the investigation, Discriminant validity is used. It proves the study’sconstructs have distinct identities and are not highly connected. The Fornell and Larcker criteria, cross-loading, andheterotrait-monotrait ratio are three alternate techniques used to demonstrate discriminant validity in the SMART-PLS.(refer Tables 2, 3, and 4 for the values).

i. Fornell and Larcker Criterion: According to this criterion, discriminant validity will be established if the square root ofthe average variance extracted (AVE) for a particular construct would be greater than the correlation of that particularconstruct with other constructs or if the construct shares more characteristics with its indicators than with otherconstructs.ii. Cross-Loading: As per the cross-loading criterion, an indicator’s outer loading with its construct must be bigger thanany of its cross-loadings (correlations) with other constructs.iii. HTMT (Heterotrait-Monotrait Ratio of correlations): A popular metric for evaluating discriminant validity in SmartPLS is the HTMT (Heterotrait-Monotrait Ratio of Correlations). Discriminant validity in context to a measuring modelrefers to the degree to which a construct differs from other constructs in the model. The ratio of the average correlationsbetween the latent variables and their corresponding indicators to the correlations between the latent variables is used
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to calculate HTMT. The HTMT scores range from 0 to 1, with values under 0.85 indicating strong discriminant validityand values over 0.85 perhaps indicating weaker discriminant validity. If the HTMT values are greater than 0.85, it maybe necessary to reevaluate the measurement model and to take into account updating the indicators or changing themodel to improve the discriminant validity. Heterotrait-monotrait ratio of correlations (HTMT) is considered a necessarycondition to confirm the discriminant validity as suggested by (Henseler et al., 2016). The values of HTMT are meetingthe threshold range (Gold et al., 2001; Henseler et al., 2015) (see Table 4). Thus, discriminant validity is achieved.
Table 2: Fornell and Larcker criteria

Attitude
Perceived

Behavioural
Control

Perceived
Benefit

Perceived
Risk

Product
Knowledge

Purchase
Intention

Subjective
Norms

Attitude 0.93Perceived behavioural control 0.428 0.894Perceived benefit 0.729 0.468 0.9Perceived risk 0.215 0.399 0.41 0.827Product knowledge 0.352 0.704 0.457 0.428 0.903Purchase intention 0.796 0.439 0.621 0.192 0.32 0.859Subjective norms 0.624 0.444 0.561 0.34 0.439 0.555 0.792

Table 3: Cross Loadings

Attitude
Perceived

behavioural
control

Perceived
benefit

Perceived
risk

Product
knowledge

Purchase
intention

Subjective
norms

PA 1 0.935 0.372 0.726 0.222 0.325 0.722 0.563PA 2 0.939 0.409 0.69 0.243 0.32 0.731 0.62PA 3 0.946 0.396 0.663 0.127 0.326 0.747 0.585PA 4 0.898 0.413 0.631 0.207 0.339 0.759 0.552PB 1 0.63 0.48 0.835 0.481 0.481 0.537 0.573PB 2 0.678 0.423 0.942 0.355 0.399 0.584 0.495PB 3 0.661 0.362 0.92 0.277 0.357 0.555 0.451PBC 1 0.367 0.912 0.456 0.422 0.688 0.333 0.422PBC 2 0.272 0.838 0.359 0.313 0.62 0.336 0.303PBC 3 0.47 0.929 0.434 0.34 0.6 0.478 0.444PI 1 0.718 0.398 0.512 0.095 0.286 0.895 0.479PI 2 0.747 0.408 0.55 0.099 0.31 0.929 0.473PI 3 0.747 0.395 0.589 0.157 0.246 0.931 0.523PI 4 0.484 0.298 0.49 0.39 0.266 0.649 0.439PK 1 0.27 0.557 0.444 0.447 0.827 0.242 0.345PK 2 0.365 0.675 0.449 0.358 0.947 0.364 0.45PK 3 0.319 0.63 0.399 0.415 0.911 0.261 0.378PR 1 0.199 0.416 0.438 0.886 0.447 0.177 0.302PR 2 0.184 0.386 0.394 0.911 0.416 0.189 0.276PR 3 0.029 0.345 0.269 0.841 0.409 0.027 0.223PR 4 0.134 0.352 0.332 0.902 0.362 0.098 0.292PR 5 0.252 0.28 0.398 0.878 0.335 0.194 0.352PR 6 0.069 0.177 -0.036 0.447 0.108 0.116 0.128PK 4 0.307 0.673 0.361 0.346 0.924 0.269 0.399SN 1 0.454 0.368 0.412 0.228 0.353 0.393 0.838SN 2 0.463 0.258 0.372 0.183 0.181 0.484 0.79SN 3 0.53 0.424 0.539 0.385 0.499 0.399 0.667SN 4 0.516 0.352 0.444 0.273 0.351 0.467 0.858

Table 4: Heterotrait-Monotrait ratio

Attitude Perceived behavioural
control

Perceived
benefit

Perceived
risk

Product
knowledge

Purchase
intentionAttitudePerceived Behavioural Control 0.453Perceived Benefit 0.798 0.531Perceived Risk 0.196 0.45 0.434Product Knowledge 0.373 0.788 0.509 0.468Purchase Intention 0.868 0.489 0.715 0.224 0.356Subjective Norms 0.716 0.522 0.671 0.375 0.508 0.669
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4.2 STRUCTURAL MODEL

Figure 2: Structural Model

The study’s goals were met by examining the association between several variables and PI. The path coefficient and “p”value were taken into account to verify the hypothesis. Following hypothesis were designed for the study:H1. The purchase attitude toward refurbished goods affects the consumers’ purchase intention towards refurbishedelectronics.
H2: The subjective norms affect the purchase attitude of consumers towards refurbished electronics.
H3: The subjective norms affect the purchase intention of consumers of refurbished electronics.
H4: The subjective norms affect the purchase intention of consumers towards refurbished electronics with attitude as the mediator.
H5. Perceived behavioural control affects the purchase attitude of consumers towards refurbished electronics.
H6. Perceived behavioural control affects the purchase intention of of consumers refurbished electronics.
H7. Perceived behavioural control affects the purchase intention of of consumers refurbished electronics with attitude as the
mediator.
H8. Perceived risk affects the purchase attitude of customers towards refurbished electronics.
H9. Perceived risk affects the purchase intention of customers towards refurbished electronics.
H10. Perceived risk affects the purchase intention of customers towards refurbished electronics with attitude as the mediator.
H11. Product knowledge affects the purchase attitude of customers towards refurbished electronics.
H12. Product knowledge affects the purchase intention to buy refurbished electronics.
H13. Product Knowledge affects the purchase intention of customers towards refurbished electronics with attitude as the mediator.
H14. Perceived benefits affect the purchase attitude of the customers towards refurbished electronics.
H15. Perceived benefits affect the purchase intention to buy refurbished electronics.
H16. Perceived benefits affect the consumers’ purchase intention to buy refurbished electronics with attitude as the mediator.



52 | Ramanujan International Journal of Business and Research, 2024, Vol. 9(1)

Table 5: Direct Effects

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation (STDEV)

T Statistics
(|O/STDEV|) P Values Hypotheses

H1 Attitude->Purchase Intention 0.656 0.645 0.081 8.052 0 Accepted
H2 Subjective Norms->Attitude 0.326 0.328 0.068 4.77 0 Accepted
H3 Subjective Norms->Purchase Intention 0.295 0.3 0.093 3.171 0.002 Accepted
H5 Perceived Behavioural Control->Attitude 0.128 0.128 0.065 1.97 0.049 Accepted
H6 Perceived BehaviouralControl ->Purchase Intention 0.232 0.233 0.089 2.607 0.009 Accepted
H8 Perceived Risk->Attitude -0.153 -0.132 0.077 1.99 0.047 Accepted
H9 Perceived Risk->Purchase Intention -0.123 -0.103 0.088 1.404 0.16 Rejected
H11 Product Knowledge->Attitude -0.084 -0.088 0.073 1.149 0.251 Rejected
H12 Product Knowledge->Purchase Intention -0.128 -0.13 0.079 1.61 0.107 Rejected
H14 Perceived Benefit->Attitude 0.588 0.58 0.065 9.05 0 Accepted
H15 Perceived Benefit->Purchase Intention 0.459 0.449 0.081 5.679 0 Accepted

Table 6: Specific Indirect effects

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation (STDEV)

T Statistics
(|O/STDEV|) P Values Hypotheses

H4 Subjective Norms ->Attitude->Purchase Intention 0.214 0.21 0.046 4.685 0 Accepted
H7 Perceived Behavioural Control->Attitude->Purchase Intention 0.084 0.083 0.045 1.980 0.049 Accepted
H10 Perceived Risk ->Attitude->Purchase Intention -0.1 -0.085 0.05 1.999 0.046 Accepted
H13 Product Knowledge ->Attitude->Purchase Intention -0.055 -0.058 0.049 1.122 0.262 Rejected
H16 Perceived Benefit ->Attitude->Purchase Intention 0.385 0.374 0.063 6.092 0 Accepted

We have performed 5000 bootstrapping procedure to test the hypotheses of the study as suggested by Hair et al. (2016).This procedure is considered necessary for measuring the path coefficients (Giao 2020). In order to decide if a hypothesiscan be accepted or rejected, the following three rules were followed: the beta coefficient has to be compatible with thehypothesis, the T Statistics has to be greater than 1.96, and the P-value has to be less than 0.05 (5%). Table 5 displays theoutcomes of the hypothesis test. The current study has Eleven (11) direct hypotheses and five (05) indirect hypotheses.The Eight direct hypotheses (H1, H2, H3, H5, H6, H8, H14 & H15) and Four indirect hypotheses (H4, H7, H10 & H16) wereaccepted as the P-value was less than 0.05 and t-statistics was above 1.96.

5 CONCLUSION AND DISCUSSION

The current study empirically tested the relationship between the factors of TPB along with some external variables like PKand PB that impacts the PI of Generation Z towards refurbished electronic goods. Our study concluded that PBC, PA andSN are significant indicators in predicting the PI of young consumers from Generation Z towards refurbished electronicswhich supports the earlier literature which is in line with TPB model (Ajzen, 1991; Wang, & Li, 2018, Tunji-Olayeni, P.2024).SN significantly impacts the PI, with attitude as the significant mediator for refurbished goods. This finding supports theprevious literature by Mhatre et al. (2019) and and Bulsara et al. (2022), which indicated the considerable effect of SN onthe millenial’s PI towards refurbished smartphones. The current research also reveals that PI is positively and directlyassociated with attitude towards the refurbished goods and green products, which aligns with the study of Yadav & Pathak(2016) and Kamalanon et al. 2022.
The current research revealed that PK does not impact the PI of Generation Z consumers for refurbished electronicgoods. This finding contrasts previous studies (Rao & Monroe, 1988; Saleem et al., 2018; Wahjudi et al., 2018; Ansu-Mensah,P. (2021)). This indicates that mere knowledge provision regarding the refurbished goods is not enough to trigger the
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intention of Gen Z consumers to purchase the refurbished goods; other factors such as price, trust, performance of thegoods and credibility regarding the refurbished electronics by providing certifications and warranty, are also required.Other factors such as limited availability of the products make them inaccessible to the buyers impacting the PK and therebyimpacting their intention to purchase. Therefore it is imperative to focus on enhancing the product awareness and trustfactor among Generation Z to boost the demand.Negative correlation exists between the risk perception of the consumers towards refurbished goods and their PI withattitude as a mediator, which means that the more the consumers perceive the risks associated with the refurbishedproducts, the lower the positive attitude and, thus, the PI Previous literature supports that Indian consumers perceive thatthey are environmentally responsible and are worried about it (Chaturvedi et al., 2020; Khare & Kautish, 2020; Kumar &Singh, 2022). This research can also act as a stimulator by the marketers in boosting the PI of the young generation byadding the various factors of environmental benefits in their marketing communications.
6 IMPLICATIONS

6.1 Practical implications

The current findings of the research helps in providing the valuable insights to marketers regarding the various factors suchas lack of product knowledge, attitude towards the product etc. that can influence the PI of Generation Z for the emergingrefurbished electronic goods in the market, thereby boosting sustainable production and consumption. This informationcan help marketers and businesses understand the various perceptions, motivations, preferences and decision-makingprocesses of this demographic segment of Gen Z. The research can also act as an essential tool to leverage their marketingstrategies such as mass advertising depicting the values associated with refurbished goods to reach the various categoriesof targeted generation Z consumers effectively. Since the earlier research literature shows that Generation Z is known forbeing more socially, environmentally conscious, and sensitive, the current research can guide the government and otherdecision-making agencies in highlighting the importance of sustainability while purchasing refurbished electronic goods.Businesses and marketers can also identify the various market and knowledge gaps using the present study. Therefore,they can develop different innovative solutions and targets such as the use of enhanced technology and software whichcan make refurbished goods more attractive and performance-oriented to meet the needs and preferences of this younggeneration. The policymakers can also contribute the promotion of these green products by emphasizing the variousbenefits associated with the products such as environmental benefits in the form of reducing electronic waste and theprice benefits which make them budget and pocket-friendly which can motivate Generation Z’s PA and PK for the products.The government can also help in enhancing the product awareness about their availability, and sustainability benefits byengaging and collaborating with communities and educational organisations to build trust among the youth.
6.2 Theoretical Implications

The current research is an addition to the existing body of knowledge available on consumer behaviour, especially within thelandscape of the Generation Z segment, which helps in understanding the various social, environmental and psychologicalfactors that can shape their PI for this new emerging refurbished electronic goods market. The current research findingscan also contribute to the practical and theoretical understanding of the circular economy concerning the PI of GenerationZ. Also, the focus of research aligns with the sustainable principles of reducing electronic waste and promoting sustainableconsumption and production patterns by the marketers, which aligns with sustainable development goal 12.
7 LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

The paper seeks to encompass the behavioural intentions of Gen Z consumers but the study was restricted to Gen Zconsumers of one metropolitan city involving undergraduate and postgraduate students thereby limiting the possibility ofgeneralization. For the future, a wide area and all sections of the population with different demographics could be included.The paper only utilized the quantitative data to study the intention whereas an integrated approach using qualitative studyalong with quantitative study can give a much more comprehensive study for future research. There is a gap betweenproduct knowledge and PI; future research can be conducted to fill this gap. This study only considered a direct relationshipwith PI so, in future studies may include a moderation effect. Future studies can also examine factors such as price, eco-certification, brand, trust etc. to broaden the study’s scope and provide valuable insights into the consumers’ complexbehaviour.
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