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ABSTRACT 

Due to consumers’ sustainable consumption behaviors are influenced by different cultural and individual values. 

However, few research examines the influence of interpersonal harmony values in collective culture on sustainable 

consumption behaviors, especially combined with moral and ethical research. Referring to Values-Beliefs-Behavior 

Theory, this paper aims to construct a theoretical model to explore the impact of a dualistic model of harmony on 

sustainable consumption behavior. Meanwhile, the aims of this study is to explore the mediating effect of ethical 

evaluation on the relationship of different interpersonal harmony orientations on sustainable consumption behavior. The 

sample were selected the consumers who had lived in Chinese urban areas for at least the past six months and had 

experience using sustainable brands. A total of 800 online questionnaires were distributed and496 valid responses were 

recovered. The results reveal that two difference types of interpersonal harmony values positively influence sustainable 

consumption behavior, but the mediating role of ethical evaluation differs significantly between them. Specifically, 

harmony enhancement can activate consumers’ intrinsic moral beliefs, leading to sustainable consumption behavior. 

However, the intrinsic moral beliefs of consumers with disintegration avoidance are not directly activated, but they may 

still engage in sustainable consumption through other means. The findings of this study provide insights into how 

perceptions of interpersonal harmony values can transform into sustainable consumption behavior. Our research provides 

managers with advice, considering how to guide consumers to increase their harmony culture value and civic moral 

awareness in sustainable consumption. 

Keywords: interpersonal harmony; harmony enhancement; disintegration avoidance; ethical evaluation; sustainable 

consumption behavior  

1. Introduction 

Sustainable consumption behavior is necessary to develop sustainable [1]. Currently, there is a significant 

gap in adopting sustainable production and consumption practices. Consequently, the importance of 

sustainable consumption in analyzing economic, social, and environmental impacts has received widespread 

attention in academia [2]. Thus, understanding the different antecedents that drive consumers to adopt 

sustainable consumption behavior is crucial [3]. There are many factors influencing consumers’ behavior 
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decisions [4]. Existing studies often discuss sustainable consumption from a macroeconomic perspective [5] or 

focus on demographic characteristics [6], lifestyle [7], external motivation [8], and other factors. 

Since Geert Hofstede introduced the concept of cultural dimensions into mainstream management theory 

in 1980, there has been a great deal of interest in the differences in national cultural values and their impact on 

management theory [9]. In a sense, actions aimed at sustainable development are socially responsible collective 

actions [10]. Agostini and Zomeren [11] found that collective action identity is most likely influenced by culture. 

Consumers from different countries exhibit differences in sustainable consumption choices, and consumers’ 

sustainable consumption behaviors are influenced by cultural and individual values [12]. Notably, the field of 

consumer ethics is another important topic in the context of sustainable consumption [10]. This is because 

sustainable consumption is not only a form of ethical consumption [10], but also a consumption habit driven by 

moral choices [13]. These moral beliefs, rooted in cultural values, serve as strong motivators for collective 

action[11]. Despite the need to encourage the potential of cultural values in sustainable behavior [14], there is a 

lack of research to simultaneously examine consumer culture and moral ethics in sustainable consumption [15]. 

Therefore, this study proposes a conceptual model grounded in the Values-Beliefs-Behavior theory to explore 

the relationships between the aforementioned variables. Value cognition is the foundation of behavioral 

decision-making [16]. The theory of Values-Beliefs-Behavior points out that values, as distal variables of 

behavior, act on behavior through specific beliefs [12]. From an individual value perspective, consumers’ values 

reflect their guiding principles in doing things, thus influencing their behavior choices [17].  

China is a typical society under collectivist culture [18]. The Chinese tend to avoid extreme behaviors in 

daily life [19] and place a high value on interpersonal harmony in social relationships [20]. According to Chen et 

al. [21], “harmony” plays a dominant role in Chinese life. Chinese people value relationships with others and 

rely more on the collective[22], encouraging them to make more socially responsible collective actions [11]. The 

literature has proven that collectivism positively correlates with sustainable and eco-friendly consumption [23], 

but the underlying common psychology has not been further analyzed, nor has it been combined with moral 

and ethical research. This study classifies interpersonal harmony into two types, namely, harmony 

enhancement and disintegration avoidance, based on individual differences in interpersonal harmony. 

Therefore, the present study expands the dualistic model of interpersonal harmony proposed by Leung et al.[24] 

to explore the causal relationship between interpersonal harmony value orientation and sustainable 

consumption behavior, supplementing the theoretical part of consumer cultural and moral ethics in sustainable 

research. Specifically, this study attempts to explore the following research questions: 

 Does interpersonal harmony value orientation have an impact on sustainable consumption behavior? If so, 

are the mechanisms of influence the same for the two types of interpersonal harmony orientations 

(harmony enhancement and disintegration avoidance)? 

 Given that moral variables are included in this study, does ethical evaluation mediate the impact of 

different interpersonal harmony orientations on sustainable consumption behavior?  

Finally, this study aims to develop solutions to reduce the environmental impact of economic activities, 

thereby contributing theoretical and practical implications related to this topic. 

2. Literature review and research hypotheses 

2.1. Interpersonal harmony and sustainable consumption behavior 

The Brundtland Report of 1987, was first defined “sustainable development” as a type of “development 

that meets the needs of the present without compromising the ability of future generations to meet their own 

needs” [25]. “Sustainable consumption behavior,” a concept aligned with sustainable development, is defined 
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by Quoquab and Mohammad [26] as consumer behavior that satisfies basic needs without harming the ecological 

and socioeconomic needs of the present and future generations. This concept emphasizes moderate 

consumption, efficient use, and environmentally friendly choices. Thus, from a consumer psychology 

perspective, the present study draws upon the study result by Quoquab et al. [5] and defines sustainable 

consumption behavior as adopting a wise consumption lifestyle. Specifically, it involves acquiring goods and 

services to satisfy one’s basic needs, while considering the impact of protecting and preserving the 

environment, maintaining quality of life, and helping ensure the sustainability of natural resources for the 

future generational impacts of consumption. 

Building on Leung et al. [24] dualistic model of interpersonal harmony, Chen et al. [27] argue that individuals’ 

value orientations in interpersonal interactions fall into two categories: “harmony enhancement,” which refers 

to an individual’s tendency to establish genuinely harmonious and respectful relationships with others, and 

“disintegration avoidance,” which refers to an individual’s tendency to maintain superficial harmonious 

relationships and cover up conflicts in certain situations. Individuals with the harmony enhancement attribute 

are more likely to exhibit empathy and a tendency to feel and understand others’ emotions [28]. Those with high 

empathy are more connected to nature and inclined to see themselves as part of a broader natural community, 

believing that their well-being is related to the well-being of the natural world [29]. Therefore, individuals with 

the harmony enhancement attribute are more willing to prioritize group goals over their own [30, 31]. Furthermore, 

they often care about the public interest and the environment, including protecting the environment for their 

group’s prosperity [32].  

Zhang [33] suggests that some individuals choose to sacrifice personal interests to maintain superficial 

harmony, fearing that actions protecting personal interests may offend others. Individuals with high 

disintegration avoidance fear social relationship breakdown and avoid engaging in behaviors that may lead to 

conflicts [34]. Thus, individuals with disintegration avoidance are more afraid of behaviors that deviate from 

social norms. Therefore, harmony enhancement and disintegration avoidance are conducive to the formation 

of collectivism [24]. In a collectivist-dominated atmosphere, consensus on group goals is easily reached [35], and 

this promotes the formation of eco-friendly or sustainable consumption behaviors [36]. Consumers who highly 

value good relationships with others often consider ecological issues when making purchases [37], paving the 

way for sustainable consumption behavior, which encompasses a range of eco-conscious behaviors in the 

consumption context [38]. 

Based on the above literature, this study proposes Hypotheses 1a and 1b as follows:  

H1a: Harmony enhancement positively influences sustainable consumption behavior.  

H1b: Disintegration avoidance positively influences sustainable consumption behavior.  

2.2. Interpersonal harmony and ethical evaluation 

Consumers’ ethical evaluations affect their cognition and subsequent behavior [39]. Moral laws in social 

regulations are central to value judgments [40]. Hunt and Vitell [41] proposed the Hunt–Vitell model, which 

divides ethical evaluation into deontological and teleological evaluation. The current study adopts Wang et 

al.[39] definition of “ethical evaluation,” in which individuals pre-evaluate sustainable consumption behavior 

in terms of their moral standard in two aspects: whether sustainable consumption behavior is morally correct 

and whether sustainable consumption behavior has a subsequent positive impact. The more positive the ethical 

evaluation of individuals on sustainable consumption behavior (i.e., the more positive their evaluation on the 

obligation and objective of the scheme) the more moral the individual considers it.  
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Consumers with high harmony enhancement tend to value people-oriented ideals and pay more attention 

to themselves and others. This culture views unethical issues as more unacceptable and severe than 

individualistic consumption [42]. Sustainable consumption, which supports environmental protection, 

sustainable development, and social responsibility, benefits all humanity, serving the interests of oneself, 

others, and society as a whole [43].  

At the same time, individuals with disintegration avoidance focus more on interpersonal reciprocity [44]. 

Thus, in the context of disintegration avoidance, they avoid behaviors that might limit or end relationships, as 

they are more concerned about the negative consequences of strained relationships. Zhang and Wei [45] 

confirmed that disintegration avoidance correlates positively with negative expectations, where individuals 

avoid differing voices or actions to prevent relationship deterioration or fear of social moral criticism [46].  

Based on the above literature, this study proposes Hypotheses 2a and 2b as follows: 

H2a: Harmony enhancement positively influences ethical evaluation.  

H2b: Disintegration avoidance positively influences ethical evaluation.  

2.3. Ethical evaluation and sustainable consumption behavior 

Viewing consumption as an ethical phenomenon entails the notion that choices of consumption views and 

behaviors are inevitably influenced by societal ethical evaluation standards [10]. Before executing a specific 

plan, individuals perform a pre-evaluation based on their own values. Generally, this is not based solely on 

pre- deontological evaluation, but rather integrates the evaluation of deontological and teleological evaluations 

to form an ethical judgment [41]. The more positive the ethical evaluation, the more moral the individual 

considers the plan. At the same time, deontological evaluation influences individuals’ behavioral preferences. 

When certain behaviors are considered morally right and ethical, individuals with high levels of deontological 

evaluation tend to perceive that these behaviors align with their own principles; thus, they perceive a moral 

obligation to engage in such behaviors, leading to the occurrence of those behaviors [47]. Actions that are 

considered socially beneficial and having positive outcomes increase the likelihood of execution among 

individuals with high levels of teleological evaluation [48]. 

Consumers increasingly recognize sustainable consumption as an aspect of environmental issues [49]. 

Therefore, driven by an ethical obligation to the environment, consumers are likely to make environmentally 

friendly purchases [50]. Consequently, businesses will strive to integrate morality into their overall strategy [51]. 

Evidence shows that more consumers are attracted to ethical evaluation beliefs related to environmental 

protection [52]. Furthermore, as consumers exercise their ethical principles, this motivates them to activate their 

sustainable actions [53]. Therefore, when individuals hold a positive ethical evaluation on sustainable 

consumption, they believe that sustainable consumption is right in its own ethical judgment, and its outcomes 

and purposes are positive. Consequently, they are more likely to endorse and engage in sustainable 

consumption behavior.  

Based on the above literature, this study proposes Hypothesis 3 as follows: 

H3: Ethical evaluation positively influences sustainable consumption behavior.  

2.4. Mediating role of ethical evaluation 

The Values-Beliefs-Behavior theory posits that beliefs serve as mediators and play an important role in 

converting personal values into personal norms and behaviors [12]. Groening et al. [54] pointed out that values 

are the foundation of beliefs, which in turn, are key motivators driving certain behaviors. 
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Sustainable consumption is also a form of ethical consumption, typically driven by various moral 

choices[13]. Only when consumers perform a positive ethical evaluation on sustainable actions can they intend 

to act sustainably [48]. Ethics are deeply influenced by cultural contexts, with moral choices varying slightly 

across cultures [55]. Dai et al. [56] defined “moral obligation evaluation” as an individual’s standard of good and 

bad judgment based on their values. Each person’s values differ, and so do their moral standards. Those who 

believe their sustainable consumption behavior can influence or change others’ behaviors are more likely to 

act in accordance with their values [57]. 

Therefore, the present study attempts to integrate ethical beliefs with the Values-Beliefs-Behavior theory. 

As a result, it suggests that ethical evaluation serves as a bridge between cultural values and subsequent 

behaviors. Existing studies support this assumption. For instance, Qiu [58] showed that ethical norms partially 

mediate the influence of factors on tourists’ civilized behavior intentions. “Interpersonal harmony” refers to 

mutual benefit and symbiosis, in which individuals’ needs and interests are coordinated and realized on the 

basis of mutual respect, understanding, and acceptance [59]. Therefore, any type of interpersonal harmony can 

consider different or opposite things, achieve overall harmony between people and things, and enhance ethical 

evaluation on sustainable consumption. In turn, this positively influences sustainable consumption behavior. 

Based on the above literature, this study proposes Hypotheses 4a and 4b as follows: 

H4a: Ethical evaluation mediates the relationship between harmony enhancement and sustainable 

consumption behavior.  

H4b: Ethical evaluation mediates the relationship between disintegration avoidance and sustainable 

consumption behavior. 

The conceptual framework of this study is shown in Figure 1.  

Sustainable 

Consumption 

Behavior

Harmony 

Enhancement

Ethical 

Evaluation

H2a

H3

Disintegration 

Avoidance

H1b

H1a

H2b

H4a

H4b

 

Figure 1. Research conceptual model. 

3. Research methodology 

3.1. Measures 

The design of the questionnaire was primarily informed by existing research findings. Following the initial 

development of the questionnaire, two experts were consulted to assess the rationality of the variable 

measurements and the semantic expressions. Finally, the formal questionnaire of this study was formed. All 

measurement items assessed using a 5-point Likert scale. The study participants selected appropriate responses 

based on their perceptions, with 1 indicating “strongly disagree” and 5 indicating “strongly agree.” The 
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socioeconomic characteristics of the sample included gender, age, educational level, and monthly income as 

control variables.  

3.1.1. Interpersonal harmony 

The interpersonal harmony scale used in this study adopts a mature questionnaire developed by Chen et 

al. [27], which has been validated to exhibit good reliability and validity. We defined “harmony enhancement” 

as the extent to which individuals value harmonious, respectful, and complementary relationships in daily 

interactions, considering interpersonal harmony as a personal virtue and life value pursuit. On this scale, 12 

items assess the “harmony enhancement”, it has questions such as “Maintaining interpersonal harmony is an 

important goal in my life” and “Having an ability to interact with others harmoniously is vital for achieving 

major successes”. “Disintegration avoidance” was defined as the extent to which individuals avoid factors that 

may disrupt harmony in daily interactions, aiming to hide conflicts or temporarily shelve disputes. On this 

scale, 8 items evaluate “Disintegration avoidance”. It has questions such as “If I losses are going to be small, 

there is no need to fight to the end” and “In order to maintain harmony, people might have to give up principles 

of justice in handling matters”. 

3.1.2. Sustainable consumption  

The sustainable consumption behavior scale was measured using Quoquab et al. [5] 24-item scale, which 

has been validated to exhibit good reliability and validity. We defined “sustainable consumption behavior” as 

a type of behavior involving moderate consumption and careful use to meet basic needs by considering the 

impact on environment, quality of life, and future generational after individual consumption. It has questions 

such as “I choose to buy product(s) with biodegradable container or packaging” and “I reuse shopping bag(s) 

every time go for shopping”. 

3.1.3. Ethical evaluation  

The ethical evaluation scale was measured using Wang et al. [39] 7-item scale. We defined “ethical 

evaluation” as individuals’ pre-evaluation on the moral obligation and consequences of sustainable 

consumption behavior. It has questions such as “It is ethically right to conduct pro-environmental behaviors 

while consumption.” and “Conducting pro-environmental behaviors while consumption can bring positive 

environmental, ecological and economic benefits”. 

3.2. Sample and data collection 

This study focus on Chinese consumers who have a membership of ole’ chain supermarkets and purposive 

sampling method was utilized to obtain the data. Utilising platforms like SoJump, 800 questionnaires were 

distributed from December 2023 to January 2024 via online surveys in Zhejiang and Jiangsu Provinces, China. 

After the exclusions, 496 valid questionnaires were retained, yielding a 62% validity rate. Based on 496 valid 

questionnaires, this study takes AMOS and SPSS statistical analysis software to verify the data and hypotheses 

through descriptive statistics, correlation analysis, reliability and validity analysis, and stepwise regression 

analysis. 

4. Results 

4.1. Basic information of samples 

The study respondents included 302 females (60.90%) and 194 males (39.10%). Those aged below 18 

years and had no disposable income were excluded. The largest proportion of respondents fell within the 18–

29 age group with 195 (39.3%), followed by the 30–39 age group with 164 (33.1%). In terms of educational 

level, 160 participants (32.2%) held a bachelor’s degree, ranking first, followed by 133 participants (26.82%) 
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with a graduate degree. Regarding monthly income, the highest income group earned RMB 5,001–7,500 yuan, 

with 161 participants (32.5%), followed by the RMB 2,501–5,000 yuan group with 106 participants (21.4%). 

Based on the statistics of the above basic information, the data collected from the questionnaire issued in this 

study are reasonable and can be used to proceed with further analysis or studies.  

4.2. Factor analysis, reliability, and validity verification  

4.2.1. Confirmatory factor analysis 

The measurement model was evaluated using AMOS. The results of the model analysis, as presented in 

Table 1, demonstrate that the four-factor model exhibits CMIN/DF = 1.37 < 3, RMSE = 0.02 < 0.05, GFI = 

0.89 > 0.8, AGFI = 0.88 > 0.8, NFI = 0.96 > 0.9, IFI = 0.97 > 0.9, and CFI = 0.97 > 0.9, indicating optimal fit 

and adherence to established standards [60]. 

Table 1. Model fit index.  

Chi-square χ²/df RMSEA GFI AGFI NFI IFI CFI 

1662.06 1.37 0.02 0.89 0.88 0.96 0.97 0.97 

4.2.2. Description statistics and correlation analysis of variables 

Before conducting multiple regression analysis, multi-collinearity among variables was examined. 

Pearson correlation coefficients and descriptive statistics were used in this study. As shown in Table 2, the 

results reveal the absence of high multi-collinearity (all Pearson correlation coefficients < 0.6), and the means 

and standard deviations were within reasonable ranges. Thus, there is no obvious bias, and further regression 

analysis is allowed [61]. The results also show a significant positive correlation between harmony enhancement 

and sustainable consumption behavior (r = 0.50, p < 0.001), as well as between disintegration avoidance and 

sustainable consumption behavior (r = 0.51, p < 0.001). Therefore, it can be preliminarily concluded that the 

main effect is established. 

Table 2. Description statistics and correlation analysis of variables.  

 M SD 1 2 3 4 5 6 7 8 

1. Gender 1.61 0.49 1        

2. Age 3.00 1.04 -0.08* 1       

3. Education 2.63 1.07 0.00 0.14** 1      

4. Income 3.16 1.38 0.10** -0.16*** 0.21*** 1     

5. SCB 3.45 0.65 -0.17*** 0.19*** 0.21*** -0.22*** 1    

6. EH 3.62 0.94 -0.06 0.07 0.11* -0.15*** 0.50*** 1   

7. AD 3.20 1.16 -0.04 0.05 0.04 -0.08* 0.51*** 0.27*** 1  

8. EE 3.72 0.98 -0.06 0.10* 0.18** -0.07* 0.46** 0.43** 0.09* 1 

Note 1: SCB = Sustainable Consumption Behavior, EH = Harmony enhancement, AD = Disintegration avoidance, EE = Ethical 

Evaluation.  

Note 2: * p < .05, ** p < .01, *** p < .001. 
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4.2.3. Reliability and validity verification 

Table 3 shows the reliability and validity verification results, with all variables’ Cronbach alpha 

coefficients exceeding the 0.7 acceptance standard, thereby indicating high internal consistency. Confirmatory 

factor analysis was used to verify the validity of the measurement model, with all standardized factor loadings 

(FL) of all variables greater than 0.50, AVE values greater than 0.5, and CR values greater than 0.70, thus 

indicating acceptable convergent validity [62]. Additionally, all variables’ correlations were less than the square 

root of AVE, indicating good discriminant validity among the four variables. These results collectively indicate 

that the measurement model is reliable and valid for further analysis. 

Table 3. Reliability and validity verification test.  

Variable Cronbach’s alpha 
Standardized 

Factor Loading 
AVE CR 

SCB 0.96 0.69-0.72 0.52 0.96 

EH 0.93 0.70-0.79 0.54 0.93 

AD 0.92 0.74-0.82 0.61 0.92 

EE 0.91 0.76-0.79 0.62 0.92 

Note: SCB = Sustainable Consumption Behavior, EH = Harmony enhancement, AD = Disintegration avoidance, 

EE = Ethical Evaluation. 

4.3. Stepwise regression model  

Stepwise regression analysis was used to test the study hypotheses. Variance inflation factor (VIF) values 

in the hypothesis model were all < 10, indicating the absence of multi-collinearity among explanatory 

variables[63]. In Model 1, the controlled variables included gender, age, educational level, and monthly income. 

The results reveal that gender and income are negatively correlated with sustainable consumption behavior, 

while age and education level are positively correlated with sustainable consumption behavior. Previous 

studies have suggested that females possess stronger environmental beliefs and a higher tendency for 

sustainable consumption than males; however, the impact of gender can be moderated by personal or social 

identity [64]. Regarding age, existing studies have yielded inconsistent results. For example, Wang et al. [65] 

found that older adults tend to be more willing to purchase energy-efficient products, while in contrast, Lindén 

et al. [66] suggested that younger individuals prefer energy-efficient products. Regarding education level, higher 

education levels enhance individuals’ awareness of both societal progress and severe ecological challenges, 

providing them with a certain economic foundation that, in turn, prompts them to choose sustainable 

consumption behaviors [67]. Regarding income, higher-income consumers have stronger economic power and 

a greater preference for sustainable consumption behavior. In summary, demographic factors have limited and 

unstable effects, and their influence may vary across different contexts [68]. However, they must still be 

considered in relevant discussions. 

Model 2 shows the regression analysis of harmony enhancement on sustainable consumption behavior, 

yielding an F value of 58.03 and a significant p-value of 0.000, thus indicating statistical significance. The 

model’s R² value is 0.37, demonstrating that the independent variable can explain 37% of the changes in SCB. 

Thus, Model 2 is valid. The regression coefficient for harmony enhancement is 0.48 (p = 0.000 < 0.01), 

indicating a significant positive impact of harmony enhancement on sustainable consumption behavior, 

thereby supporting H1a. 
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Model 3 analyzes the impact of disintegration avoidance on sustainable consumption behavior under 

controlled variables. The F value is 59.36, with a significant p-value of 0.000, showing significant horizontally, 

and an R² value of 0.38. Thus, the model is valid. Furthermore, the regression coefficient for disintegration 

avoidance is 0.50 (p = 0.000 < 0.01), indicating a significant positive impact of disintegration avoidance on 

sustainable consumption behavior, thus supporting H1b. 

To test the mediating role of ethical evaluation between harmony enhancement, disintegration avoidance 

and sustainable consumption behavior, Baron and Kenny [69] stepwise approach and Cheung and Lau [70] 

Bootstrap method were used to ensure the reliability of results. The specific test steps are as follows. First, in 

Model 4, gender, age group, educational level, and monthly income are used as control variables, and ethical 

evaluation is considered the regression result of the dependent variable. The results indicate a significant 

positive correlation between educational level and ethical evaluation, suggesting that people with higher 

education levels tend to have stronger moral beliefs. 

In Model 5, harmony enhancement is added based on the controlled variables of Model 4 to test the 

relationship between the independent variable harmony enhancement and the mediating variable ethical 

evaluation. The results show that harmony enhancement has a significant positive impact on ethical evaluation 

(β = 0.41, p = 0.000 < 0.01), thus supporting H2a. 

Based on the results of Model 7, it can be observed that the mediating variable, ethical evaluation, has a 

significant positive impact on sustainable consumption behavior (β = 0.39, p = 0.000 < 0.01), indicating that 

ethical evaluation positively affects sustainable consumption behavior. Thus, H3 is confirmed. 

In Model 8, with the addition of ethical evaluation, the impact of harmony enhancement on sustainable 

consumption behavior significantly decreases (from 0.48 to 0.38), indicating a partial mediating effect of 

ethical evaluation between harmony enhancement and sustainable consumption behavior, thus supporting H4a. 

According to the three-step mediation test[69], if the regression coefficient of the independent variable on 

the mediator is not significant, it indicates that the mediator does not have a mediation effect. Similarly, Model 

6 tests the impact of disintegration avoidance on ethical evaluation, by adding disintegration avoidance to 

Model 4. The results reveal that disintegration avoidance has no significant impact on ethical evaluation (β = 

0.07, p = 0.15 > 0.05). Thus, H2b is not supported. As such, it can be preliminarily inferred that ethical 

evaluation does not have a mediating effect between disintegration avoidance and sustainable consumption 

behavior. Thus, H4b is not supported. 

Table 4. Stepwise regression analyses. 

Model M1 M2 M3 M4 M5 M6 M7 M8 M9 

Variables SCB SCB SCB EE EE EE SCB SCB SCB 

Analytical 

Indicators 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

β 

(t) 

1. Gender 
-0.14 -0.12 -0.12 -0.05 -0.03 -0.05 -0.12 -0.11 -0.11 

(-3.25***) (-3.22***) (-3.46***) (-1.08) (-0.76) (-1.04) (-3.08**) (-3.12**) (-3.35***) 

2. Age 
0.10 0.09 0.09 0.05 0.04 0.05 0.08 0.09 0.07 

(2.38*) (2.58*) (2.48) (1.08) (1.04) (1.04) (2.12*) (2.39*) (2.24*) 

3. Education 
0.25 0.18 0.22 0.19 0.13 0.19 0.17 0.15 0.15 

(5.72***) (4.76***) (5.93***) (4.15***) (3.13**) (4.06***) (4.30***) (4.02***) (4.52***) 

4. Income 
-0.25 -0.16 -0.21 -0.10 -0.03 -0.09 -0.21 -0.15 -0.17 

(-5.63***) (-4.22***) (-5.51***) (-2.19*) (-0.69) (-2.06*) (-5.16***) (-4.19***) (-5.10***) 
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5. EH 
 0.48   0.41   0.38  

 (13.18***)   (9.92***)   (9.95***)  

6. AD 
  0.50   0.07   0.45 

  (13.39***)   (1.63)   (14.12***) 

7. EE 
      0.39 0.24 0.36 

      (10.27***) (6.2***) (11.10***) 

R2 0.15 0.37 0.38 0.05 0.21 0.05 0.30 0.42 0.50 

Adj. R2 0.14 0.36 0.37 0.04 0.20 0.04 0.29 0.41 0.49 

F 21.52*** 58.03*** 59.36*** 6.26*** 25.66*** 5.55*** 41.98*** 58.46*** 82.35*** 

Note 1: n = 496, * p < .05, ** p < .01, *** p < .001. 

Note 2: SCB = Sustainable Consumption Behavior, EH = Harmony enhancement, AD = Disintegration avoidance, EE = Ethical 

Evaluation. 

Note 3. M2 (independent variable: EH; reactive variable: SCB); M3 (independent variable: AD; reactive variable: SCB); M5 

(independent variable: EH; reactive variable: EE); M6 (independent variable: AD; reactive variable: EE); M7 (independent variable: 

EE; reactive variable: SCB); M8 (independent variable: EH; mediator: EE; reactive variable: SCB); M9 (independent variable: AD; 

mediator: EE; reactive variable: SCB). 

Note 4. The first bracket contains the t values. 

4.4. The mediating role of ethical evaluation  

4.4.1. The Mediating Effect of ethical evaluation (Path: EH→ EE→SCB) 

We examined the mediating role of ethical evaluation in the relationship between harmony enhancement 

and sustainable consumption behavior using the Model 4 validation procedure proposed by Preacher and Hayes 
[71]. The total effect coefficient of harmony enhancement on sustainable consumption behavior is 0.33, with a 

95% confidence interval (CI) of [0.28, 0.38], excluding 0. The direct effect coefficient of harmony 

enhancement on sustainable consumption behavior is 0.27, with a 95% CI of [0.21, 0.32], also excluding 0. 

The indirect effect coefficient is 0.07, with a 95% CI of [0.04, 0.09], again excluding 0. These findings suggest 

that after incorporating ethical evaluation into the relationship between harmony enhancement and sustainable 

consumption behavior, the main effect coefficient decreased, indicating that ethical evaluation partially 

mediates the relationship between harmony enhancement and sustainable consumption behavior. This analysis 

further supports H4a. 

Table 5. Analysis of the mediating effect of ethical evaluation between harmony enhancement and sustainable consumption behavior. 

Predictor B SE 
95% CI 

R2 
LL UL 

Total effect 0.33*** 0.03 0.28 0.38 
0.21 

Direct effect 0.27*** 0.03 0.21 0.32 

Indirect effect via mindful acceptance 
Boot IE Boot SE 

95% CI  

LL UL  

0.07 0.01 0.04 0.09 0.41 

Note: n = 496, * p < .05, ** p < .01, *** p < .001. 
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4.4.2. The mediating effect of ethical evaluation (Path: AD→ EE→SCB) 

We tested the mediating role of ethical evaluation in the relationship between disintegration avoidance 

and sustainable consumption behavior using Hayes’ Process in Model 4. The total effect coefficient of 

disintegration avoidance on sustainable consumption behavior is 0.27, with a 95% CI of [0.23, 0.31], which 

does not include 0. The direct effect coefficient of disintegration avoidance on sustainable consumption 

behavior is 0.25, with a 95% CI of [0.21, 0.29], which does not include 0. The indirect effect coefficient is 

0.02, with a 95% CI of [-0.01, 0.03], which includes 0. These findings indicate that the mediating effect of 

ethical evaluation between disintegration avoidance and sustainable consumption behavior is not established. 

Given that disintegration avoidance does not influence sustainable consumption behavior through ethical 

evaluation, H4b is not supported. 

Table 6. Analysis of the mediating effect of ethical evaluation between disintegration avoidance and sustainable consumption behavior. 

Predictor B SE 
95% CI 

R2 
LL UL 

Total effect 0.27*** 0.02 0.23 0.31 
0.05 

Direct effect 0.25*** 0.02 0.21 0.29 

Indirect effect via mindful acceptance 
Boot IE Boot SE 

95% CI  

LL UL  

0.02 0.01 -0.01 0.03 0.50 

Note: n = 496, * p < .05, ** p < .01, *** p < .001. 

5. Conclusions and recommendations 

5.1. Conclusions  

In summary, the proposed theoretical hypotheses in this study received partial empirical support. In 

particular, five of the seven research hypotheses in this study were supported by the data. Specifically, the 

study consisted of two main parts. The first part examined direct effects, confirming that both types of 

interpersonal harmony orientation had a positive impact on sustainable consumption behavior, thus supporting 

H1a and H1b. Additionally, ethical evaluation positively influenced sustainable consumption behavior, thus 

supporting H3.  

The second part examined the indirect effects, exploring the mediating role of ethical evaluation in the 

relationship between the dualistic model of interpersonal harmony and sustainable consumption behavior. The 

results showed that ethical evaluation partially mediated the relationship between harmony enhancement and 

sustainable consumption behavior, thus supporting H2a and H4a. However, disintegration avoidance did not 

have an influence on ethical evaluation; thus, H2b is not supported. Furthermore, ethical evaluation did not 

mediate between disintegration avoidance and sustainable consumption behavior. Thus, H4b not support. This 

finding indicates that disintegration avoidance views harmony primarily as a means, and individuals may not 

possess a strong sense of morality beneath the surface. Therefore, the implementation of sustainable 

consumption behavior by individuals with disintegration avoidance may not be transmitted through moral 

considerations. 

In summary, sustainable consumption, a form of ethical consumption, is an environmentally responsible 

and eco-friendly consumption model. Value cognition is the foundation of behavioral decision-making. 

Through the cultivation of interpersonal harmony values, consumers can be guided to respect and understand 
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the long-term development and intrinsic value of sustainable consumption, thus enhancing civic moral 

awareness and strengthening the recognition of pre-action moral evaluation. Consumers can engage in 

sustainable intentions only when they conduct positive pre-moral evaluations of sustainable actions [48]. In turn, 

this can reduce the unscientific and unethical utilization of existing resources, adhere to ecological priorities, 

and foster a resource-saving and environmentally friendly spatial pattern and lifestyle, ultimately transforming 

the recognition of interpersonal harmony values into sustainable consumption habits. 

5.2. Theoretical implications  

The conclusions of this study further demonstrate the crucial role played by individual consumers in the 

success of sustainable development [10]. The theoretical contributions of this study are twofold: 

It is the first study to validate the positive impact of interpersonal harmony value orientation on sustainable 

consumption behavior based on the collectivist culture of China. By conducting in-depth exploration and 

classification of interpersonal harmony orientation, the study further expands the research on the dualism of 

interpersonal harmony and provides new insights for studying sustainable consumption from a values 

perspective.  

By introducing ethical evaluation as a mediating variable, this study expands the Values-Beliefs-Behavior 

model and verifies for the first time the different mediating roles of ethical evaluation in the relationship 

between two different interpersonal harmony orientations and sustainable consumption behavior. In this way, 

the study’s findings offer a new perspective for the research direction of ethical consumption. 

5.3. Practical implications  

Related concepts of environmental management, such as green management are being pursued by 

enterprises to reduce environmental pollution [72]. More importantly, consumers can become drivers of 

environmental change by adopting social practices that contribute to sustainable development [73]. The practical 

implications of this research can be summarized into two points: 

Environmental policymakers in China can leverage institutionalized educational tools and 

noninstitutionalized media channels to popularize the concepts of “ecological civilization” and “sustainable 

development,” thus awakening consumers’ environmental moral beliefs. If consumers themselves realize the 

benefits of sustainable consumption, this could have significant practical implications for guiding the entire 

society toward a correct future and for the harmonious development of resources and the environment [5]. 

Companies should also prioritize the impact of cultural factors on sustainable consumption. By gaining a 

deeper understanding of marketing plans that align with sustainable development goals, firms can leverage 

these frameworks to better understand consumer behaviors [10]. Specifically, this can be done by considering 

the psychological and behavioral factors in interpersonal interactions during daily life, understanding the 

cultural and ethical psychological needs and environmental motivations, and increasing attention to consumers’ 

moral and ethical aspects. For instance, enhancing interpersonal harmony cognition can increase trust [24] and 

foster a more united sentiment [74]. This is an important principle in jointly addressing global challenges and 

can help promote climate-friendly actions [75]. 

5.4. Limitations and future research directions 

The participants of this study were supermarket members in China, so the results may not directly apply 

to consumers in other countries or retail categories. In future studies, researchers may wish to examine whether 

local consumers in other regions exhibit similar behaviors, thus providing useful information for future 
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managers in designing marketing strategies targeting cross-cultural consumers with different shopping 

preferences. 

This study only explored how two different types of harmony factors differently influence moral 

evaluations. However, it has not yet explored what mediating variables may exist for individuals with 

disintegration avoidance, which could affect sustainable consumption behavior. In order to gain a more 

comprehensive understanding of this relationship, further research is required to ascertain the moderating 

variables that influence the relationship between a dualistic model of harmony and sustainable consumption 

behavior. 

Finally, this study used a cross-sectional approach for questionnaire processing and analysis, rather than 

exploring a longitudinal analysis over a specific period. Thus, to better enhance the accuracy of the 

interpretation of the results, future research could utilize time-series analysis to explore whether the research 

results remain the same or differ over time (e.g., over six months and one year). 
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