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Abstract 

Socially responsible investment (SRI) in Malaysia is still at its infancy stage since not 
many investors have been exposed to this type of investment.  It is an investment 
that considers social justice, environmental sustainability, as well as the 
incorporation of ethical substances of business and trade.  This study attempts to 
identify factors influencing Generation Y's (Gen-Y) intention to adopt socially 
responsible investment. The theory of planned behaviour (TPB) framework is 
adopted and constructs which encompass attitude, subjective norms and perceived 
behavioural control are incorporated to examine how these variables sequentially 
influence the adoption of socially responsible investment. More importantly, the 
socially responsible consumption, as well as perceived moral obligation are also 
included utilizing developing an extended theory of planned behaviour research 
framework. The data was collected through a survey, employing a self-administered 
questionnaire using a 6-point Likert Scale among 390 respondents in Klang Valley. 
Findings show that all hypotheses are supported, except for the relationship between 
subjective norms and the adoption towards socially responsible investment (SRI).   
The findings provide useful information to the providers of investment products and 
services, especially in expanding their market towards promoting socially responsible 
investment particularly among Gen-Y.  
 
Keywords: Gen-Y, socially responsible investment (SRI), the theory of planned 
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Introduction  

Since the 1970s, socially responsible investment (SRI) has garnered the 

attention of market players at a phenomenal rate (Hofmann, Hoelzl, and Kirchler, 

2008; Nilsson, 2008; Renneboog, Ter Horst, and Zhang, 2008). The emergence of 

this investment takes into consideration the non-financial matters established during 

the middle of last century, which became popular in the 1970s due to the demand by 

some investors who were anti-war believers, and civil rights and gender equality 

activists (Renneboog et al., 2008).  The development of the SRI has also aided to 
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alleviate the dilemma concerning the apartheid problem in South Africa.     

Following then, the SRI transformed from a niche activity into one of the 

mainstream activity in the developed nations (Statman, 2006).  SRI further grew by 

the mainstreaming of social, environmental, and governance ideologies in financial 

services, as well as the demands from the main non-government organizations 

(NGOs) (EUROSIF, 2010). Another reason that enhances the escalation of this 

investment is the consumers’ ethical awareness, where a study conducted by 

Renneboog et al. (2008) revealed that consumers are willing to pay more for goods 

that match their personal beliefs. Furthermore, according to EUROSIF 2011 

Corporate Pension Funds Study, it claimed that 56% of the asset owners had 

included SRI in their plan, whereas other companies which did not have SRI may 

develop to include it soon (Della, 2012).  

SRI was previously recognized as an ethical, sustainable, and green 

investment (Simon et al., 1972; Frankel, 1984; Bruyn, 1987; Hylton, 1992; 

Schlegelmilch, 1997; Sparkes and Cowton, 2004; Renneboog et al., 2008).  The 

changes of the term “ethical” to socially responsible investment is made due to public 

hesitancy to use the term, as it was referred to as extreme reverence to religious or 

moral principles (Sparkes and Cowton, 2004).   Accordingly, socially responsible 

investment (SRI) is an expression applied to refer to the practice of directing 

investment funds in methods that combine investors' financial objectives with their 

commitment to social interests such as social justice, economic development, peace 

or a healthy environment (Haigh and Hazelton, 2004). Thus, as compared to the 

conventional investment, SRI incorporates the social, ethical, and environmental 

issues during the decision-making by the investors before investment approval 

(Renneboog et al., 2008).  These components have been long claimed in the basic 

teachings of various religions such as Islam, Jewish, as well as Christianity 

(Renneboog et al., 2008; Kinder and Domini, 1997; Knoll, 2002; Schwartz, 2003; 

Bengtsson, 2008). Prohibition involving sinful activities is the basic Islamic principles 

stated in the Quran (Ghoul and Karam, 2007; Chong and Anderson, 2008; Pitluck, 

2008). 

The opponents of SRI argued that this type of investment may increase the risk 

and reduce the profit of the business (Elton, Gruber, Das, and Hlavka, 1993; Carhart, 

1997; Cox et al., 2004). However, despite this criticism, a study by Benson and 
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Humprey (2008) found that the average of Total Net Asset (TNA) and flow of SRI is 

higher and unswerving than the conventional investment. In several studies, the 

findings showed that the performance of SRI is as good as other types of investment 

(Wright 2003; Barnato 2010; Potts 2010). While others revealed that there is no 

major difference between the performance of SRI and the conventional investment 

following studies through different assessing techniques, indexes, and methods of 

risk-adjusted returns (Cummings, 2000; Bauer et al., 2002; Benson et al., 2006; 

Anderson and Myers, 2007; Cortez et al., 2009). 

In Malaysia, the term SRI is more commonly recognized as Islamic Investment 

Funds (Dusuki and Abdullah, 2007; Chong and Anderson, 2008; Pitluck, 2008). The 

development of SRI in this country is a bit distinct from the common modern SRI as it 

is mainly influenced by the Islamic financial system which is parallel or based on to 

the principles of Shariah (Pitluck, 2008). On the other hand, the modern SRIs take 

into consideration only social, ethical and the environment concerning the investors' 

decision-making process (Hofmann et al., 2008; Nilsson, 2008; Glac, 2009). The 

Shariah-compliant funds' system is principally based on the Quran, the traditions of 

the Prophet (SAW), as well as the decisions made by the Shariah Advisory Council. 

According to the Shariah principle, any business-related with destructive activities 

either to human or environment such as gambling, alcohol, drugs, and prostitution 

are not allowed (haram). Whereas, in the modern SRI, all the previously mentioned 

harmful activities are also prohibited in this investment as it is considered to bring 

more harm than good (Hofmann et al., 2008; Renneboog et al., 2008). Therefore, 

this Shariah-compliant fund has been reported to be comparable with other SRI 

worldwide (Wilson, 1997; Ghoul and Karam, 2007; Chong and Anderson, 2008; 

Pitluck, 2008).  

Nevertheless, the slow growth of SRI funds in Malaysia during the introductory 

period is due to the lack of awareness and acceptance among the people with 

regards to the benefits of SRI (RAM Ratings, 2019).  In particular, the growth of SRI 

seems to be significant since it shares the common characteristics as the Islamic 

investment products. To facilitate the financing of sustainable and responsible 

investment initiatives, the Securities Commission Malaysia (SC) launched the 

Sustainable and Responsible Investment (SRI) Sukuk framework in 2014. This was 

followed by Khazanah Nasional Berhad (Khazanah) which offered SRI Sukuk worth 
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RM100 million in 2015. Indeed, the growth in SRI has sparked some concern among 

the public as it an investment that is geared towards environmental protection, as 

well as it focuses on social issues and corporate governance. 

This study focuses on Gen-Y's intention of investing in banking or investment 

products having socially responsible investment (SRI) initiatives, as propagated by 

Islamic principles. Hence, this study at present specifically identifies socially 

responsible investment from the Islamic rulings in which needs to conform to the 

principles of the Shariah. One of the most distinctive features of Islamic banking and 

finance is the fact that the payment and receipt of interest are not permitted (Riba).  

Furthermore, the practices of muamalat (business transactions) are based on the 

use of profit-sharing and partnership schemes. Additionally, a Sharia supervisory 

board is appointed to monitor the compliance of their business activities in tandem 

with the rulings of Shariah. Further, companies whose core business involves 

alcohol, deterioration of health and  well-being, conventional financial services,  

entertainment, pork-related products, tobacco, pollution of the environment or 

creation of weapons are excluded (Walkshäusl and Lobe,  2012). 

The objectives of this study are to employ the theory of planned behaviour 

(TPB) framework using constructs including attitude, subjective norms and perceived 

behavioural control, and to examine how these variables may influence the adoption 

of SRI. The model is further extended to include two antecedents, namely socially 

responsible consumption and perceived moral obligation, as to probe into Gen-Y’s 

adoption of SRI.  Subsequently, the data collection method and analytical 

procedures are explained.  Finally, we provide research findings and the discussion 

of the managerial and theoretical implications.   

 

Literature Review 

Indeed, socially responsible investment (SRI) which was known as an ethical 

investment before, is an investment concept in which an individual integrates social, 

ethical and environmental concerns in his or her investment decision behaviour. For 

example, the individual would only invest in companies whose objectives involve 

environmental sustainability, protection of human rights, or avoidance of vice 

activities among many others. Furthermore, Heese (2005) defined SRI as 

investments which promote both social and financial goals. It could also refer to 
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practices that combine environmental, social and corporate governance factors when 

investment decision making is required (Umlas, 2008). The focus on SRI emerged in 

the late 1960s with the main objective of inducing businesses to be more socially 

responsible (Rosen, Sandler & Shani, 1991). It was also attributed to the increasing 

demand for this form of investment from investors who opposed the war, fought for 

civil rights and promoted gender equality (Renneboog et. al, 2008; Della, 2012). 

Even though this area has been quite popularly researched throughout the 

years, the present study seeks to contribute to the current state of knowledge further 

by examining the investment appetite of Generation Y, particularly the factors which 

lead to their behaviour towards SRI.  Existing studies have attributed social, ethical, 

environmental and financial goals as the determinants of one’s decision making in 

investments. Hence, it would be interesting to know if the same applies to this 

specific group of investors, the Gen-Y.  A very early study by Rosen, Sandler & 

Shani (1991) which identified the identities, attitudes and behaviours about SRIs 

found that the socially responsible investors are relatively younger, more active, and 

better educated than other investors. Thus, the present study seeks to establish 

which among the factors is most important about the Gen-Y’s behavioural intention 

towards SRI.  

The theory of planned behavior (TPB) shapes the theoretical framework of this 

paper because it offers a clearly defined structure that allows the theory to form the 

investigation, pertaining to the factors including attitude, personal and cultural 

determinants and cognitive process, in the context of individual decision-making   

relating to behavioural intention towards socially responsible  investment. Masrom 

and Hussein (2008) considered that the theory of planned behaviour can be applied 

to various fields of study to identify the intention and behaviour. A study conducted 

by Amin and Chong (2011) showed that the theory of planned behaviour framework 

was used to examine the factors influencing customer intention and acceptance of 

Islamic financing. Besides, Adam and Shauki (2014) also applied the framework in 

evaluating an investor's decision-making process to participate in socially 

responsible investment. 

The Theory of Planned Behavior focuses on theoretical constructs concerned 

with individual motivational factors as determinants of the likelihood of performing a 

specific behaviour. Both theories assume the best predictor of behaviour is the 
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intention, which in it is determined by attitude toward certain conduct and social 

normative perceptions regarding it. Theory of planned behaviour (TpB) is the 

extension of the theory of reasoned action and includes an additional construct 

which is known as perceived control over the performance of the behaviour. TpB is 

one of the commonly used theories in the study of human conduct (Adam and 

Shauki, 2014). This theory is developed by Ajzen (1991) and is an improved version 

from the theory of reasoned action (TRA) (Ajzen, and Fishbein, 1980) which is based 

on the expectancy-value formulation (Fishbein and Ajzen, 1975; Ajzen, and Fishbein, 

1980). This theory assumes that the respondents are the wise public who make 

decisions by using the cost-benefit analysis which is based on utility-oriented 

(satisfaction level) and rational reflection of the participants (Manstead, 2000). TpB 

has been extensively used in the social study in various fields to enlighten the 

reasoning behind each act of human behaviour (Ajzen, 1991; Pavlou and Fygenson, 

2006; Yousafzai et al., 2010; Adam and Shauki, 2014). 

A review of existing literature on investment decision-making reveals that many 

such studies used the Theory of Planned Behavior (Ajzen, 1991), henceforth TPB, 

as the underlying basis for explaining human behaviour in specific contexts. The 

theory is an extension of the Theory of Reasoned Action (Ajzen & Fishbein, 1980).  

Hence, TPB’s primary variable is an individual’s intention to undertake a certain 

action. This intention variable is supposed to represent factors that influence the 

individual to behave in a certain way. It represents how hard is his attempt and how 

much effort he puts in to behave in that way. Thus, Ajzen (1991) defined intention as 

the measure of strength on an individual's willingness to adopt certain behaviour or 

conduct.  

According to Ajzen (1991), under volitional control, an individual can decide 

whether it is practical to perform such behaviour.  The performance of the behaviour 

depends at least to a certain extent on other non-motivational factors too such as 

availability of requisite opportunities and resources (time, money, skills, cooperation 

obtained from others – these represent one’s actual control over the behaviour). 

Nevertheless, Ajzen (1991) believes that one’s perception of behavioural control sets 

TPB apart from TRA. It refers to one’s perception of the ease or difficulty in 

performing an intended action. It can be a substitute measure of actual control to a 

behaviour. Thus, with both intention and perceived behavioural control, one will 
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successfully perform the behaviour. 

The theory further explains that attitude, subjective norm, and perceived 

behavioural control are the antecedents of intention. Attitude is one’s evaluation of 

the behaviour, whether he finds it favourable or otherwise. According to Sanchez-

Medina et. al (2014), if one has a favourable attitude towards performing a certain 

behaviour, then he or she has a greater tendency to perform it. Subjective norm 

refers to the societal pressure for such behavior to be performed or not.  Subjective 

norms (Ajzen, 1991) refers to an individual's belief about what others will think about 

a specific behavior. Only behavioural reference will influence an individual's decision-

making. Individuals would usually want to get feedback from a specific group or 

individual on whether to perform or not to perform this behaviour. These three factors 

have been found to predict behavioural intentions to a high degree of accuracy. Also, 

it is evident that in certain contexts, personal or moral obligation to perform an 

intention towards a certain behaviour. 

Khalek et al. (2015) investigated customers’ behavioural intention of purchasing 

goods by employing some modifications to the theory with additional determinant 

factor. Kumar (2012) also applied the TPB framework in his investigation on Indian 

consumers’ purchase intention of environmentally sustainable products. Structural 

Equation Modeling (SEM) method was used to examine the data collected. It was 

found that attitude is relatively more important than perceived behavioural control in 

significantly determining one's purchase intention of environmentally sustainable 

products. In contrast, a subjective norm which was initially expected to affect 

purchase intention in a collectivistic culture such as India was not significant.  

According to Adam & Shauki (2014), a further study on the factors determining 

one’s SRI decision is critical as knowledge and theory regarding the decision remain 

inconclusive. Using the TPB (Ajzen, 1991), both researchers investigated how 

Malaysian investors make SRI behavioural decisions in the context of the nation's 

Islamic financial system due to their perception that SRI and Islamic investment 

similarly emphasize social, ethical and environmental considerations. The study 

included one other variable, namely intention, as the mediator of behaviour and data 

was gathered through surveys among fund managers, individual investors, and 

dealers' representatives. Their findings suggested that Malaysian investors' 

decisions on SRI were very much relying on attitude, subjective norms and moral 
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norms. These variables positively affect intention, leading to their positive behaviour 

towards SRI.   

Hofmann et al (2009) examined the factors that could influence ethical 

investment behaviour in Austria, based on the TPB. In doing so, they sought to 

understand the attributes (socio-demographic and personal) of the investors who 

were inclined towards ethical investment and their perception towards it. A qualitative 

method through interview and focus group was employed and the grounded theory 

approach was implemented to gather and analyze data from respondents. Results 

confirmed that ethical investors have positive attitudes towards the behaviour, are 

environmentally conscious and philanthropic. Their decisions were influenced by 

subjective norms and perceived behavioural control. Furthermore, compared to 

ethical investors, conventional investors were primarily motivated by financial gains. 

Ethical investors, on the other hand, were motivated by the desire to promote 

businesses, by the need to have a clear conscience or simply make decisions based 

on their logic.  

 

 

 

Figure 1: Theory of Planned Behavior 

Source: Ajzen and Fishbein (1991) 
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Research Framework and Hypotheses 

The present study adopts the extended TPB framework of Chan and Tung 

(2014) who examined the model in the context of pro-environmental behaviour and 

perceived moral obligation and the other constructs attributed to TPB. According to 

Chan and Tung (2014), social concern attributes would exert some influence on 

consumers' behavioural intention through situation-specific beliefs.  On the other 

hand, this study incorporates socially responsible consumption  which is believed to 

have  some direct impact on the intention towards SRI, together with Ajzen’s TPB 

(1991) variables such as attitude towards SRI, subjective norms and perceived 

behavioral control, as well as perceived moral obligation in influencing Gen-Y’s 

behavioral intention towards SRI.  These variables form the research framework of 

the present study and it would be further discussed, especially concerning socially 

responsible consumption. 

Webster (1975) defined the socially conscious consumer as “a consumer who 

takes into account the public consequences of his or her private consumption or who 

attempts to use his or her purchasing power to bring about social change” (p. 188). 

This definition is established through a psychological construct of social involvement, 

contending that the socially conscious consumer must be mindful of social obstacles, 

in which an individual must have faith having the power to make a change, especially 

in a society (Webb, Mohr and Harris, 2008).   Roberts (1993) furthermore defined a 

socially responsible consumer as "one who purchases products and services 

perceived to have a positive (or less negative) influence on the environment or who 

patronizes businesses that attempt to effect related positive social change" (p. 140) 

which involve the dimensions of environment and social concern.     

Meanwhile, the perspective of the stakeholder theory is that companies should 

consider the effects of their actions on all relevant constituencies (shareholders, 

customers, employees, suppliers, environment, and community (Smith, 2003).  

Kotler (1991)  meanwhile defined socially responsible consumer behaviour as "a 

person basing his or her acquisition, usage, and disposition of products on a desire 

to minimize or eliminate any harmful effects and maximize the long-run beneficial 

impact on society" (p. 47).   Perception may act as a significant principle towards 

consumption behaviour since these perceptions may be communicated within the 

vision of the company or the product, and they are deemed to be the contributors 
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towards ordinary purchasing criteria, beyond price and quality (Roberts, 1996).  

Hence, the accountable consumers seem to pay attention highly on their 

consumption habits that may affect the society and environment at large, towards a 

sustainable universe (Castaño, Perdomo-Ortiz, León, Ocampo, Trapero, 2018).  

Consequently, Ajzen and Fishein (1980) proposed that general attitude including 

social consumption behaviour may not necessarily influence particular conduct 

completely unequivocally, but implicitly.  They even proposed that an individual's 

attitude, subjective norm, and behavioural control are established by the overall 

attitude through a situation-detailed behavioural, normative and control beliefs (Chen 

and Tung, 2014).    

Indeed, socially responsible consumption is considered an issue to the society 

at large, which remains to be thought-provoking affairs, especially about its 

consequences (Smith and Quelch, 1996). Hunt and Vitell (1992) specified that 

studies concerning the buyer group of the exchange process can be considered 

scarce, although there is so much work devoted to this field of study.  For instance, 

Carrigan and Attala (2001) examined consumer care about ethical behaviour and 

investigated the effect of good and bad ethical conduct on consumer purchase 

behaviour. Although, consumer understanding has intensified at present, thus, this 

does not essentially transform into actions, which approves ethical companies to 

immoral firms. More importantly, consumers tend to involve in socially responsible 

consumption for the benefit they may gain, including technological competence and 

cost savings (Steg and Vlek, 2009),   as well as assertive  qualities related to food, 

including quality, safety or even taste (Larceneux et al., 2012; Van Doorn and 

Verhoef, 2011).  Nevertheless, Ertz et al. (2018) asserted that socially responsible 

consumption can be exploited to attain both utilitarian and socially responsible 

advantages. 

Social responsibility investment, undeniably, is indeed established through 

inspiring and persuading companies to act conscientiously; supporting greener 

technologies or business with a societal focus and satisfying the individual investor's 

desires for good financial performance using "greener profits" than other investment 

choices (UKSIF, 2010).   Those investors who embrace this type of investment are 

usually those who are disapproval towards child labour, negligence of employees, 

exploitation of   local populations, pollution of the environment, involvement  in 
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immoral media and entertainment, as well as involvement in corruption, racial 

discrimination, and production  of weapons and ammunition, and this includes other  

activities  corresponding to the above (Blowfield and Murray, 2008; Lehtonen, 2012). 

Therefore, we believed that socially responsible consumption as the antecedent of 

the components of the extended TPB model and consequently, formulated the 

following hypothesis: 

 

H1: Having positive inclination towards socially responsible consumption leads to 

having a positive attitude towards SRI 

H2: Having positive inclination towards socially responsible consumption leads to 

developing    subjective norms towards SRI 

H3: Having positive inclination towards socially responsible consumption leads to 

developing more   perceived behavioural control towards SRI 

 

Indeed, attitude is important in predicting and explaining human behaviour as 

mentioned by Ajzen (1991). Azjen and Fishbein (1980) refer attitude to the degree 

where an individual has a favourable or unfavourable evaluation of the behaviour.  

On the other hand, Ajzen (1991) defined intention as the measure of strength on an 

individual's willingness to adopt certain behaviour or conduct. He furthers explained 

that intention is the indication of how much effort they are willing to exert to perform 

the specific behavior. 

Many previous studies have used the intention in predicting the behaviour as a 

dependent variable of behavioural intention model. For instance, Alam and Sayuti 

(2011) and Hasbullah et. al (2015) had employed the theory of planned behaviour as 

to examine the relationship between attitude, subjective norms, perceived 

behavioural control and behavioural intention. Similarly, Khalek et al. (2015) 

investigated customers’ behaviour intention of purchasing goods by employing the 

theory with an additional determinant factor. While the study conducted by Hofmann 

et al. (2008) revealed that intention has not been examined extensively on social-

responsibility investment decision-making behaviour. 

Meanwhile, attitude is important in predicting and explaining human behaviour 

(Ajzen, 1991) as mentioned recurring times before. Shook and Bratianu (2010) 

argued that an individual’s attitude towards a subject matter can be formed based on 
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the individual's beliefs in the possible outcomes. According to Taylor and Todd 

(1995), when individuals have a more positive attitude, then his or her behavioural 

intention will be more positive and vice versa. Hence, if an individual is more positive 

towards socially responsible consumption, then he or she will more likely have a 

positive attitude towards SRI. Having a positive attitude towards SRI consequently 

leads to a more likely adoption of behavioural intention towards SRI. According to 

Taylor and Todd (1995), when individuals have a more positive attitude towards 

certain behaviour, apparently, his intention to perform that kind of conduct is further 

reinforced. In other views, Shook and Bratianu (2010) argued that an individual's 

attitude towards a particular subject matter can be formed based on an individual's 

beliefs in the possible outcomes. Thus, 

 

H4: Having a positive attitude towards SRI will lead to the adoption of SRI 

 

Ajzen (1991) stated that subjective norms can be defined as the perceived 

social pressure to perform or not to perform the behaviour. It is an individual’s belief 

about what others will think about the specific behavior. Only behavioural referents 

will influence an individual's decision making. Eventually, subjective norms or 

similarly known as normative pressure is the influence of close individuals (family 

and friends) on an individual to act (Ajzen, 1991; Mamman and Ogunbado, 2016). 

Normally, individuals want to get feedback from the specific group or individual 

either to perform or not to perform this behaviour. Several studies conducted have 

found that subjective norms are one of the main determinants of intention to behave 

in certain behavior.  Amin and Chong (2011) discovered that there was a positive 

relationship between subjective norms and intention to adopt Ar-Rahnu or Islamic 

pawnshop.  Furthermore, there is a positive relationship between subjective norms 

and intention of postgraduate students to engage in Islamic home financing as 

disclosed by Fauziah et al. (2008).  Additionally, Amin Rahman, Stephen, and Ang 

(2011) revealed that the intention to involve in Islamic finance by the customers is 

related to subjective norms, mainly their family members or friends. By the same 

token, Adam and Shauki (2014) also found that investors' intention to engage with 

SRI is highly influenced by the social pressures around them. On the other hand, a 

study in Tunisia showed that subjective norms have a significant relationship with 
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normative belief and attitude towards adoption of Islamic banking (Echhabi and 

Azouzi, 2015).  

 

However, a study conducted by Trivedi and Kumar (2014) found that subjective 

norms have an insignificant effect over behavioural intention towards mobile 

commerce among Generation Y. Hoffmann et al. (2008) in their research found that 

their respondents have claimed that the subjective norms are a little effect on their 

intention to involve in investment. In another study by Jensen, Sandberg, and Huynh 

(2016) found that subjective norms have a significant relationship with intention to 

Generation Y to involve in SRI.  Consequently,  

 

H5: Having positive subjective norms towards SRI will lead to the adoption of SRI 

 

It seems that Ajzen (1991) stated that perceived behaviour control can be 

defined as people's perception of the ease or difficulty of performing the behaviour of 

interest. He further elaborated that perceived behaviour control may change 

depending on situations and types of behaviour to be performed. Individuals 

intention may be discouraged if he is not equipped with sufficient resources or 

information although he has favourable attitudes and/or subjective norms to perform 

the behaviour (Han et. al. 2010).  Consequently, individuals are likely to engage in 

certain behavior if they believe they have adequate resources and confidence 

enough to perform the behavior.  Also, it is believed that there is a positive 

relationship between the consumers' perceived behavioural control and intention to 

stay in green hotels (Han and Ryu, 2006). Therefore,    

 

H6: Having positive behavioural control towards SRI will lead to the adoption of SRI 

 

Another construct that is included in this study, perceived moral obligation 

implies that someone feels responsible for performing a specific behaviour socially 

when he or she is faced with an ethical situation (Beck and Ajzen, 1991). According 

to Deci and Ryan's (1985, 1991) well-developed determination theory, obligations 

are controlled behaviours, regulated by forces external to the self. Self-determination 

theory actually distinguishes among four types of motivations—intrinsic, identified, 
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introjected, and external—that reflect a range from maximal self- determination, or 

autonomy, to maximal external regulation, or control (Deci & Ryan, 1985, 1991; 

Sheldon & Elliott, 1998; Sheldon & Kasser, 1995, 1998).  

Perceived moral obligation implies that someone feels responsible for 

performing a specific behaviour socially when an individual faces an ethical situation 

(Beck and Ajzen, 1991).  More importantly, Ajzen (1991) stated that some studies 

have argued that both social influences and perceived moral obligations would 

influence the general public's behavioural intentions.  Consequently, Leonard et al. 

(2004) also discovered that perceived moral obligation is a significant contributor to 

ethical behaviour in their study of ethical behaviour among information technology 

students. Also, it was found that moral obligation was also directly related to moral 

intention in their study conducted among business students. Thus,   

 

H7: The stronger the perception related to the importance of  moral obligation, 

the stronger the adoption towards SRI 

 

Research Methodology  

A cross-sectional survey design was used to gather primary data. Data were 

collected using a structured questionnaire. The area of Klang Valley offers 

established investment banking products and services, particularly for Gen-Y 

consumers to invest (Ganesan, 2012).  A total of 390 questionnaires were distributed 

through face to face interviews, employing convenient sampling.  Data collection was 

conducted in April 2017 over three weeks, with a valid response rate of 85 per cent.     

Using purposively sampling technique, Gen-Y individuals, both employed and 

non-employed, who were born between 1981 and 2000 from Klang Valley were 

selected as respondents (Masnick 2012).   Gen-Y was selected as the respondents 

were considered having lower levels of financial stability, as they are younger and in 

initial steps of their career path (Stein, 2013).  Furthermore, for this age group, 

affordability is the main concern as they have a less established income stream and 

more commitment and still furnishing their student education loans, car and house 

loans (Safari,  Mansori, and Sesaiah, 2017). It was important to identify only 

respondents who have some investment experience, as this is the basis to evaluate 

the socially responsible investment. Only general investment experience is 
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necessary to make them qualified to participate in the study. 

 

1. Variables and Measurement  

All instruments were adapted from various literature and were modified for the 

adaptation to the socially responsible consumption context. The dependent variable 

is intention towards SRI was measured using items derived from Syah Alam and 

Sayuti (2012).  On the other hand, the variable attitude was adopted from  Suki 

(2016), perceived behavioural control was adopted from Amin, Rahman, and Razak 

(2014), while subjective norms were adapted from Gopi and Ramayah (2007).  

Consequently,  socially responsible consumption was adopted from Webb,  Mohr, 

and Harris (2008) while perceived moral obligation was assessed using items by 

Lam (1999).  All responses were measured using a six-point Likert type scale 

anchored by "strongly disagree" (1) to "strongly agree" (6).    

 

2. Data Analysis Process 

PLS-SEM method and the statistical software Smart PLS (Ringle, Wende and 

Becker, 2015) was used to estimate the model.  PLS-SEM is a multivariate analysis 

approach used to estimate the path models with latent variables (Ritcher et al, 2015).  

Hence, the current sample size of  332  would generally be adequate for PLS-SEM  

(Reinartz, Haenlein, and Henseler, 2009), with previous studies having identified a 

sampling threshold for PLS-SEM in the order of 100 samples.  Moreover, a PLS-

SEM  sampling rule of thumb is the “ten times rule (Chin,2010).   

 

3. Model Assessment using PLS-SEM 

The assessment of the reflective measurement model requires an evaluation of 

its reliability and validity with regards to the latent variables (Chin, 1998), which 

involves means valuing the relationships between the latent variables and their 

associated items.  Internal consistency reliability and convergence validity are often 

measured by way of two main coefficients: composite reliability (CR) and average 

variance extracted (AVE).    

The measurement model used in this study included six constructs: socially 

responsible consumption, attitude towards SRI, perceived behavioural control of SRI, 

subjective norms of SRI, perceived moral obligation towards SRI and intention 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 

 

209 

 

towards SRI.  In evaluating a model’s reliability, the loading of each indicator on its 

associated latent variable must be calculated and compared to a threshold.  

Normally, the loading should be higher than 0.7 for the indicators, as to ensure 

reliability to be considered acceptable (Hair et. al., 2011).   Table 1 shows that most 

of the indicator loadings on their corresponding latent variables are higher than 0.7.  

The composite reliability (CR) co-efficient is also used for evaluating the reliability 

and should be higher than 0.7 to establish internal consistency (Chin, 2010).  The 

results above indicate that the measurement model has acceptable reliability. 

An assessment of convergent validity and discriminant validity are used to 

substantiate the validity of results (Hair et. al, 2011).  The average variance 

extracted (AVE) of the reflective latent variables should be higher than 0.5 to 

establish convergent validity (Chin, 2010).   Table 1 also shows that the AVE of the 

constructs was higher than 0.5.  More importantly, the removal of any indicators 

used in the model with loadings ranging below 0.7 is deemed unnecessary because 

the CR and AVE were above the threshold.    

Discriminant validity is the extent to which each latent variable is distinct from 

other constructs in the model (Chin 2010).  The heterograft-monotrait (HTMT) ratio 

has been established at present as a superior criterion compared to the more 

traditional assessment methods such as the Fornell-Larcker criterion (Hanseler, 

Ringle and Sarstedt, 2015).  Previous studies have suggested two different 

thresholds of 0.85 and 0.9 for HTMT criterion to establish discriminant validity 

(Henseler et al. 2015).  The current study uses the more conservative level of 0.90 to 

assess discriminant validity, and consequently, discriminant validity has been 

established since all results of the HTMT.90 criterion (Table 2) is below the critical 

value of 0.90. 
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Table 1: Validity of the Measurement Model 

 

 

 

 

Table 2: Discriminant Validity using Heterotrait-Monotrait (HTMT.90 criterion) 

Constru

ct 

1 2 3 4 5 6 

 

 

Attitude 

 

      

Intention 

 

0.564 

CI.90(0.30,

0.62) 

     

Perceive

d behavioral control 

0.654 

CI.90(0.43,

0.70) 

0.632 

CI.90(0.52,

0.72) 

    

Perceive

d moral obligation 

0.616 

CI.90(0.54,

0.72) 

0.626 

CI.90(0.58,

0.73) 

0.73 

CI.90(0.67,

0.82) 

   

Socially 

responsible 

consumption 

0.464 

CI.90(0.33,

0.56) 

0.178 

CI.90(0.12,

0.25) 

0.421 

CI.90(0.41,

0.52) 

0.449 

CI.90(0.39,

0.51) 

  

Subjecti

ve norm 

0.586 

CI.90(0.44,

0.62) 

0.557 

CI.90(0.42,

0.61) 

0.777 

CI.90(0.62,

0.82) 

0.578 

CI.90(0.42,

0.61) 

0.533 

CI.90(0.43,

0.62) 
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Assessment of the Structural Model 

The next step is to evaluate the inner structural model significance, having valid 

and reliable outer model valuation. The structural model explains the connects 

between latent constructs of study (Hair et. al., 2014).  The primary assessment 

criteria for PLS-SEM outcomes are co-efficient of determination (R2  values) and also 

path co-efficient level and significance.  Besides, the f2 effect size, the Q2   predictive 

relevance, as well as q2   effect size are evaluated in the structural model assessment 

stage (Hair et. al., 2014). 

As posited by Hair et al. (2014) who suggested that the change in the R-square 

value should also be examined. The method suggested was to examine whether the 

R-square change when a specified exogenous construct is omitted from the model 

can be used to evaluate whether the omitted construct has a substantive impact on 

the endogenous constructs. To measure the effect size we used Cohen (1988) 

guideline which are 0.02, 0.15, and 0.35, respectively which represent small, 

medium, and large effects (Cohen, 1988).  

The construct socially responsible consumption explains the R-square of 19% 

concerning attitude towards SRI, while respectively it explains 25% of subjective 

norms and 16% of perceived behavioural control.  Hence, the R-square of those 

respective values is greater than 0.13, suggesting a moderate model. From Table 4, 

it can be observed that all the relationships showed medium or moderate impact. 

More importantly, attitude towards SRI, subjective norms, perceived 

behavioural control and perceived moral obligation are positively related to intention 

towards SRI explaining 42% of the variance in intention towards SRI.   The R-square 

values of 0.42 are above the 0.26 value as suggested by Cohen (1988) indicating a 

substantial model.    

Next, the effect sizes (f2) is also evaluated (Table 4). As asserted by Sullivan 

and Fein (2012), "While a P-value can inform the reader whether an effect exists, the 

P-value will not reveal the size of the effect. In reporting and interpreting studies, 

both the substantive significance (effect size) and statistical significance (P-value) 

are essential results to be reported".   According to Cohen (1988), f2 values of 0.35, 

0.15 and 0.02 are considered large, medium and small effect sizes.   If an 

exogenous construct strongly contributes to explain an endogenous construct, the 

difference between R-square included and R-square excluded will be high, leading to 
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a high f2  (Ramayah et al. 2018).  Hence, the f2 shows medium effect size particularly 

in the relationship of socially responsible consumption and attitude, subjective norm, 

perceived behavioural control, perceived moral obligation, and the relationship 

between subjective norm and intention towards SRI.  However, f2 shows small effect 

size particularly in the relationship of attitude, perceived behavioural control and 

perceived moral obligation and intention towards SRI respectively.  

Furthermore, the study used blindfolding to evaluate predictive relevance of the 

path model (Hair et. al., 2014).  As Table 3 illustrates, the analysis of blindfolding 

shows that predictive relevance Q2   of attitude, subjective norm, perceived 

behavioural control and perceived social obligation is at 0.354, 0.298, 0.454, 0.264 

and 0.462 respectively.  Therefore, those constructs are all more than zero and 

consequently, indicate that the model has predictive relevance.   Besides, the 

predictive relevance Q2    of intention towards SRI is also above zero with the exact 

value of 0.462 that implies that the model of study has predictive relevance for this 

endogenous construct.   Eventually, all Q2    values are noticeably above zero, which 

provides support for the model concerning its predictive relevance specifically to the 

endogenous latent variables of the study.   

Also, the q2   effect size (Table 4) of the predictive relevance was assessed.  

More importantly, the relative impact of predictive relevance of different constructs 

can be compared by q2   effect size (Hair et al., 2014).  Based on the study outcome, 

the q2   effect size value of intention towards SRI is large.  Indeed, the combined 

effect of different exogenous constructs of the study explains the majority of effect 

size regarding the endogenous concept in the research model compared to their 

separate independent contributions.    
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Table 3: Blindfolding and Predictive Relevance 

 

Endogenous 

construct 

Q2   Predictive 

relevance 

Result 

Attitude  0.354 Acceptable  

predictive relevance 

Subjective norms 0.298 Acceptable  

predictive relevance 

Perceived 

behavioral control  

0.454 Acceptable  

predictive relevance 

Perceived moral 

obligation 

0.264 Acceptable  

predictive relevance 

Intention towards 

SRI 

0.462 Acceptable  

predictive relevance 

 

 

 

Figure 2: Result of the Assessment of Model 
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Table 4: Hypothesis Testing 

  

 

Hypothesis testing 

Std 

beta 

t-value Results R-square Effect 

size (f2) 

Effect 

size (q2) 

 

H

1 

SR consumption  attitude 0.44** 7.245 Supported 0.19 0.24 0.003 

 

H

2 

SR consumptionsubjective 

norm 

0.50** 8.186 Supported 0.25 0.33 0.004 

H

3 

SR consumption perceived 

behavioral control 

0.4** 5.924 Supported 0.16 0.19 0.006 

H

4 

Attitude  intention of SRI 0.19* 2.575 Supported  0.03 0.021 

 

H

5 

Subjective norm  intention of 

SRI 

 

0.10 1.028 Not 

supported 

 0.12 0.034 

H

6 

Perceived behavioral control  

intention of SRI 

0.24* 2.104 Supported  0.04 0.042 

H

7 

Perceived moral obligation 

intention of SRI 

 

0.25* 2.494 Supported  0.07 0.038 

**p< 0.05, *p< 0.10 

 

Table 4 shows the results of the structural model assessment  (Hair et al., 

2012).  To assess the structural model Hair et al. (2014) suggests looking at the R-

square, beta and the corresponding t-values via a bootstrapping procedure with a 

resample of 5,000. They also suggest that in addition to these basic measures, the 

predictive relevance (Q2) and the effect sizes (f2) should also be reported, in which 

this had been explained earlier. 

The results of the structural equation model reveal that the path coefficients in 

relation to the socially responsibility consumption to individual’s attitude toward SRI, 

subjective norms, perceived behavioral control and perceived moral obligation are all 

statistically significant (β H1 = 0.44, p< 0.01, t = 7.025;  β H2 = 0.50, p< 0.01, t = 

8.186;  β H3 = 0.40, p< 0.01, t = 5.924;    β H4 = 0.19, p< 0.01, t = 2.575;β H6 = 

0.24, p< 0.01, t = 2.104; β H7 = 0.25, p< 0.01, t = 2.493) ;  except for the path 

coefficient of subjective norm  and intention towards SRI (β H5 = 0.10, p< 0.01, t = 

1.28).  Hence, all the hypotheses are supported except for the relationship between 

subjective norm and intention towards SRI. 
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Discussion and Implication 

This study adopted the TPB model proposed by Ajzen (1991) to investigate the 

Gen-Y’s intention to invest in SRI. It shows that all hypothesis is supported, except 

for the insignificant relationship between subjective norms and behavioural intention 

of Gen-Y to invest in SRI. 

Subjective norms were found to be an insignificant predictor of the intention to 

invest in SRI among Gen-Y. A plausible explanation would be that there is no social 

pressure from their surroundings to invest in SRI.  Secondly, perhaps there are other 

financial commitments that need more attention other than SRI investments, 

especially in this current economic trend which is very uncertain.  More importantly, 

other elements may influence Gen-Y towards a certain behaviour which does not 

involve social pressure.  They may have their own opinion on certain subject matter 

such as investment, thus requires them to act within their capacity and their own free 

will.  

This study indeed supports the notions that attitude and perceived behavioural 

control influence behavioural intention.  More importantly, perceived moral obligation, 

as an extended construct to the theory of planned behaviour was found to influence 

intention and behaviour significantly.  Although the importance of perceived moral 

obligation as a critical variable to extend the theory has been widely acknowledged, 

empirical evidence about the cause-and-effect of this construct remains under-

studied. 

Hence, the government particularly as a lawmaker, through its agencies like the 

Central Bank and Securities Commission, are capable to promote SRI by presenting 

stimulating information and passing relevant laws. Further, the Central Bank may put 

pressure on the banking industry, as well as the producers of investment products to 

offer cheaper borrowing rates for businesses that triumph social responsibility goals.  

Apart from promoting social responsibility in the business environment, it also could 

encourage firms to strive for more efficiency through the cheaper cost of borrowings 

and good corporate governance through socially responsible investment.  Law on 

listing requirements in the capital market that reflect firms' commitment to social 

responsibility should also be introduced accordingly. 

Opinions from leaders (such as corporate leaders, financial advisors), as 

indicated by the low influence of subjective norm, is indeed vital in communicating 
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social agreements which could lead to promoting social responsibility environment in 

the financial markets.  Also, regulatory bodies, such as the Securities Commission 

can enhance the development of the SRI market by offering more SRI-focused 

seminars directed to financial intermediaries. These include stockbrokers, fund 

managers, and financial advisors.  Consequently, celebrity endorsement may 

enhance public awareness particularly the Gen-Y towards SRI especially through the 

use of social media. 

Financial intermediaries are crucial entities in the value chain that connects 

investors to the financial market.  Information received from financial advisors 

influences perceptions as well as investors' motivation to invest in SRI instruments. 

Financial advisors could focus on communicating how investors can realize their 

financial goals and at the same time, the socially responsible elements should be 

highlighted when investing in SRI instruments.  SRI providers should be aware that 

financial goals, social pressures, and investors own personal standards are the 

major factors that influence their motivation to invest in SRI instruments. The study 

has illustrated that investors' perceptions of the likely outcomes are very much 

influenced by what they want to achieve financially and the pressures of social 

conformity. These criteria may shape investors' decisions explicitly and implicitly, 

particularly the Gen-Y's preference in taking advantage of new alternative 

investments, including SRI, as to ensure greater financial freedom in the future.   
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