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Abstract:

Innovation is the only way to sustain in a highly competitive market, and the success of
innovative products depends on the innovativeness level of the consumers. The purpose of this
study is to explore the relationship between consumer spirituality and consumer innovativeness
through the mediating role of materialism. The study also attempts to determine the moderated
mediation effect by taking gender as a moderator. In this study, the data were collected from 237
consumers through online surveys and from some target locations like malls, universities, public
places in Punjab and Chandigarh by adopting judgemental sampling technique. Results indicated a
significant negative relationship between consumer spirituality with materialism and consumer
innovativeness while materialism and consumer innovativeness are significantly positively related.
Furthermore, results showed that materialism mediates the relation between consumer spirituality
and consumer innovativeness among both gender categories, but there is no moderated mediation
effect of gender. The implications for marketing managers are discussed.

Key words: Consumer spirituality, Materialism, Consumer innovativeness, SEM, Moderated
mediation

1. Introduction

In the present era of the highly competitive economy, the only way an organization
can survive is, by providing new offerings to the market. Introduction of new products and
services would not only expand the size of the business and revenues (Bartels &
Reinders, 2011) but also helps in achieving sustainable competitive advantage and leads
to the success of the organizations (Hauser, Tellis, & Griffin, 2006; Bartels & Reinders,
2011). Due to this, the issue of innovation had been given due attention by scholars in the
field of management and business research (Hauser et al., 2006). Launching innovative
products would help organizations in dominating the market. However, the success of any
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newly launched product/service in the market depends on the acceptance level of the
consumers. There are many products/services which failed at the introductory stage of
their life cycle (Pauwels, Silva-Risso, Srinivasan, & Hanssens, 2004), despite successful
technological, non-technological and process innovation. The acceptance level depends
on whether the attributes of the newly launched product/service comply with the norms
and values of the consumers (Noland, 2005). The success/failure of the new product or
service depends on the innovativeness of consumers and it can be described as an
intrinsic force which influences the acceptance level of new products/services (Mansori,
2012). Consumer innovativeness can be defined as a force which converts the fixed
purchasing behavior of consumers to the dynamic response (Hirschman, 1980), and
creates the propensity to frequently try novel products/services (Midgley & Dowling, 1978).
Goldsmith and Foxall (2003) discussed three concepts of innovativeness which were
innate innovativeness, consumer innovativeness, and domain-specific innovativeness.
Innate innovativeness can be described as a personality trait regarding willingness to try
new things, consumer innovativeness describes consumers who will try new things, and
domain-specific innovativeness describes innovative consumers in the context of the
specific product category. Few researchers in their study have highlighted the role of
personal characteristics in new product adoption and have given stress to the individual
attributes of the consumer by describing their role in new product adoption (Venkatraman
& Price, 1990; Lassar, Manolis, & Lassar, 2005). This concept of innate innovativeness
have been given due importance in psychology in highlighting the characteristics that
innovator possesses(Midgley & Dowling, 1993; Hirschman, 1980) which further helps
marketers in segmentation of the consumers on the basis of innovativeness traits they
possess ( Goldsmith, 2001).

Since Vedic times, India is delighted with a rich spiritual tradition. Consumers in
India are understood as intensely spiritual consumers who respect spiritual values and
neglect materialistic values. Numerous studies have been conducted on spirituality in the
context of tourism, mobile ownership, family and marriage healing (Narang, 2013) but few
studies have tried to explore its association with attitude and decision making of
consumers. So this study would be the first attempt to examine the relation of consumer
spirituality with the innate innovativeness of the consumer. There are also limited studies
which observe the relationship between the materialism and innovativeness but both
concepts are focused on success and recognition. Examination of the relationship
between these variables would help in better understanding of economic psychology
which is distinctive to the traditional problem-solving model of the consumer to maximize
utility (Richins & Rudmin, 1994). The present study will also take into consideration the
role of demographics in the relationship between variables. This article proposes that
materialism may influence the innate innovativeness of consumer and further explores the
relationship between consumer spirituality and consumers’ innate innovativeness through
materialism. As stated earlier, hardly few studies have investigated the influence of
consumer spirituality on innate innovativeness through the mediating role of materialism.
So this study attempts to fill up a significant research gap by developing a new framework
in the area of consumer spirituality and consumers’ innate innovativeness.
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2. Theoretical framework and hypothesis development

Consumer Innovativeness

Researchers in the area of consumer behavior have taken innovativeness as a
psychographic variable, the study of which helps in forecasting of the innovative behavior
(Midgley & Dowling, 1978; Rogers, 2010; Goldsmith & Hofacker, 1991; Le Louarn, 1997).
Innovativeness can be defined as the propensity of attraction towards new products
(Tellis, Yin & Bell, 2009; Steenkamp, Hofstede & Wedel, 1999), buying new products
earlier than others in the society (Midgley & Dowling, 1978; Rogers, 2010; Cestre, 1996).
Three concepts of consumer innovativeness were classified by Bartels and Reinder (2011)
in their study which was innate innovativeness, domain-specific innovativeness, and
innovative behavior. The concept of innate innovativeness which is a universal personality
trait was first discovered by Midgley and Dowling (1978), and they described it as a global
individual attribute which is not restricted toward the particular domain of consumer
interests. Innate innovativeness is defined as an inclination toward new products across
different product categories (Hirschman, 1980). Steenkamp et al., (1999) described innate
innovativeness as a shift in consumer behavior from the static brand and product choices
toward dynamic and innovative decisions. So from all above definitions, innate
innovativeness can be labeled as a personality trait which includes propensity toward
trying and adopting new things. Midgley and Dowling (1978) termed domain specific
innovativeness as “product-specific innovativeness,” i.e., inclination toward new products
across a single product category, and this innovativeness is restricted toward the specific
domain of consumer interests. Few past studies (e.g. Roerich, Valette-Florence &
Ferrandi, 2002) have found a positive association between innate innovativeness and
domain-specific innovativeness and innate innovativeness along with “Interest in product
category” was found to be an antecedent of domain-specific innovativeness (Goldsmith,
Freiden, & Eastman, 1995; Hirunyawipada & Paswan, 2006). Using consumer
innovativeness as a personality trait would help organizations in segregating innovators
from the others which would further help firms in introduction of new products (Goldsmith
et al., 1995; Hirunyawipada & Paswan, 2006) as these innovators would play an essential
role in the diffusion of innovations in the society (Cowart, Fox & Wilson, 2008)

Consumer spirituality and Consumer innovativeness

Whenever a novel product is introduced in the market, its success depends on the
acceptance level of the consumers (Noland, 2005). The acceptance of the product
depends on how strictly the new product adapts to the customs, values of the consumer
(Kardes, Posavac, & Cronley, 2004). Spirituality is all about morally right, i.e., people with
high spirituality have their values, morals, and laws (Petchsawang & Duchon, 2009).
Consumer spirituality can be defined as “the intrinsic motivation to seek and express
autonomy, inner satisfaction, and self-actualization, maintain the harmonious and sacred
relationship with others, and desire sacredness in products, services, and experiences.”
Narang (2013) Pg. 8. Kotler, Kartajaya, and Setiawan (2010) in “Marketing 3.0” stated that
consumers pick those products/ services which complete not only their emotional and
functional needs but also human spirit. Therefore, a poor interpretation of cultural
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perspective or the insensitivity of consumers’ values can be offensive and create a
negative impression in the mind of the consumer for the company and its product and thus
render marketing efforts ineffective or even damage the image of the companies in a
particular market (Kardes et al., 2008). Roccas (2005) reported that people with high
spirituality would place more emphasis on avoiding uncertainty and variation and would
give less stress to sensual desires. These types of people will avoid independent decision
making and actions and will depend on peers for their efforts. Even Mansori, Sambasivan
and Md-Sidin (2015) in their study reported that consumers with high ethnic and religiosity
values are less prone to innovative products thus would have a lower level of
innovativeness. So based on the above review, the following hypothesis has been
formulated

Hypothesis 1: Consumer spirituality negatively affects consumer innovativeness.

Materialism and Consumer Innovativeness

Few studies in India disprove the opinion that people in India are more spiritual
and found Indians to be purely materialistic and this may be due to the shift of Indian
culture towards the western culture (Bhawuk, 2003). Belk (1984) defined materialism as a
personality trait which differentiates individuals based on the importance given to worldly
possessions and termed materialistic as individuals who are more inclined toward
acquiring more possessions. Lee, Khan, and Mirchandani (2013) stated that consumers
with high innovativeness are more inclined toward purchasing modern products because
of the belief that, acquiring these would create more sense of happiness and success.
More materialistic consumers would buy the latest and updated products with the
impression that this purchasing act as a symbol of social standing (Muzinich, Pecotich &
Putrevu, 2003). Goldsmith, Flynn, Goldsmith, and Kim (2013) investigated the relationship
between materialism and fashion innovativeness and found a significant relationship
between both of them. Materialist people compare the possessions they hold with the
possessions owned by others and wants to be in the leading position in displaying the
fashion. So it can be said that materialism may be an essential antecedent of
innovativeness so based on the above review the following hypothesis is formulated

Hypothesis 2: Materialism positively affects consumer innovativeness.

Consumer spirituality and Materialism

Materialists consider possession as an essential part of their lives and believe that
the more possession they acquire, the more happy and prosperous they will be. Religion
is considered as controlling social force which is against the acquisition and display of
more possessions. Materialism is usually contradictory to religious and family values which
can create psychological pressure on the consumers, resulting in decreased wellbeing
(Burroughs & Rindfleisch, 2002). Sorokin (1992) stated that spiritual or religious
commitment diminishes the never-ending number of desires of the individual which he/she
want to accomplish, specifically the material needs (Watson, Jones, & Morris, 2004). As
mentioned earlier that there are some values which drive the behavior of the consumer but
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there are some values which are contradictory with each other like self-enhancement and
self-transcendent values (Christopher, Marek & Carroll, 2004) and few studies have
empirically proved this in countries like Germany, Malaysia, USA (Kilbourne, Griinhagen,
& Foley, 2005). Self-enhancement values are related to conspicuous consumption,
materialism while self-transcendent values are related to spirituality, religiosity. Belk (1984)
stated that the more focused consumer is toward worldly pursuits, the less focused he/she
will be toward spiritual duties moreover materialism is like avaricious desires which may
lead to immoral behaviors like theft which is in contradiction of the spiritual values. So from
the above review, it can be hypothesized that a strong sense of spirituality would decline
the aspiration for worldly pursuits.

Hypothesis 3: Consumer spirituality negatively affects Materialism.

The mediating role of Materialism

As earlier conceptualized, consumer spirituality affects materialism and
materialism effects the consumer innovativeness. So the question of the matter is: Does
materialism plays a mediating role in the relationship between consumer spirituality and
consumer innovativeness? According to Belk (1984), materialism is a desire for acquiring
material possessions and spirituality may reduce the urge to purchase new products which
further can restrict consumer to go for innovative products. Spiritual values oppose desire
for acquisition of material goods (Burroughs & Rindfleisch, 2002) and placing a low
emphasis on material possessions would decline the intensity to go for innovative
products more conspicuously (Christopher et al., 2004). So based on the above
discussion it is anticipated that materialism mediates the relation between consumer
spirituality and consumers’ innate innovativeness. Hence the following hypothesis has
been formulated:

Hypothesis 4: Materialism mediates the relation between consumer spirituality and
consumer innovativeness.

The moderating role of Gender

Few past studies have found that gender is a significant driver of consumer
innovativeness (e.g., Steenkamp & Burgess, 2002; Tellis et al., 2009) and materialism.
Women are considered to be more innovative than the men in terms of fashion (Wharton,
2007), and innovators are observed as females as compared to males (e.g., Fischer &
Arnold, 1994; Goldsmith & Newell, 1997). Few studies also stated that men’s are more
innovative as compared to female (Tellis et al., 2009). According to studies conducted by
researchers (e.g., Lewallen, Miller, & Behm-Morawitz, 2016; Grotts & Johnson, 2013 and
Liao, Shen, &Chu, 2009), gender is a significant driver of materialism also, and females
are more materialistic as compared to the males. Lerman & Maxwell (2006) identified
gender not to be significantly correlated with consumer innovativeness. So based on
review available the following hypothesis has been formulated.
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Hypothesis 5: Gender moderates the mediation effect of materialism on the relation
between consumer spirituality and consumer innovativeness.

So based on all the hypothesis the proposed conceptual framework is represented in
Figure: 1

Materialism

Consumer Consumer

Innovativeness

Spirituality

Control Variables

Gender e Age

* Qualification
e Income

e Marital Status

Figure 1: Proposed Conceptual Framework
3.Research methodology

Sample and procedure

Judgemental sampling was employed to collect data from consumers of different
age groups. Data was collected through a questionnaire survey which was spread through
the social networking sites and also personally from some target locations like malls,
universities, public places in Punjab and Chandigarh. A total of 296 responses received,
237 questionnaires were found suitable for further analysis and rest were discarded thus
the effective response rate was more than 80%.

Instruments

In the current study, the questionnaire has been used to collect data in respect of
three variables: consumer spirituality, materialism, and consumer innovativeness and the
survey also contained the demographics which were relevant to the study. In order to
measure consumer spirituality, 11 item scale also named as CONSPIRIT scale was
adopted from Narang (2013). In order to assess materialism among consumer, items from
the modified scale of materialism given by Richins (2004) was adopted. Consumer
innovativeness was measured using items from the scale developed by Le Louarn (1997).
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All the items in the scale were measured on a five-point Likert scale ranging from strongly
disagree (1) to strongly agree (5).

A principal component analysis employing varimax rotation was carried out to differentiate
dimensions amongst variables. As the scale of spirituality was new and not adequately
validated in past studies, the validity and reliability of the scales were inspected through
pre-analysis of exploratory factor analysis as suggested by Hair, Anderson, Tatham, and
Black (1995). While conducting factor analysis, the factor loading of three materialism
statements two statements of consumer innovativeness were below the minimum
prescribed limit, i.e., below 0.50 so they were also removed for further analysis. All the
variables under the study were found to be strongly reliable with the Cronbach’s alpha
value greater than 0.60 (Bernstein & Nunnally, 1994) thus showing good internal
consistency. Table 1 shows the Kaiser-Meyer-Olkin Measure of Sampling Adequacy and
Bartlett's Test of Sphericity while Table 2 depicts Cronbach’s alpha and factor loading of
all the statements.

Table 1: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 963
Bartlett's Test of Sphericity Approx. Chi-Square U427.955
Df 210
Sig. .000

Table 2: Rotated Component Matrix® with Cronbach’s alpha

Component
(Factor Loadings)
Variables Statements of Variables
1 2 3
Being true in relationships is important to me. 827
| buy products to fulfil my personal needs and not
to impress others or to meet the expectations of .823
others.
| think the current problems in society are due to
the conflict between the individual’'s and the .812
CONSUMER society’s goals.
SPIRITUALITY | make my purchases to please myself and not 808
(Cronbach’s alpha = under any pressure from society. ’
0.965) | prefer to buy from those retail outlets that are 806
reliable and trustworthy. ’
| connect to the universe on a daily basis. .802
| consider ethical issues in making purchase 798
decisions. :
| prefer to use products that are efficient and less 794
energy consuming for both my personal and ’
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society’s benefits.

My purchases are aligned with my philosophy of

.790

life.

My efforts are directed towards understanding 790

the purpose and meaning of life. ’

| respect everyone. 777

Buying things gives me a lot of pleasure. .781

| like to own things that impress people. 778

I like a lot of luxury in my life. 776
MATERIALISM . ) o
(Cronbach’s alpha = §ome of the .n?ost |mp01"tant achle\{ements in life 757
0.923) include acquiring material possessions.

| enjoy spending money on things that aren't 688

practical. ’

My life would be better if | owned certain things | 682

don't have.

Before trying a new product, | try to learn what
friends who possess this product think about it.

.844
CONSUMER
| hing | 't ki hi
INNOVATIVENESS never buy something | don't know anything 829
| about with the risk of making a mistake.
(Cronbach'’s alpha =
0.918)
I’d rather choose a brand that | usually buy rather
. ) g .821
than try something | am not confident in.
| am the kind of person who tries every new 806

product at least once.

Control Variables

In order to avoid the confounding relationships, the study included demographic
variables which should be controlled as per literature available. The variables that should
be statistically controlled were age (Midgley & Dowling, 1993; Rogers, 1995; Im, Bayus, &
Mason, 2003; Ponchio & Aranha, 2008; Flynn, Goldsmith, & Korzenny, 2011), qualification
(Rogers, 1995; Martinez et al., 1998; Midgely & Dowling, 1993; Robertson, 1971), income
(Tellis et al., 2009; Im et al., 2003 ; Venkatraman, 1991), marital status (Tellis et al., 2009;
Midgely & Dowling, 1993).

4. Data analysis

The data gathered was coded and saved in SPSS version 23 and SEM was used
to analyze the proposed structural model using AMOS version 24. Past researches
recommended a minimum sample size of 200 (Hoogland & Boomsma, 1998; Kline, 2004;
Weston & Gore, 2006; Kline, 2015). Thus the basic necessity to apply SEM analysis have
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been met. Firstly the reliability and validity of the instrument were determined. The
reliability was determined using Cronbach’s alpha, and validity (discriminant and
convergent) were examined using Principal Component Analysis (PCA) & Confirmatory
Factor Analysis (CFA). Moreover, to analyze the mediation effect data were analyzed
using the mediation model as proposed by (Hayes, 2017) using the bootstrapping
technique at 95% confidence level. Finally moderated mediation was analyzed to
determine if there is a significant difference in mediation results among gender categories,
i.e., males and females.

5. Results
Demographic characteristics of the respondents

Table 3: Demographic profile of Respondents

Demographic Variables Categories Frequency Valid Percentage
Male 133 56.1
Gender Female 104 43.9
. Married 51 21.5
Marital Status Single 186 785
18-30 66 27.8
Age 31-45 96 40.5
9 46-60 70 29.5
61 and above 5 2.2
Undergraduate 39 16.5
Qualification Graduate 63 26.6
Post Graduate 80 33.8
professional/diploma 55 23.2
< 2 lakhs 83 35
Income 2 lakhs - 4 lakhs 90 38
> 4 lakhs 64 27

(Source: Primary data)

Table 3 represents the results of demographic statistics showing the frequency and
percentage of all the variables as per the categories.

Correlation Analysis

Mean, standard deviation and correlation among all the variables of the study, i.e.,
consumer spirituality, materialism, and consumer innovativeness were calculated. Table 4
represents the mean and standard deviation while Table 5 describes the correlation
among variables.

Table 4: Mean and standard deviation of Variables

Mean Std. Deviation N
Materialism 2.1438 1.02189 237
Consumer Spirituality 2.7989 1.16383 237
Consumer Innovativeness 2.2713 0.98775 237
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(Source: Primary data)

Table 5: Correlation Statistics of variables

- Consumer Consumer
Materialism L. . .
spirituality Innovativeness
Materialism 1 -734 .755
Consumer spirituality -734 1 -.562
Consumer Innovativeness .755 -.562 1

(Source: Primary data)

Results of the correlational analysis reveals that spirituality is significantly
negatively correlated with materialism (r= -.734, sig= .000) and consumer innovativeness
(r= -.562, sig= .000) while materialism and consumer innovativeness were significantly
positively correlated (r= .755, sig= .000). All the three variables were found to be
significantly correlated with each other thus providing fundamental support to the
hypothesis.

Measurement Model

The fit of the three-factor model was analyzed using CFA. The validity of the
model was examined using convergent and discriminant validity. To achieve convergent
validity the factor loadings should be greater than .50 (Kline, 2015) , AVE > .5(Fornell &
Larcker, 1981), composite reliability should be greater than 0.7 (Hair, Black, Babin, &
Anderson, 2010) and to achieve discriminant validity average variance explained(AVE)
should be greater than maximum shared variance(MSV) and average share
variance(ASV) (Hair et al., 2010). Table 6 represents the validity statistics

Table 6: Validity Statistics of variables

CR AVE Msv Max INV Cs MAT
Consumer Innovativeness 0.914 0.728 0.506 0.931 0.853
Consumer spirituality 0.965 0.714 0.491 0.965 -0.534 0.845
Materialism 0.924 0.670 0.506 0.925 0.711 -0.701 0.819

Note: Validity master was used to analyzing the validity which was fully established

Invariance test was also tested on the measurement model to analyze metric and
configural invariance for our multigroup(Gender) confirmatory factor analysis. After
conducting the configural invariance test the results showed chi-square = 456.6 and df =
366 and all values were above the minimum prescribed limits i.e. CMIN/DF=1.248 < 3
(Hair et al., 2010), GFI=0.851 > 0.8 (Homburg & Baumgartner, 1995) , PGFI=0.674 = 0.5
(Wu, 2009), CFI= 0.980 = 0.9 (Hair et al., 2010) and RMSEA=0.032 < 0.08 (Steiger, 1990).
Metric variance test examines whether specific scale items under their specific construct
are the same across different groups or not. It is required to have at least a partial metric
invariance before proceeding to further tests (Vandenberg & Lance, 2000). To test this
variance chi-square value and degree of freedom of two models are compared with
constrained factor loading in one group and unconstrained factor loading in another group.
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After running the model fit results showed chi-square = 474.9 and df = 387. To examine
the existence of a significant difference the test was applied, and fable 7 represents the
results that the proposed model is robust as the model is invariant with p-value = 0.630.

Table 7: Chi-square difference test

Chi-square df p-value Invariant?
Overall Model
Unconstrained 456.6 366
Fully constrained 474.9 387
Number of groups 2
Difference 18.3 21 0.630 YES

Structural Model

After confirming the validity and reliability, the proposed model was further put for
SEM analysis. The direct effects of using standardized path coefficients are portrayed in
Table 8.

Table 8: Results of Structural Model

Hypothesis Relationships Estimate S.E. C.R. P Hypothesis accepted
H- 1 INV <- | CS -0.505 0.082 | -6.158 | ** | YES
H- 2 INV <--— | MAT 0.667 0.072 | 9.3 e YES
H- 3 MAT <- | CS -0.745 0.083 | -8.962 | *** | YES

Notes: 1. *** p-value < 0.01; ** p-value < 0.05 and * p-value < 0.10.
2. INV- Consumer Innovativeness, MAT- Materialism, CS- Consumer Spirituality

Results from the tables display that there is a significant negative relationship between
consumer spirituality and consumer innovativeness (CR= -6.518, p-value < .01) thus
supporting Hypothesis-1. Results also supported hypothesis-2 as results by depicting that
there is a significant positive relationship between materialism and innovativeness (CR=
9.3, p-value > .01). Moreover, materialism and consumer spirituality were also found to be
significantly negatively related to each other (CR= -8.962, p-value> .01) thus supporting
hypothesis-3.

To determine the indirect effect of consumer spirituality on consumer innovativeness,
bootstrapping technique with 2000 bootstrap samples at a 95% confidence interval was
employed. Results of mediation analysis are displayed in Table 9.

Table 9: Mediation Results

Type of effects Before Mediation test After Mediation test Hypothesis
Di ff f
S;:if:;n;ﬁnoc‘;‘;g’n”;fr Estimate= -.505 Estimate= 036

-value<.01)*** -value= 0.
Innovativeness (p-value<.01) (p-value= 0.699) Hypothesis 4
Indi ff f ted
spintuatty (p-value= 0.003)**
innovativeness
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Notes: *** p-value < 0.01; ** p-value < 0.05 and * p-value < 0.10

The above results supported hypothesis 4 by depicting that there exists full mediation in
the relation between consumer spirituality and consumer innovativeness through
materialism. As Indirect effect is significant (Estimate= -.623, p-value= 0.003) so there
exists a mediation and to check whether it is partial or full the direct effect is examined and
as per result direct effect of consumer spirituality on consumer innovativeness (Estimate=
.036, p-value= 0.699) have become insignificant so there exists full mediation (Hair et al.,
1995; Hayes, 2017) in this case.

Moderated mediation analysis

In this, it is analyzed whether the results of the indirect effect is conditional on the
moderating variable or not. In this study moderation effect of gender was analyzed on
mediation analysis. To examine the moderated mediation, firstly the mediation effect
among both gender categories was analyzed, and then the significant difference among
the mediation effect was examined. The indirect effect in case of males and females are
depicted in Table 10 and to determine the moderating mediation effect significance value
of the difference in both indirect effects was determined using estimands (Hayes, 2017)
was determined in Table 11

Table 10: Standardised indirect effect among Gender categories

Type of effect Males Females

Indirect effect of consumer

spirituality on consumer Estimate = -.550 Estimate = -.549
. P . y p-value = .001*** p-value = .001***
innovativeness

Notes: *** p-value < 0.01; ** p-value < 0.05 and * p-value < 0.10

Table 11: User-defined estimands: MyModMed estimands

Parameter Estimate Lower Upper P Hypothesis
(A x B)-(C x D) 053 -.307 511 740 Hypothesis 5
rejected

Notes: Indirect effect for males= (A x B), Indirect effect for females=(C x D)

So from the above results, it is summarised that there is significant mediation effect of
materialism on the relation between consumer spirituality and consumer innovativeness
among both gender categories while there is no moderated mediation in the proposed
model (p-value = .740 > .05), so hypothesis 5 have been rejected.

6. Discussion

The present research was an attempt to explore if, materialism mediates the
relation between consumer spirituality and consumer innovativeness. The results of the
study depicted a significant negative relation between consumer spirituality and consumer
innovativeness thus supports the implications of a few previous studies (Mansori,
Sambasivan, & Md-Sidin, 2015; Roccas, 2005). There are very few studies which
examined the impact of Religion (Hirschman, 1980) and religiosity (Mansori, 2012) on the
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consumer innovativeness but none of the studies had examined the role of consumer
spirituality in diminishing consumer innovativeness, and this present study fills the
research gap. The present study found the significant linkage between materialism and
consumer innovativeness also thus supporting few previous studies (Lee et al., 2013;
Goldsmith et al., 2013; Muzinich et al., 2003). The indirect effect of consumer spirituality
on innovativeness through materialism is significant among both males and females. Thus
hypotheses 1,2,3,4 have been accepted. The moderated mediation effect of gender on
mediation results have also been analyzed, and it has been seen that mediation exists
both in case of males and females, but there is no moderated mediation present in the
sample of the study, i.e., there is no significant difference between mediation effect among
both gender categories. Thus hypotheses five have not been accepted. Bartels and
Reinders (2010) came up with three concepts of innovativeness: Innate innovativeness,
domain-specific innovativeness, and innovative behavior. Few researchers have pointed
out the low predictive validity of innate innovativeness (eg. Hurt, Joseph, & Cook, 1977)
and high validity of domain-specific innovativeness (Goldsmith & Hofacker, 1991).
However, the present study is a first attempt to link consumer spirituality with the
consumer innovativeness, and moreover, innate innovativeness is also a significant driver
of domain-specific innovativeness (Roerich et al., 2002). So this constraint is acceptable
due to the exploratory nature of the study and adaption of innate innovativeness scale
would help in the segmentation of consumers between innovation seekers and non-
innovation seekers.

Practical implications

The present study came up with the significant implications for the marketing
managers responsible for bringing new product offerings, identifying the early adopters
and framing strategies for those early adopters. To gain a proper understanding of
innovative consumer behavior, this area of research is very vital for marketing managers.
The results of the study pinpoint that spiritual values restrict consumers to adopt new
products and services by dwindling materialistic motivation. So to make new products and
offering successful in the Indian market, it is important to tailor their products according to
the values that drive the innovative behaviors (Piderit, 2000; Reynolds, Gengler & Howard,
1995) so that effective positioning strategy can be formulated and implemented. Managers
must be able to understand the facets of spirituality which can affect the level of openness
of the consumers so that they can come up with effective strategies to reduce the
resistance level of spiritual consumers for new products. Spiritually oriented consumers
are mindful regarding their purchases and its further consequent effect on society, ecology
and their own lives (Sheth, Sethia, & Srinivas, 2011). So business firms should deem the
element of spirituality during the development of new product and planning of marketing
mix strategy. Few consumers develop negative perceptions towards advertisements of
new products as they think that these new products are against their spiritual pursuits
(Shyan Fam, Waller, & Zafer Erdogan, 2004). Managers may promote their products
through the backing of various spiritual organizations and by creating awareness
regarding the benefits of the products for society and their own lives. Thus the attributes of
innovative products and benefits that can be derived should be linked with the spiritual

-112 -




Studies in Business and Economics no. 15(2)/2020

values of the consumers to diminish the resistance to change among these innovative
consumers.

Limitations and directions for future research

As with any study, some limitations exist; this opens the opportunities for future
research. First, in the present study sample was taken from Punjab and Chandigarh only
future research should also include some samples from different states in India to improve
the validation of results. Second, a self-reported questionnaire was used which may bring
the effect of common method bias. However, this limitation is not of much concern if a
questionnaire is multi-statement and properly validated (Spector, 1987). Third,
judgemental sampling was used to collect data from multiple age categories to cover
respondents with different spirituality levels (Wink & Dhillon, 2002), so future studies may
use random sampling of consumers to increase the generalization of results. Fourth,
though various demographic variables except gender were controlled to diminish the
confounding effect, they may affect modeled relationships so future studies may take the
significant demographical variables as moderators to gain more profound insights into
relationships. Finally, future studies can use a domain-specific scale of innovativeness to
validate the results for the specific domain of the products. Other essential variables which
were not in the scope of the study can be taken into consideration for future researches.
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