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Abstract

This study explores the psychological and socio-cultural drivers of
sustainable purchase intentions for Assam handloom products by
extending the Theory of Planned Behavior (TPB) with constructs of
Sustainable Brand Image, Perceived Authenticity, and demographic
moderations. Using data from 210 purposively sampled consumers,
Structural Equation Modeling (SEM) validates a conceptual framework
where Consumer Awareness and Sustainability Perception shape
Purchase Intention both directly and indirectly via brand evaluations.
The findings establish Sustainable Brand Image as a pivotal mediating
mechanism and reveal how demographic factors moderates the
awareness–brand image pathway. Women in higher-income groups link
sustainability to emotional and cultural continuity, whereas customers
from East and North-East India in particular exhibits stronger
perceptions of sustainability, authenticity, and intention. Novelty
emerges from integrating sustainable consumption, authenticity
perceptions, and demographic heterogeneity within the TPB framework,
contextualized in the culturally significant Assam handloom industry.
The study extends existing literature by demonstrating that sustainability
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narratives and authenticity not only reinforce ethical consumption but
also enhance emotional brand attachment in emerging market settings.

Social implications advocate for awareness-driven sustainable marketing
and cultural heritage promotion, sensitive to income and regional
contexts whereas managerial insights suggest tailoring sustainability
communications to diverse consumer segments through authentic
storytelling strategies. To increase customer involvement, marketers
could make use of income-based value propositions, gender-sensitive
storylines, and regional pride. Cross sectional design and regional
context are the limitations. Overall, the paper contributes a differentiated
perspective on how traditional industries can effectively align cultural
identity, sustainability positioning, and consumer psychology to drive
responsible consumption behaviours’.

Keywords: Sustainable Brand Image, Consumer Awareness,
Sustainability Perception, Perceived Authenticity, Purchase Intention.

1 Introduction

The rising interest in sustainability and cultural preservation has
intensified consumer focus on indigenous and ethical products,
specifically for India’s handloom sector. Assam handloom, steeped in
regional identity and eco-conscious practices, offers a unique blend of
tradition and sustainability. The alignment between consumer awareness,
ethical consumption, and the desire for authenticity provides a fertile
ground for understanding behavioral intentions in this space. This
relationship, however, cannot be seen as a linear progression from
awareness to favourable attitudes towards sustainability. Symbolic
status-seeking, ethical dissonance, and nostalgia all influence cultural
consumption as consumers balance ambitious lifestyles with moral
principles. (Huddart et al., 2019; Weingarten &Wei, 2023; Zollo, 2021;
Schmitt et al., 2022). The Theory of Planned Behavior (Ajzen, 1991)
provides a robust theoretical lens to explore how attitudinal, normative,
and control beliefs translate into sustainable purchase intentions. By
acknowledging how identity alignment and moral obligations influence
sustainable decisions, incorporating global viewpoints like the Value–
Belief–Norm (VBN) theory (Stern et al., 1999), consumer self-congruity
theory (Sirgy et al., 1991), and consumer culture theory (Askegaard &
Linnet, 2011) further broadens this framework.
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Understanding why consumers buy, or fail to buy, handloom is critical
to creating more efficient marketing strategies. The expanded theory of
planned behaviour indicates that e-commerce did not have a strong
impact on purchase intention itself, but satisfaction did, implying that
product value must be communicated effectively and meaningfully.

Social image concerns, perceived inconvenience, and tradition-related
reluctance were the significant obstacles which creates resistance
towards sustainable fashion. Distinctiveness, emotional value, and
ecoconsciousness are the strongest drivers of the purchase of traditional
products (Guha et al.2025). The suboptimal working conditions and
health risks among handloomworkers influence the quality of production
and public perception, providing one more layer of consumer resistance
(Koiri, 2020). Thus, in order to reduce resistance, Assam handloom must
enhance perceived value through satisfaction, narrative, and improved
working conditions for artisans. Peripheral crafts were made valuable
through web narratives emphasizing cultural affinity, craftsmanship, and
artisanal narratives. Similarly, social media platforms such as Instagram,
Etsy, and well-curated e-commerce sites can help raise Assam handloom
by emphasizing authenticity through engaging stories (Gupta &
Srivastava 2023). Understanding the psychology of the buyers can give
us a hint about how Assam handloom might be positioned in
heterogeneous urban markets. By dividing and analysing the Indian
consumers on the basis of materialism, ethnocentrism, and global
orientation it was drawn that cultural loyalty can coexist with aspirational
trends (Dasgupta & Chandra, 2016). Purchasing handloom is a sign of
cultural and aesthetic excellence. Entrepreneurship is also associated
with sustainability of Assam handloom. Risk-taking behaviour,
availability of resources, and family background influenced tribal
women's micro-entrepreneurship (Hazarika & Goswami, 2018). They
emphasized the importance of policy guidelines and loan availability to
facilitate women entrepreneurs in their business.

This research investigates how awareness and sustainability perception
(representing attitudinal beliefs) influence purchase intention, with
sustainable brand image and perceived authenticity serving as mediators
that capture the affective and evaluative dimensions. Furthermore, it
examines how demographic variables such as gender, income, and region
moderate the awareness-to-brand image pathway, representing variations
in control beliefs and value orientations. The study contributes to
sustainable consumption literature by contextualizing TPB within a
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traditional Indian industry and emphasizing the intersection of heritage
branding and consumer psychology.

2 Literature Review and Hypotheses DeveIopment

2.1 Consumer Awareness and SustainabIe Brand Image: Awareness
is the foundation of brand engagement. Consumers who are aware of a
product’s cultural roots and sustainability credentials are more likely to
attribute a favourable brand image (Joshi & Rahman, 2015). In handloom
contexts, awareness of traditional techniques and ethical sourcing
amplifies emotional connection and brand meaning. The consumer
demand for handloom products in Haryana and Punjab region were
highly determined by perceived traditional value and quality, confirming
the significance of awareness in regional handloom success (Rani &
Bains, 2014). Coimbatore region consumers, were discovered with
moderate awareness levels for handloom products, but consumers
expressed high satisfaction with their purchases—suggesting that
satisfaction might be enhanced through stronger awareness campaigns
(Anusuya & Chinnadorai, 2015). Geographical Indication (GI) tags
greatly enhanced trust and purchase probability, as they represented
authenticity and government approval (Singh & Baral 2024). Tourism
and online platforms can be used to increase consumer awareness in the
case of Assam's handloom industry (Jain & Ratan, 2012). These findings
together advocate for overall educational and promotional measures to
increase consumer knowledge and reinforce brand interaction.

2.2 SustainabiIity Perception and SustainabIe Brand Image:
Perception of sustainability, encompassing beliefs about ecofriendliness,
ethical practices, and livelihood support, enhances brand credibility.
Brands perceived as sustainable are viewed as trustworthy and
responsible, directly shaping brand image (Nguyen et al., 2020). Kantha
and Madurkathi crafts promote sustainability, women empowerment and
rural resilience (Bardhan & Bhattacharya, 2022). Their study strengthens
the connection between consumer demand for ethical, authentic products
and cultural identity. Increased awareness of sustainable production can
reduce consumer misunderstanding about authenticity (Agrawal 2021).
The livelihood aspect of the handloom producers in Assam influences
their market engagement greatly and, in turn, impacts consumers'
perception of sustainability indirectly (Borah Bortamuly et.al, 2013).
Embedding sustainability into marketing communications makes the
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brand image stronger and also appeals to ecofriendly consumers (Mishra
& Mohapatra, 2024)

2.3 SustainabIe Brand Image and Perceived Authenticity: Brand
image serves as a signal of authenticity, particularly in traditional crafts.
When a brand conveys ethical sourcing and cultural embeddedness, it is
seen as more authentic (Beverland, 2005). Preserving authenticity needs
participatory processes wherein artisans are co-creators in the narrative
of the brand (Basole, 2015). The visual appearance of handloom fabrics
has an important contribution in this impression .Design features like
local patterns and plant dyes make huge contributions towards perceived
authenticity. Employing local motifs like flora and fauna patterns in
Assamese handloom items supported authenticity in the consumer's
perception (Mondal & Karmakar, 2021). Infusing traditional values and
ethical methods into handloom items contributes to both perceived
authenticity and brand credibility (Bardhan and Bhattacharya 2022).
From a cultural-psychological perspective, authenticity is a reflection of
identity and social affiliation rather than just a material attribute.
Consumers in collectivist environments, like India, view authenticity
more through moral significance, heritage continuity, and relational
values than through personal expression (Kokkoris & Kühnen, 2014).

It is implied that authenticity emerges when brand meanings are in line
with community-based cultural values in these cultural contexts, where
consumers understand sustainable brand cues through shared moral
frameworks and collective identities. These views result from cultural
scripts that link one's self-concept to tradition and community,
suggesting that genuine brands are those that complement customers'
moral values and cultural identities. (An, 2025; Herrera, 2022). Since
consumers' buying intentions are influenced by moral resonance and
collective self-congruity, the authenticity of Assam handlooms is
therefore both an ethical assessment and a representation of cultural
identity.

2.4 SustainabIe Brand Image and Purchase Intention: Consumers
often rely on brand evaluations to reduce uncertainty and validate their
intentions. A strong sustainable brand image reinforces confidence and
aligns with ethical consumption goals (Kumar & Christodoulopoulou,
2014). Cognitive beliefs (perception and awareness) and behavior
intentions are bridged by brand image. It is a cognitive-affective
construct that influences how customers relate to ethical identity and
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comprehend product values (Paul et al., 2016). Low awareness and
narrow product variety among Assam's handloom micro-enterprises
constrain sustainable brand image and adversely affect consumer
purchase intention (Baruah, Saha, and Ahmed 2024). Tourism as a tool
to enhance awareness and sales by promoting sustainable practices in
front of consumers. Thus, a well-crafted sustainable brand image can
turn interest into action, encouraging long-term interaction with
traditional products (Mondal & Karmakar 2021)

2.5 Perceived Authenticity and Purchase Intention: Authenticity
evokes trust and emotional attachment. In traditional sectors, it plays a
critical role in influencing purchasing behaviour (Napoli et al., 2014).

Communicating artisans’ identity and tradition in the form of authentic
storytelling leads to successful handloom marketing (Russo 2018).
Ethnographic fieldwork among women weavers in Meghalaya
discovered that authenticity associated with identity construction
strongly appealed to ethical consumers (Dias et al. 2020). When
traditional crafts convey community values and authenticity, they appeal
to ethical consumers looking for meaning over utility (Guha et al. 2025).
Handloom needs to be showcased as a vehicle of culture and ethics and
not merely as a commodity. Therefore, storytelling and design elements
that convey cultural continuity and personal narratives assist in
reinforcing authenticity and influencing buying behaviour.

Beyond the development of trust, cultural psychology posits that
perceived authenticity sets off processes of value congruence and
selfcongruity, wherein customers view the product as an extension of
their shared identity. (Bramwell, 2022; Rixom & Rixom, 2023).
By converting ethical appreciation into identity expression, this
emotional connection between self and society increases purchase
intention. As a result, authenticity functions as both a cognitive
assessment and a culturally based emotional connection, which is
especially important in traditional marketplaces like Assam handloom

2.6 Mediating RoIe of SustainabIe Brand Image: Brand image acts as
a bridge between cognitive beliefs (awareness and perception) and
behavioural intentions. As a cognitive-affective construct, it influences
how consumers interpret product values and align with ethical identity
(Paul et al., 2016). Village tourism and narratives can translate intangible
cultural values into physical brand experience. The sustainable brand
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image of Assamese handloom is not only a symbol of values but also a
powerful mediator that lifts consumer from interest to buy.

2.7 Moderating RoIe of Demographics: Consumers’ interpretation of
sustainability cues and brand meaning varies with gender, income, and
region (Biswas & Roy, 2015). Demographic factors influence how
awareness translates to perception and subsequent brand evaluations.
Indian young consumers, especially urban India, are prone to
sustainability but resale price and availability can discourage them
(Sengupta & Sengupta, 2021). Kaur et al. (2023) investigated the manner
in which social norms and rationalizations function as moderators of the
intention-purchase relationship and believed that peer influence and
affordability would most likely determine the action ability of ethical
intentions. Busalim et al. (2024) also stressed that tradition, image
perception, and social risk are of primary importance as drivers of
resistance among consumers. Demographic profiles thus assist in
framing particular strategies for positioning various urban market
segments for Assam handloom products.

Based on the literature review, the following hypotheses were proposed:

H1: Consumer awareness positively influences sustainable brand image.

H2: Sustainability perception positively influences sustainable brand
image.

H3: Sustainable brand image positively influences
perceived authenticity.

H4: Sustainable brand image positively influences purchase intention.

H5: Perceived authenticity positively influences purchase intention.

H6a: Sustainable brand image mediates the relationship between
consumer awareness and purchase intention.

H6b: Sustainable brand image mediates the relationship between
sustainability perception and purchase intention.

H7a: Gender moderates the relationship between consumer awareness
and sustainable brand image.
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H7b: Income moderates the relationship between consumer awareness
and sustainable brand image.

H7c: Region moderates the relationship between consumer awareness
and sustainable brand image.

H8: Gender moderates the relationship between consumer awareness
and sustainability Perception

3 MethodoIogy

The study employed purposive sampling to collect 210 valid responses
from consumers with prior exposure to Assam handloom. A structured
questionnaire was used with five-point Likert-scale items. Constructs
were adapted from established sources: consumer awareness (Aaker,
1996), sustainability perception (Haws et al., 2014), perceived
authenticity (Morhart et al., 2015), and purchase intention (Dodds et al.,
1991).

Confirmatory Factor Analysis (CFA) established construct reliability
and validity. Structural Equation Modeling (SEM) using AMOS tested
hypothesized paths. Bootstrapping assessed mediation effects, while
moderation was examined using interaction terms. SEM was selected
for its ability to simultaneously evaluate multiple interrelated
dependencies within TPB-based models (Hair et al., 2019). Additionally,
the study used aMultivariate General LinearModel (MGLM) framework
to investigate how consumers' perceptions of sustainability (SP),
perceived authenticity (PA), and purchase intention (PI) are moderated
by gender, income, and geographic disparities. By concurrently
evaluating several dependent variables and accounting for inter-
correlations, the MGLM technique expands upon the univariate General
Linear Model and offers a reliable test of multivariate mean differences
(Dattalo, 2013).
Given that the constructs being studied, SP, PA, and PI, represent
associated psychological aspects of consumer
evaluation in sustainability research, this technique was judged
appropriate (Thompson, 2015; Catlin et al., 2017). Perceptual variation
among sociocultural groupings can be captured by using MGLM to
identify both main and interaction effects across demographic moderators.
Because Pillai's Trace is resistant against violations of multivariate
normality and equality of covariance matrices, it was chosen as the
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principal indicator among the multivariate test statistics. (Olson, 1974;
Finch, 2005). In recent studies, where group variances and covariances
are frequently uneven, this is in line with methodological
recommendations. (Ateş et al., 2019). The effect size was measured using
Partial Eta Squared (η²) which measures the percentage of variance in
dependent variables (Brysbaert & Debeer, 2025).

Fisher's Least Significant Difference (LSD) post hoc tests were utilised
to determine pairwise mean differences between demographic groups in
order to further interpret significant multivariate effects. This approach
is popular because it strikes a balance between Type I control and
statistical power in behavioural investigations. (Hayter, 1986; Meyers
et al., 2016).

4 ResuIts

The study investigated the impact of Consumer Awareness (CAW) on
Sustainable Brand Image (SBI) and its downstream effects on
Sustainability Perception (SP), Perceived Authenticity (PA), and
Purchase Intention (PI) in the context of Assam handloom products.
Structural Equation Modeling (SEM) was employed to test both direct
and mediated relationships, as well as the moderating effects of key
demographic variables, including income, gender, and region.

TabIe 1. Demographic characteristics of respondents
Demographics Category No. of respondents Percentages

Male 113 53.8

Female 93 44.3
Gender Prefer not to say 4 1.9

Below ₹10,000 26 12.4
₹10,000 – ₹25,000 23 11.0
₹25,000 – ₹50,000 30 14.3
Above ₹50,000 51 24.3

Income Prefer not to say 80 38.1
North-East

(other than
Assam 31 14.8

Region North- India 47 22.4
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South- India 72 34.3
West- India 25 11.9
East-India 35 16.7

TabIe 1 presents the demographic profile of the respondents. Among the
210 participants, 53.8% were male and 44.3% female, with a minor
percentage preferring not to disclose their gender. Income distribution
revealed a significant portion of respondents (38.1%) chose not to
disclose their earnings, while those earning above ₹50,000 accounted
for 24.3%. Regional representation was diverse, with respondents from
South India comprising the highest share (34.3%). This broad
demographic coverage supports the study’s external validity by
reflecting different socio-economic and cultural backgrounds, which
prior studies suggest significantly influence sustainable consumption
behaviours (Biswas & Roy, 2015).

Figure 1. Confirmatory Factor AnaIysis

The measurement model was first assessed to ensure the reliability and
validity of the constructs. Confirmatory Factor Analysis (CFA), shown
in Figure 1, revealed that all factor loadings exceeded the acceptable
threshold of 0.70 (Hair et al., 2010), confirming strong item reliability.
Constructs such as Consumer Awareness, Sustainability Perception,
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Perceived Authenticity, and Purchase Intention demonstrated factor
loadings between 0.839 and 0.947, indicating strong indicator
convergence (TabIe 2).

TabIe 2: Factor Loadings
Construct/
Sub
components

Description Estimates

Consumer Awareness (CAW)

CAW1 I am aware of Assa andloom productsm H 0.842

CAW2 I can recognize Ass
them

Handloom brands when I seeam 0.902

0.898

0.883I can differentiate Assam Handloom from other

Perceived A thenticity (PA)u

PA1 Assam Handloom
represent

products
true craftsmanship

0.913

Assam Handloom textiles are made using traditional
techniques

0

Assam Handloom reflects the cultural heritage of
Assam

0.925Assam Handloom is a genuine representation of
Indian handloom traditions

SustainabiIi Perception (SP)ty

SP1 Assam Handloom p cts are eco-friendlyrodu 0.880

0.924I believe Assam Handloom promotes sustainable
fashion

The production of Assam Handloom fabrics follows
ethical practices
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SP4 Purchasing Assam Handloom supports sustainable
livelihoods

0.946

Purchase Intention (PI)

PI1 I intend to purchase Assam Handloom products in
the near future

0.839

PI2 I will consider Assam Handloom as a preferred
choice for handloom clothing

0.869

PI3 I am likely to recommend AssamHandloom products
to others

0.913

PI4 I would choose Assam Handloom over other
handloom alternatives

0.741

Composite Reliability (CR) values for all constructs ranged from 0.888
to 0.938, and Average Variance Extracted (AVE) values exceeded 0.75,
demonstrating both internal consistency and convergent validity (Fornell
& Larcker, 1981). Discriminant validity was confirmed as the square
root of AVE for each construct was greater than the inter-construct
correlations, meeting the established criteria for construct independence
(TabIe 3).

TabIe 3. ReIiabiIity and VaIidity TabIe

CR AVE MSV ASV
Consumer
Awareness

SustainabIe
Brand
Image

Perceived
Authenticity

Consumer
Awareness 0.938 0.792 0.279 0.277 0.890
SustainabIe
Brand
Image 0.885 0.794 0.729 0.502 0.524 0.891
Perceived
Authenticity 0.961 0.859 0.729 0.504 0.528 0.854 0.927
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Figure 2. StructuraI ModeI

The structural model depicted in Figure 2 presents the validated
relationships between the study constructs.

TabIe 4. ModeI Fit Indices
‘Model Fit Index’ ‘Value Obtained’ ‘Value Desired’

‘CNMIN/DF’ 1.888 <3

‘GFI’ 0.886 >0.8

‘AGFI’ 0.839 >0.8

‘NFI’ 0.953 >0.8

‘TLI’ 0.971 >0.9

‘CFI’ 0.977 >0.9

‘IFI’ 0.977 >0.9
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‘PNFI’ 0.747 >0.5

‘SRMR’ 0.046 <0.08

‘RMSEA’ 0.065 <0.08

‘p-close’ 0.023 >0.05

TabIe 4 reveals that the model fit indices confirmed the adequacy of the
proposed model with χ²/df = 1.888, CFI = 0.977, TLI = 0.971, GFI =
0.886, AGFI = 0.839, SRMR = 0.046, and RMSEA = 0.065. These
values are within the recommended thresholds (Hu & Bentler, 1999),
indicating an optimized model that reliably explains the data structure.

TabIe 5. Hypothesis Summary
Hypothesis ‘Path’ ‘βvalue’ ‘t-value

(C.R.)’
‘pvalue’ ‘Decision’

H1 CAWYc*Gender 
Consumer Awareness
(CAW)

0.364 9.855 *** Supported

H2 CAWYc*Region 
Consumer Awareness
(CAW)

0.296 9.141 *** Supported

H3 CAWYc*Income 
Consumer Awareness
(CAW)

0.409 10.888 *** Supported

H4 CAWYc*Gender 
Sustainability
Perception (SP)

-0.277 -4.426 *** Supported

H5 Consumer Awareness
(CAW) Sustainable
Brand Image (SBI)

0.603 8.066 **** Supported

H6 Sustainable Brand
Image (SBI) 
Sustainability
Perception (SP)

1.089 10.793 *** Supported

H7 Sustainable Brand
Image (SBI) 
Purchase Intention

0.886 -- -- --



Br
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H8 Sustainable
Image (S
Perceived
Authenticity (PA

and
) 

8590. 11.970 *** Supported

The findings in TabIe 5 reveal critical insights into the hypothesized
relationships. The moderation effect of gender on the relationship
between Consumer Awareness (CAW) and Sustainable Brand Image
(SBI) was found to be significant (β = 0.364, t = 9.855, p < .001). This
suggests that gender differences play a substantial role in how consumer
awareness shapes brand image perceptions. Hence supporting H1. These
results align with previous studies that emphasized gender-based
cognitive and emotional differences in processing sustainability cues,
with males and females often attributing different importance to
environmental and authenticity factors (Biswas & Roy, 2015; Nguyen,
Lobo, & Greenland, 2017). H2 investigated the moderating role of region
in the relationship between Consumer Awareness and Sustainable Brand
Image. The analysis yielded a positive and significant relationship (β =
0.296, t = 9.141, p < .001), highlighting that regional cultural contexts
significantly affect how awareness influences brand perceptions. This
finding is supported by research asserting that regional and cultural
differences can deeply shape green consumption behaviors and
sustainability interpretations (Nguyen et al., 2017; Hwang & Choi,
2021). H3 posited that income moderates the relationship between
Consumer Awareness and Sustainable Brand Image. The results (β =
0.409, t = 10.888, p < .001) confirm this hypothesis. Higher-income
consumers may have greater access to information and stronger
environmental self-identity, leading to more positive brand evaluations
when exposed to sustainable messaging, consistent with the findings of
Paul, Modi, and Patel (2016) and Joshi and Rahman (2015). Whereas,
H4 revealed a negative moderating effect of gender between Consumer
Awareness and Sustainability Perception (SP) (β = -0.277, t = -4.426, p
< .001). This suggests that the translation of awareness into sustainability
perceptions differs significantly across genders, where females may
perceive sustainable cues more intuitively or emotionally compared to
males. Prior research has similarly noted that women tend to express
stronger environmental concerns and higher responsiveness to ethical
consumption appeals (Yadav & Pathak, 2017; Nguyen et al., 2020). H5
focused on the direct effect of Consumer Awareness on Sustainable
Brand Image, with a significant positive coefficient (β = 0.603, t = 8.066,
p < .001). This supports the critical role of consumer education and
knowledge dissemination in enhancing brand evaluations in sustainable
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markets, echoing insights from Joshi and Rahman (2015) and Lin and
Niu (2018), who emphasized that awareness is foundational in shaping
brand meaning in eco-friendly and heritage sectors. H6 findings indicate
a strong positive effect of Sustainable Brand Image on Sustainability
Perception (β = 1.089, t = 10.793, p < .001). This implies that brands
positioned around sustainability narratives significantly reinforce
consumer perceptions of environmental and ethical commitment, as
previously emphasized in studies on green branding effectiveness
(Nguyen et al., 2020; Hwang & Choi, 2021). H7 evaluated the
relationship between Sustainable Brand Image and Purchase Intention,
which showed a highly significant direct effect (β = 0.886). This outcome
underscores that building a credible, sustainability-focused brand image
greatly enhances consumers' behavioral intentions to purchase
(Beverland, 2005; Kumar & Christodoulopoulou, 2014). It reinforces
the theoretical perspective that brand trust and sustainability are critical
enablers of consumer decision-making in green markets. Finally, H8
assessed the relationship between Sustainable Brand Image and
Perceived Authenticity. The positive and significant result (β = 0.859, t
= 11.970, p < .001) indicates that sustainable brand attributes strongly
validate the authenticity perceptions of traditional products like Assam
handloom. This finding corroborates previous assertions that
authenticity, when grounded in sustainability and cultural heritage,
drives deeper emotional connections and loyalty (Morhart et al., 2015;
Napoli et al., 2014).

TabIe 6: Moderation and Mediation Effect
Path Unstandardized

Coefficient (β)
Standardized
Coefficient
(β)

Standard
Error
(SE)

t-value pvalue

Direct Effect

Consumer
Awareness
(CAW) 
Sustainable Brand
Image (SBI)

0.409 0.603 0.051 8.066 ***



Mediation Effects

Perception (SP) (via
Sustainable
Brand Image)
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Sustainable Brand
Image (SBI) 
Purchase Intention
(PI)

1.000 0.886 -- -- --

Sustainable Brand
Image (SBI) 
Sustainable
Perception (SP)

1.417 1.089 0.131 10.793 ***

Sustainable Brand
Image (SBI) 
Perceived
Authenticity (PA)

1.186 0.859 0.099 11.970 ***

Consumer
Awareness
(CAW) 
Sustainable

0.579 0.656 -- -- --

Consumer
Awareness
(CAW) Purchase
Intentions (PI) (via
Sustainable Brand
Image)

0.409 0.534 -- -- --

Consumer
Awareness
(CAW) 
Perceived
Authenticity (PA)

0.485 0.517 -- -- --

(via Sustainable
Brand Image)

Moderation Effects

CAWYc*Gender 
Consumer
Awareness (CAW)

0.214 0.364 0.022 9.855 ***
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CAWYc*Gender
Sustainability
Perception (SP)

-0.143 -0.277 0.032 -4.426 ***

CAWYc*Region 
Consumer
Awareness (CAW)

0.081 0.296 0.009 9.141 ***

CAWYc*Income 
Consumer
Awareness (CAW)

0.099 0.409 0.009 10.888 ***

TotaI Effects

Consumer
Awareness
(CAW) Purchase
Intention (PI)

0.409 0.534 -- -- --

Consumer
Awareness
(CAW) 
Sustainable
Perception (SP)

0.579 0.657 -- -- --

Consumer
Awareness
(CAW) 
Perceived
Authenticity (PA)

0.485 0.518 -- -- --

TabIe 6 depicts that Sustainable Brand Image significantly mediates the
relationship between Consumer Awareness and all three outcome
variables. Specifically, the indirect effect of Consumer Awareness on
Sustainability Perception via Sustainable Brand Image was substantial
(β = 0.657), indicating a full mediation effect. Likewise, indirect effects
were observed on Purchase Intention (β = 0.534) and Perceived
Authenticity (β = 0.517), supporting the centrality of brand perception
in shaping consumer evaluations and behavioral intentions. These
mediated pathways align with the theoretical perspective that awareness
alone is insufficient unless channeled through brand meaning and
narrative (Morhart et al., 2015; Lin & Niu, 2018). Moderation analysis
revealed significant effects of demographic variables on Consumer
Awareness.
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Gender (β = 0.364, t = 9.855, p < .001), Region (β = 0.296, t = 9.141, p
< .001), and Income (β = 0.409, t = 10.888, p < .001) all positively
influenced levels of awareness, suggesting that socio-demographic
context plays a vital role in sustainability communication. Additionally,
a significant negative moderation was observed between Gender and the
relationship from Consumer Awareness to Sustainability Perception (β
= -0.277, t = -4.426, p < .001), implying potential perceptual or
interpretive differences across male and female respondents in how
awareness translates to sustainability evaluations. These findings are in
line with prior research emphasizing demographic heterogeneity in green
consumption behavior (Biswas & Roy, 2015). The total effects model
further reinforced the importance of Consumer Awareness, with its total
impact on Purchase Intention (β = 0.534), Perceived Authenticity (β =
0.518), and Sustainability Perception (β = 0.657) all being substantial
and statistically significant. Sustainable Brand Image was confirmed as
the most dominant predictor across all endogenous constructs,
highlighting its dual role as both mediator and direct influencer in
sustainability-centric brand models

TabIe 7. MuItivariate Tests
Effects Pillai’s

Trace
Value

F Hypothes
is df

Error
df

Significanc
e

Partia
l η²

Gender 0.172 1.162 24 296 0.276 0.036

Region 0.409 1.425 48 600 0.035 0.030

Income 0.443 1.557 48 600 0.011 0.028

Gender*Region 0.576 1.344 72 912 0.034 0.029

Gender*Income 0.584 1.665 60 755 0.002 0.023

Region*Income 1.474 1.383 192 1896 0.001 0.027

Gender*Region*Inc
ome

1.181 1.232 168 1896 0.027 0.024

The multivariate general linear model (MGLM) analysis examined the
moderating effects of gender, income, and region on sustainability
perception (SP), perceived authenticity (PA), and purchase intention
(PI). The results in Table 7 indicated that gender alone was not
significant (Pillai’s Trace = 0.172, F = 1.162, p = 0.276, partial η² =
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0.036), while region (Pillai’s Trace = 0.409, F = 1.425, p = 0.035, η² =
0.030) and income (Pillai’s Trace = 0.443, F = 1.557, p = 0.011, η² =
0.028) had significant effects. Significant interactions, Gender & Region
(p = 0.034), Gender & Income (p = 0.002), Region & Income (p = 0.001),
and three-way (p = 0.027), show that intersecting demographics
influence consumer perceptions, despite modest effect sizes (η² = 0.023–
0.036) (Shukla, 2013).

TabIe 8. Test of Between-Subject Effects for Gender, Region, and
Income
Demographic VariabIe Dependent

VariabIe
df F Sig. PartiaI

η²
Income SP1 4 3.850 0.005 0.089

SP3 4 4.144 0.003 0.095
PI1 4 4.260 0.003 0.097
PI2 4 2.892 0.024 0.068
PI3 4 3.158 0.016 0.074
PI4 4 3.236 0.014 0.076

Region PA1 4 2.749 0.030 0.065
PI1 4 2.819 0.027 0.067

Income*Gender SP3 5 2.409 0.039 0.071
PI1 5 2.917 0.015 0.085
PI2 5 3.616 0.004 0.103
PI3 5 2.710 0.022 0.079
PI4 5 2.511 0.032 0.074

Gender*Region SP1 6 2.340 0.034 0.082
PI1 6 2.857 0.011 0.098
PI2 6 2.397 0.030 0.083
PI3 6 2.488 0.025 0.086

Note: p<0.05 Sig. reported only.
SP = Sustainability Perception; PA = Perceived Authenticity; PI
=Purchase Intention.
Regions: North-East (other than Assam) – 1; North-India – 2; SouthIndia
– 3; West-India – 4; East-India – 5.

The univariate tests mentioned in Table 8 revealed that income
significantly affected SP1 (F = 3.850, p = 0.005, η² = 0.089), SP3 (F =
4.144, p = 0.003, η² = 0.095), and PI1–PI4 (p < 0.05). These findings
suggest that higher-income consumers demonstrate stronger
sustainability perceptions and greater purchase intentions, aligning with
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research linking affluence to sustainable and authentic preferences (He
et al., 2023). Regional variations were significant for PA1 (F = 2.749, p
= 0.030, η² = 0.065) and PI1 (F = 2.819, p = 0.027, η² = 0.067), implying
that cultural and geographic proximity to the handicraft region enhances
perceived authenticity (Wherry, 2006; He & Timothy, 2023).

Interaction effects showed larger impacts in Income & Gender (η² =
0.103 for PI2) and Gender & Region (η² ≈ 0.086 for PI3) with higher
income women exhibiting stronger purchase intentions. (He et al., 2023).

TabIe 9. Post Hoc MuItipIe Comparisons LSD Test for Income
Dependent
VariabIe

(I)Income (J)Income Std.
Error

Mean
Difference
(I-J)

Sig.

SP1 4 5 0.43 0.189 0.025
PI4 4 2 0.54 0.239 0.024
Note: p<0.05 Sig. reported only.
SP = Sustainability Perception; PI =Purchase Intention.

Income: Below ₹10,000 – 1; ₹10,000 – ₹25,000 – 2; ₹25,000 – ₹50,000 –
3; Above ₹50,000 – 4; Prefer not to say – 5
Income-based results from Table 9 show respondents earning above₹50,000 scored higher on SP1 and PI4, confirming that higher economic
capacity strengthens sustainable purchase intention (Guha et al., 2025).

Dependent
VariabIe

(I)Gender (J)Gender Std.
Error

Mean
Difference
(I-J)

Sig.

PA2 1 3 1.15 0.506 0.025
2 3 1.08 0.508 0.035

PA3 1 3 1.23 0.609 0.044
2 3 1.23 0.611 0.046

SP2 1 3 1.20 0.535 0.026
2 3 1.19 0.537 0.028

Post Hoc MuItipIe Comparisons LSD Test for Ge

Note: p<0.05 Sig. reported only.
SP = S PA =Perceived Authenticity.ustainability Perception;
Gender: Male – 1; Female – 2; Prefer not to say – 3.
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Gender comparisons mentioned in Table 10 indicates that neither male
nor female respondents differed significantly on PA2, PA3, and SP2 (p
< 0.05). Thus, gender alone may not drive perceptions but interacts with
socio-economic and cultural factors to influence authenticity judgments
(Weißflog et al., 2023).

TabIe11. Post Hoc MuItipIe Comparisons LSD Test for Region
Dependent
VariabIe

(I)Region (J)Region Std.
Error

Mean
Difference (I-J)

Sig.

PA1 1 2 0.51 0.243 0.037
1 4 0.64 0.224 0.005
5 2 0.60 0.252 0.019
5 3 0.60 0.293 0.042
5 4 0.72 0.234 0.002

PA2 1 3 0.55 0.260 0.037
5 2 0.52 0.230 0.025
5 3 0.75 0.267 0.006
5 4 0.57 0.214 0.008

PA3 1 4 0.51 0.247 0.039
5 2 0.67 0.277 0.016
5 4 0.74 0.257 0.005

PA4 5 2 0.58 0.260 0.028
5 4 0.50 0.241 0.042

SP1 1 4 0.62 0.217 0.005
5 2 0.52 0.244 0.034
5 4 0.75 0.227 0.001

SP2 5 2 0.50 0.243 0.041
5 4 0.55 0.226 0.017

SP3 5 2 0.47 0.236 0.049
5 3 0.64 0.274 0.021
5 4 0.49 0.219 0.028

PI1 1 2 0.42 0.208 0.047
1 4 0.38 0.192 0.048
5 2 0.78 0.216 0.000
5 4 0.74 0.200 0.000

PI2 1 2 0.39 0.194 0.047
5 2 0.58 0.201 0.004
5 3 0.57 0.233 0.016
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5 4 0.54 0.186 0.005
PI3 1 3 0.50 0.232 0.032

1 4 0.40 0.182 0.032
5 2 0.66 0.205 0.002
5 3 0.82 0.238 0.001
5 4 0.72 0.190 0.000

PI4 5 4 0.48 0.204 0.019
Note: p<0.05 Sig. reported only.
SP = Sustainability Perception; PI =Purchase Intention; PA =Perceived
Authenticity.
Regions: North-East (other than Assam) – 1; North-India – 2; SouthIndia
– 3; West-India – 4; East-India – 5.

Regional comparisons mentioned in Table 11 show that respondents
from East India scored higher on PA1 (mean difference = 0.252, p =
0.019) and PI1 (mean difference = 0.216, p < 0.001), while North-East
respondents outperformed West India on SP1 (p = 0.005) and PA1 (p =
0.005). These results indicate that proximity to handloom production
enhances perceived authenticity and purchase intention, suggesting
regional identity strongly moderates both cognitive and behavioral
consumer outcomes in traditional craft markets (Cleveland &
Bartikowski, 2023).

5 ConcIusions
This study offers important theoretical and managerial insights by
analyzing the factors that shape sustainable purchase intentions for
Assam handloom products, anchored in the Theory of Planned Behavior
(TPB). The findings demonstrate that Consumer Awareness plays a
foundational role in influencing Sustainable Brand Image, which
subsequently affects Sustainability Perception, Perceived Authenticity,
and Purchase Intention. This reflects the TPB premise that behavioral
intentions are driven by underlying cognitive beliefs and attitudes, which
must be favorable for action to occur. The study extends the TPB by
emphasizing the importance of brand-level evaluations as critical
mechanisms through which consumer awareness translates into
purchasing behavior. It highlights that awareness alone does not directly
lead to intention; instead, it needs to be transformed into strong
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attitudinal outcomes, such as perceptions of sustainability and
authenticity, to influence decision-making processes effectively.

The study reveals that demographic diversity shapes consumer
perceptions through intersecting factors of income, region, and gender.
Higher-income and regionally proximate consumers, especially from
East and North-East India, show stronger sustainability and authenticity
perceptions alongside greater purchase intention. Gender differences
arise mainly through these interactions—women link sustainability with
emotional and cultural values, while men focus on functionality—
emphasizing that attitudinal and behavioral outcomes in artisanal
markets are deeply influenced by socio-cultural context.

This introduces a deeper understanding of the variability in consumer
behavior, suggesting that individual characteristics can shape the
strength of cognitive pathways leading to behavioral intentions. The
study demonstrates the pivotal role of sustainable brand positioning as a
mediating force between consumer beliefs and purchase intentions,
while simultaneously recognizing the demographic nuances that
influence this process. By applying and extending the Theory of Planned
Behavior within the culturally significant Assam handloom sector, the
study contributes new perspectives on how sustainability, awareness,
and authenticity drive consumer decisions in traditional artisanal
markets.

6 Limitations of the Study

Despite the robust findings, the study is not without limitations. First,
the research was geographically limited to Indian consumers familiar
with Assam handloom products, potentially restricting external validity
to other cultural contexts. Second, the study employed a cross-sectional
design, which, while adequate for path analysis, does not capture the
evolution of sustainability perceptions and purchase behaviors over time.
Third, the study primarily relied on self-reported responses, which may
be subject to social desirability bias. Additionally, the model did not
explicitly account for the influence of digital marketing interventions,
which are becoming increasingly critical in shaping consumer behavior
toward traditional products. Future research employing longitudinal
methods or experimental designs could offer deeper insights and
generalize the model across diverse demographic and geographic
settings.
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7 SociaI and ManageriaI ImpIications

From a social standpoint, the study highlights the importance of
awareness initiatives that encourage sustainable consumption while
preserving cultural heritage. Educating consumers about the
environmental and socio-economic value of supporting traditional crafts
can reinforce regional pride and advance sustainability goals. Such
programs should be demographically sensitive, recognizing that
perceptions of authenticity and sustainability differ by income, region,
and gender. Campaigns can be more impactful by tailoring content—
using detailed sustainability stories for higher-income, regionally
connected audiences and culturally rooted narratives for other groups.
Gender-responsive communication can deepen engagement, as women
tend to connect sustainability with heritage and emotion, while men
focus on practicality and quality. From a managerial view, brands in
traditional sectors should integrate sustainability branding with
authenticity storytelling through certifications, ethical transparency, and
heritage-driven marketing. Campaigns that reflect regional identity,
particularly in East and North-East India, and adapt pricing to income
levels can enhance purchase intent. Policymakers and industry bodies
should further empower artisans by supporting certifications and digital
platforms that boost visibility and market access.

8 Directions for future research

Future studies could expand the scope by examining cross-cultural
comparisons between different traditional craft clusters in India and
other emerging economies. Comparative analyses could reveal unique
or universal drivers of sustainable consumption across cultures.
Incorporating digital consumption constructs such as online storytelling
engagement, e-commerce brand perceptions, and influencer-driven
authenticity could provide richer insights into how digitalization
intersects with traditional product marketing. Additionally, future
research could explore emotional constructs like nostalgia, pride, and
cultural attachment, deepening the psychological understanding of
consumer engagement with heritage products. Finally, adopting
longitudinal designs could track changes in consumer behavior toward
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sustainability over time, particularly in the post-pandemic era where
consumer consciousness around ethical consumption continues to
evolve.
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