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Abstract: Buying products made from recycled materials is an important way to support sustainabil-
ity, especially in the FMCG (fast-moving consumer goods) context. Because these are the products
that make up a very large part of consumer spending, it is very important to encourage consumers to
buy them when they are made from recycled materials. Therefore, this research aimed to determine
the relationship between income, egoistic and altruistic motives, attitude toward FMCG products
from recycled material, and intention to buy them. To reach the research aim, questionnaire research
was applied and structural equation modeling was carried out to analyze the research results. Based
on the analysis of research results, income negatively influenced egoistic motives regarding buying
recycled FMCG. Moreover, egoistic motives influenced attitude but did not directly or indirectly influ-
ence intention. Altruistic motives were not influenced by income but directly influenced attitude and
intention to buy FMCG from recycled materials. When communicating about the benefits of recycled
FMCG, altruistic motives should be highlighted, including rationalization of these aspects with spe-
cific calculations supporting these statements. Based on research results, such communication could
facilitate the highest possibility of developing a sustainable FMCG market from recycled materials.

Keywords: products from recycled materials; altruistic motivation; egoistic motivation; income;
intention; attitude toward products from recycled materials; FMCG

1. Introduction

The maxim “the greatest threat to our planet is the belief that someone else will save
it” highlights the importance of everyone actively participating in sustainability efforts.
Sustainability and buying products made from recycled materials are two closely related
phenomena. Buying products made from recycled materials is an important way to support
sustainability by conserving resources, reducing waste, minimizing energy consumption,
lowering carbon emissions, and promoting a circular economy. As a result, the United
Nations Environment Programme [1] emphasizes the importance of buying products
made from recycled materials as a key strategy for achieving sustainable consumption
and production and the WWF [2] acknowledges the role of recycled materials in reducing
environmental impacts and conserving resources.

Businesses embracing recycled materials and promoting sustainable consumption
align with societal expectations, reduce environmental impacts, enhance brand reputation,
and open up new business opportunities [3,4]. By prioritizing sustainability, businesses
can achieve long-term success while contributing to a more sustainable future. Accord-
ingly, understanding the factors that determine consumer intentions to buy products from
recycled materials can help businesses and policymakers develop strategies to promote
the adoption of recycled products. By appealing to correct factors and highlighting what is
important for consumers, efforts can be made to encourage individuals to choose products
made from recycled materials.
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It is known [5] that consumer behavior is heavily influenced by motivation and, if
one does not understand a customer’s motivations, it will be hard to encourage specific
behavior. It is important to note that motivation can be influenced by various factors,
including individual values, beliefs, knowledge, social influence, environmental awareness,
marketing efforts, economic and demographic factors, etc. [6–9]. It is essential to reach a
deeper understanding of motivation itself and to leverage the factors that affect motivation
in order to cultivate and strengthen consumer motivation to buy products from recycled
materials. Addressing consumer motivations and providing the necessary efforts can
encourage a shift towards more sustainable consumption behaviors.

Ref. [10] revealed that both altruistic motivation and egoistic motivation played a
major role in determining youth green purchasing intentions, but consumers favored ego-
istic motivation over altruistic motivation when buying green goods. Similarly, Ref. [6]
revealed that, compared with altruistic motives, egoistic motives had a stronger impact on
the consumer’s intention of buying organic foods. Contrarily, Ref. [11] analyzed whether
altruistic and egoistic values influenced consumers’ attitudes and purchase intentions to-
ward eco-friendly packaged products, referring to values as motives as they are very closely
related (values motivate to demonstrate behavior) and are essential for shaping consumer
behavior. They revealed that altruistic motives were more significant than egoistic motives
for influencing the attitude of young customers in favor of eco-friendly packaged products.
Ref. [12] also concluded that egoistic values had no significant direct negative effect on
green apparel consumption behavior, whereas the significant positive direct effect of the
biospheric values was greater than that of altruistic values. Ref. [13] highlighted that altruis-
tic values should be prioritized in practical interventions that support sustainable behavior
regarding the adoption of a minimalist lifestyle. Ref. [14] revealed that altruistic and bio-
spheric motivations were positively associated with the adoption of green housing features.
The author also speculated that respondents’ income and political biases explained the
lack of statistical significance of egoistic motivations on the adoption prediction. Ref. [15]
revealed that altruistic concern was associated with sex, age, political orientation, and
Machiavellianism, whereas egoistic concern was not associated with any of these predictors
except sex.

Hence, it could be seen that the analysis of motivation to buy products from recycled
materials and the factors determining that it is very sensitive to the specific contexts of
culture, the product being analyzed, respondents’ characteristics, and many other factors
have led to the results of different research being controversial. Moreover, the impact of
income is often discussed as implicit, but research directly analyzing the impact of income
on motivation is scarce. Consequently, it could be stated that this remains an open problem
in the area.

This problem becomes very relevant in the fast-moving consumer goods (further
FMCG) context, as these are the goods that are intended for consumers’ everyday private
consumption. FMCG products have a useful life shorter than a year and are bought
relatively frequently with recurring expenditures, such as food and beverages, personal
care, cleaning products, apparel and footwear, etc. [16]. As FMCG are products that are
consumed quickly and often in large quantities, this high turnover rate leads to a significant
environmental impact, resulting in 60% of greenhouse gas emissions, 80% of water usage,
and 66% of tropical forest loss [17]. By choosing FMCG made from recycled materials,
society can have a more immediate and tangible effect in reducing waste and promoting
sustainable practices. FMCG contribute to a significant amount of waste, especially through
packaging and single-use products. The clothing industry alone could lead to a 77%
increase in CO2 emissions if consumer spending retains the upward trend [18]. By buying
FMCG made from recycled materials, consumers actively support the reduction of waste
generation. This helps divert materials from landfills, reducing environmental pollution
and the strain on waste management systems. Moreover, by purchasing FMCG made
from recycled materials, consumers support the transition to a circular economy, as such
products emphasize the recycling and reuse of materials, extending their life cycle and
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reducing the need for resources. According to the European Parliament, less than half of
used clothes are collected for reuse or recycling [19] while the rest adds to the constantly
growing amount of waste. Hence, these are the products that make up a very large part of
consumer everyday spending. Therefore, it is extremely important whenever possible to
buy FMCG made from recycled materials to achieve sustainability. Consequently, to our
knowledge, no study has considered the direct relationships between income, motivation,
attitude, and intention in the context of FMCG products from recycled material.

To address this gap in the scientific literature, we formulated the following research
aim: to determine the relationship between income, egoistic and altruistic motives, attitude
toward FMCG products from recycled material, and intention to buy them.

The objectives raised to reach the aim of the research:

1. To theoretically determine the relationship between income, egoistic and altruistic
motives, attitude toward products from recycled material, and intention to buy them;

2. Based on the empirical research results, to determine the relationship between income,
egoistic and altruistic motives, attitude toward products from recycled material, and
intention to buy them in the context of the FMCG product category;

3. To provide conclusions and theoretical and practical implications for encouraging the
intention to buy products made from recycled materials.

This research contributes to the general body of the academic literature by revealing
how income, motives, attitude, and intention relate to the context of FMCG from recycled
materials. This will help understand consumer behavior and tailor marketing strategies
and communication efforts to promote recycled FMCG. Moreover, governments and or-
ganizations can leverage insights from the analysis of these factors to design effective
policies and interventions that promote the purchase of FMCG from recycled materials.
Hence, theoretical and practical implications based on the results of this research may help
facilitate the development of a sustainable market for FMCG from recycled materials.

2. Conceptual Framework

Consumer behavior is a dynamic and complex process with many interacting ele-
ments [20]; undoubtedly, one of those elements influencing consumer behavior is moti-
vation [5]. According to Ref. [10], individuals with altruistic motivation can behave for
the good of others and the environment [11] without gaining personal gain, while egois-
tic motivation causes individuals to perform according to their own greatest advantage
(self-centered motives) [21].

Many theoretical models that analyze motivation in the context of consumer behavior,
especially within the sustainability framework, contain these main variables [10,11]:

• Altruistic motivation;
• Egoistic motivation;
• Attitude;
• Intention.

Despite this, motivation is influenced by many factors, including demographics, avail-
able resources, personality, family, culture, social class, information processing, values, and
other factors [22]. Hence, among other factors, income is the one that may affect motivation.
Ref. [23] admits that only a small amount of research has been done to determine triggers,
especially on consumers’ characteristics, for recycled product purchase intention. When
relating income, motivation, attitude, and intention based on the literature review, it could
be stated that the relations are as follows:

1. Income influences motivation and attitude.

Ref. [24] states that high-income (low-income) individuals may display less (more)
effort on environmental behavior. Ref. [25] substantiates this statement by revealing that
income influences domestic solar water heater acceptance. This was also proven by [26],
revealing that income can affect the willingness to pay of an individual with a green
lifestyle. Ref. [27] reveals that, theoretically, income shapes the motivation and attitudes of
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consumers, but empirically analyzes only the effect of income on the purchase intention
of organically grown products. Moreover, the impact of income on motivation is often
discussed as implicit (e.g., [14]), the effect of income is analyzed on green purchase attitude
and intention, excluding motivation [28], or the object of the analysis is the moderating
effect of income on the influence of hedonic/utilitarian motivation on green purchase
intention [29]. However, research directly empirically analyzing the impact of income on
motivation regarding products from recycled materials is limited and this signals the need
for additional studies to understand more about the influence of income on motivation
regarding products made from recycled material. Consequently, the assumption could be
made that income may influence egoistic and altruistic motivation and attitude toward
FMCG made from recycled materials. Therefore, we hypothesize that:

H1. Income directly influences egoistic motives for buying products made from recycled materials;

H2. Income directly influences altruistic motives for buying products made from recycled materials;

H3. Income directly influences attitude toward products made from recycled materials.

2. Motivation (egoistic and altruistic) influences attitude and intention to buy.

Refs. [30,31] reveal that motivation influences attitude regarding online fashion and
green cosmetics, respectively. Refs. [10,11,32] state that motivation influences the intention
to buy. Nevertheless, different research (e.g., [6,10] vs. [11,13]) reveal different results
regarding which motives, egoistic or altruistic, have an impact on attitude and/or intention
to buy specific goods. Thus, although studies have been conducted by many authors, this
problem is still insufficiently explored. Moreover, as far as we know, no previous research
has investigated this problem in the context of FMCG from recycled materials. Therefore,
we hypothesize that:

H4. Egoistic motives directly influence attitude toward products made from recycled materials;

H5. Egoistic motives directly influence the intention to buy products made from recycled materials;

H6. Altruistic motives directly influence attitude toward products made from recycled materials;

H7. Altruistic motives directly influence the intention to buy products made from recycled materials.

3. Attitude influences intention to buy.

Based on the theory of planned behavior, attitude influences the intention to behave
(buy); this has been proven by many authors [33–38]. Hence, this relation stands as a basis
and must be verified in the context of FMCG from recycled materials; moreover, this should
allow seeing the big picture of relations between income, motives, attitude, and intention.
Therefore, we hypothesize that:

H8. Attitude toward products from recycled materials directly influence intention to buy products
made from recycled materials.

Based on this, the conceptual research model is elaborated and provided in Figure 1.
As can be seen, it is hypothesized that income directly influences egoistic and altruistic
motives, as well as an attitude toward products made from recycled materials; egoistic and
altruistic motives influence attitude toward the products made from recycled materials and
intention to buy products made from recycled materials; attitude toward the products made
from recycled materials influence intention to buy products from the recycled materials in
the specific product category. Thus, the model represents the provided research hypotheses.

Applying the research model in the context of FMCG allows a deeper understanding
of specific factors and communication tactics that must be tackled to strengthen consumer
motivation to buy those everyday products from recycled materials.
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3. Research Methodology

To reach the aim of the research, questionnaire research was applied. At the beginning
of the questionnaire, fast-moving consumer goods were defined for the respondents as
short-lived, used (or valid) for less than a year, relatively inexpensive, and frequently
purchased products, which included food and beverages, personal hygiene, household
and daily home maintenance, clothing and footwear, and other products sold usually
in supermarkets [16].

First, the questionnaire was delivered to four marketing experts and was reconsidered
according to their comments to ensure content validity. Then, a pilot study was conducted
with 12 respondents. After the pilot study, final corrections were made and the question-
naire was verified. The first question in the questionnaire was related to the respondent’s
age and consent to fill out the questionnaire. All respondents agreed that they were not
younger than 18 years old and that they voluntarily agreed to fill out the questionnaire.
The questionnaire was anonymous, respondents’ privacy was guaranteed, and the primary
data were maintained confidential. The composition of the final questionnaire is provided
in Table 1 below. The original questionnaire was provided in the Lithuanian language for
the respondents from Lithuania.

As the research model contained 4 latent variables, namely altruistic motives, egoistic
motives, attitude, and intention, manifest variables that measured these latent variables
were adapted from the literature [10,11,37,39,40] considering the context of the FMCG
made from recycled materials. For example, egoistic motivation was related to health
concerns by [10,11,37], but, in this research, not only food or food packaging were taken
into account, which were easily related to health concerns, but all fast-moving consumer
goods; thus, for respondents it was harder to relate toilet paper, clothes, etc., to health
concerns. Hence, when adapting the statements, health concerns was changed to personal
needs, which included health concerns and other needs. Other variables, including income,
were general nominal variables. Two open questions were provided to determine whether
the respondents currently knew that they bought FMCG from recycled materials. This
was important because, if respondents would not know at least a few products made
from recycled materials, the evaluation of the intention to buy such products would
be questionable.
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Table 1. Composition of the questionnaire.

Latent Variable Manifest Variable Coding Measurement Source (Adapted from)

Altruistic motives

I make an effort to buy products made from recycled materials. Altruistic1

7-point Likert scale

[11]

When I need to choose between two equal products, I buy the one which is
less harmful to other people and the environment. Altruistic2 [11]

To survive, humans must establish a healthy relationship with nature. Altruistic3 [10]

Buying products from recycled materials is in line with my ethical values
because it is less harmful to the environment. Altruistic4 [10]

When I shop for things, I look for some that are made from recycled
materials. Altruistic5 [10]

I would agree to pay more for the FMCG product that is made from
recycled material. Altruistic6 [37]

Egoistic motives
I find that products made from recycled materials meet my needs better. Egoistic1

7-point Likert scale
[11]

When I decide to buy products made from recycled materials, I think about
the benefits they bring to me. Egoistic2 [10]

Attitude

Products made from recycled materials are the necessity. Attitude1

7-point Likert scale

[39]

If possible, in my opinion, everyone should always use products made
from recycled materials. Attitude2 [37]

I believe that FMCG from recycled materials should replace FMCG made
from non-recycled materials as much as possible. Attitude3 [39]

Products made from recycled materials are highly overrated (r). Attitude4 [40]

Intention
I intend to buy FMCG made from recycled materials. Intention1

7-point Likert scale
[39]

When choosing FMCG, I intend to consistently choose those made from
recycled materials. Intention2 [10]

Income (EUR per month per
person)

Less than 400
400–800

801–1200
1201–1600
1601–2000
2001–2400

2401 and over

Gender
Women

Men
Do not want to reveal
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Table 1. Cont.

Latent Variable Manifest Variable Coding Measurement Source (Adapted from)

Age

18–25
26–33
34–41
42–49
50–57
58–65

66 and over

Having children under 18 Yes
No

Buying products made from
recycled materials

Yes, always
Yes, often

Yes, sometimes
No, never

Other

What brands and products
do you know that are made

from recycled materials?
Open question

What brands and products
do you buy that are made
from recycled materials?

Open question
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The questionnaire research was conducted in Lithuania from 18 April 2023 to
29 May 2023. The respondents filled out the survey on the online survey platform Google
Forms. Random sampling was applied. Respondents were selected randomly in the streets
and supermarkets in the biggest cities of Lithuania and, if a person was an adult and
voluntarily agreed to participate in the survey, a tablet was provided for the respondent
to fill in the survey questions. Furthermore, the link to the questionnaire was shared with
various groups and communities on social networks to correspond as close as possible to
the Lithuanian census.

According to Ref. [41], for the PLS-SEM analysis, the minimum sample size should
be equal to the larger of ten times the largest number of structural paths directed at a
particular latent construct in the structural model. In this case, the sample size for this
research would be N = 3 × 10 = 30. Based on the minimum sample size requirements
necessary to detect minimum R2 [42] when the maximum number of arrows pointing at a
specific construct is 3, statistical power is 80%, the significance level is 5%, and minimum
R2 is 25%, the minimum sample size should be 59. Based on [43], we created an a priori
sample size calculator for structural equation models based on power analysis, which took
into account the number of observed and latent variables in the model, the anticipated
effect size, and the desired probability and statistical power levels; the sample size for the
research should be 116 (when the anticipated effect size is 0.5; the desired statistical power
level is 0.8; the number of latent variables is 4 and number of observed variables is 15 (as
income is observed variable), and the probability level is 0.05). Hence, the obtained sample
size of 123 respondents who correctly filled out the questionnaire was considered sufficient
(100% of respondents filled out the questionnaire correctly, with no unfinished answers or
missing data). Nevertheless, for future research, sample size should be greater to reveal
even small effect sizes.

Respondents’ characteristics are provided in Table 2. As can be seen, based on all
criteria, respondents were dispersed quite similarly with a few exceptions.

MS EXCEL, IBM SPSS Statistics V.20, and SmartPLS v.4 [44] software products were
used for the statistical analysis of the questionnaire research results. Structural equation
modeling was applied for the analysis of the research results.

Table 2. Respondents’ characteristics (N = 123).

Criteria Variations Results (%)

Gender
Men 41.5

Women 58.5
Do not want to disclose 0

Age

18–25 10.6
26–33 14.6
34–41 25.2
42–49 22
50–57 10.6
58–65 13

66 and over 4.1

Having children under 18 Yes 42.3
No 57.7

Income (EUR per month)

Less than 400 2.4
400–800 4.9
801–1200 22.8

1201–1600 17.1
1601–2000 13.8
2001–2400 14.6

2401 and over 24.4
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4. Research Results

A total of 81.3% of the respondents revealed that they buy FMCG from recycled mate-
rials often or sometimes. The brands and/or the products made from recycled materials
that they knew and/or bought the most were:

• Bags;
• Clothes (H&M, Zara, Puma, Nike, Reserved, Tommy Hilfiger, Lindex, or clothes from

recycled wool);
• Straws;
• Bottles;
• Disposable dishes;
• Packaging;
• Water;
• Toilet paper;
• Cosmetics;
• Some food brands (e.g., “Vilkyškių”);
• Gardening tools (“Gardena”, “Fiskars”);
• Some Ikea products;
• Representative goods;
• Patagonia products;
• Toothbrushes.

Despite this, there were a few comments that concerned the lack of information about
the benefits arising from the products that were made from recycled materials. For example:
“There is not enough information to demonstrate the benefits and drawbacks of using recycled
materials. Therefore, the first positive step would be to specify all the advantages and disadvantages
as far as possible in specific numbers and predict how they will manifest themselves in time and
distribute this information, because currently there is a lack of emphasis on which products have
the greatest impact on benefits, perhaps the choice of at least a few products made from recycled
materials would already have a significant impact. In other words, much more information is
needed. With such structured information, I as a consumer could make a conscious choice between
benefit/disadvantage and price”. And there were a few comments stating that the respondent
believed that products from recycled materials were only “greenwashing” or a marketing
trick for the company to seem more sustainable than it was.

Consequently, most of the respondents knew and bought FMCG from recycled mate-
rials at least sometimes. Nevertheless, more structured information about the benefits of
these products should be provided to society to enhance the level of buying recycled FMCG.

For the statistical analysis, after reversing the answers for attitude4 (as this was the
reversed question), further analysis of the research results included the evaluation of the
reflective measurement model and the structural model, which allowed testing of the
research hypotheses.

The evaluation of the reflective measurement model started with the elimination of
the manifest variables; altruistic3 and attitude4 had outer loadings lower than 0.7 (0.699
and 0.504, respectively), thus were eliminated from the analysis. Furthermore, egoistic1
and intention2 were also eliminated from further analysis, as discriminant validity was not
established based on the heterotrait–monotrait ratio (HTMT0.90) [45].

After the elimination of the latter four manifest variables, the rest of the outer loadings
were above 0.8 and statistically significant (p < 0.05), revealing indicator reliability. For
the latent variables that were measured with more than one manifest variable, Cronbach’s
alpha (threshold value 0.7), composite reliability (values should be between 0.7 and 0.95),
and average variance extracted (threshold value 0.5) values were all above the threshold
value (see Table 3); hence, it could be stated that there was no lack of internal consistency
reliability and the degree of convergent validity was sufficient.
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Table 3. Cronbach’s alpha, composite reliability, and average variance extracted values.

Variable Cronbach’s Alpha Composite Reliability Average Variance Extracted

Altruistic motives 0.909 0.912 0.735
Attitude 0.909 0.911 0.847

To ensure discriminant validity in the measurement model, three criteria were used.
Two of them, the heterotrait–monotrait0.90 ratio and the Fornell–Larcker criterion, are pro-
vided in Table 4 below. As can be seen, the values of the HTMT criterion verified that
discriminant validity was established in the measurement model (threshold value 0.90).
The Fornell–Larcker criterion revealed the same conclusion, as each construct’s squared
root value of AVE was higher than its correlations with other latent constructs. Finally,
cross-loading criteria revealed that all of the indicators’ outer loadings with their corre-
sponding latent constructs were greater than their outer loadings with all the remaining
constructs. Consequently, the measurement model was assessed as reliable and valid (after
the elimination of four manifest variables).

Table 4. Heterotrait–monotrait0.90 ratio and Fornell–Larcker criterion.

Heterotrait–Monotrait0.90 Ratio

Variable Altruistic Motives Attitude Egoistic Motives Income Intention

Altruistic motives
Attitude 0.791

Egoistic motives 0.701 0.632
Income 0.132 0.105 0.259

Intention 0.868 0.765 0.606 0.116

Fornell–Larcker Criterion

Variable Altruistic Motives Attitude Egoistic Motives Income Intention

Altruistic motives 0.857
Attitude 0.721 0.920

Egoistic motives 0.670 0.603 1.000
Income −0.117 −0.102 −0.259 1.000

Intention 0.829 0.729 0.606 −0.116 1.000

When evaluating the structural model, first of all, it should be stated that the model
did not exhibit multicollinearity problems, as all of the variance inflation factor (VIF) values
were below the threshold value of 5 (for both measurement and structural model variables).
The R2 value for the variable intention was 72.4%; for the variable attitude, it was 54.7%.
Thus, the amount of explained variance of the latter variables was substantial and moderate,
respectively. Nevertheless, the R2 values for the variables egoistic and altruistic motives were
6.7% and 1.4%, respectively. These were enormously weak results. Nevertheless, as was
revealed in the first and second chapters, egoistic and altruistic motives were influenced
by many factors, including demographics, available resources, personality, family, culture,
social class, information processing, values, and other factors that were not analyzed in
this research (considering the aim of the research), thus it would not be fair to expect that
only income could explain the variance in human motives. Moreover, R2 results of about
0.20 are considered very high in disciplines such as consumer behavior [30]. As follows,
the explained variance of the variables egoistic and altruistic motives was believed to be
low but satisfactory in this research, as only one predictor of motives was being analyzed
(considering the aim of the research). When analyzing Cohen’s f2 effect sizes, it could be
seen that altruistic motives had a substantial effect size on attitude (0.396) and intention
(0.541); attitude had a moderate effect size on intention (0.115); egoistic motives had a
moderate effect size on attitude (0.058); income had a moderate effect size on egoistic
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motives (0.072); egoistic motives had a small effect size on intention (0.002); income had a
small effect size on altruistic motives (0.014) and attitude (0.001).

When analyzing path coefficients (see Table 5), it can be seen that altruistic motives had
a positive direct statistically significant influence on attitude toward products made from
recycled materials and intention to buy these products. Attitude toward products made
from recycled materials had a positive direct statistically significant influence on intention to
buy them. Egoistic motives had a positive direct statistically significant influence on attitude
toward FMCG from recycled materials. Finally, income had a negative direct statistically
significant influence on egoistic motives. The direct influence of income on altruistic
motives and attitude toward products made from recycled materials was statistically non-
significant. Moreover, the direct influence of egoistic motives on the intention to buy
recycled FMCG was also statistically non-significant.

Table 5. Path coefficients and their statistical significance.

Relationship Path Coefficient Standard Deviation T Statistics p-Value

Altruistic motives→ Attitude 0.573 0.083 6.893 0.000
Altruistic motives→ Intention 0.616 0.103 5.966 0.000

Attitude→ Intention 0.264 0.104 2.542 0.011
Egoistic motives→ Attitude 0.226 0.093 2.436 0.015
Egoistic motives→ Intention 0.034 0.082 0.415 0.678
Income→ Altruistic motives −0.117 0.096 1.215 0.225

Income→ Attitude 0.024 0.071 0.332 0.740
Income→ Egoistic motives −0.259 0.092 2.822 0.005

When analyzing the total effects (Table 6), it could be seen that altruistic motives had a
higher total effect on intention when compared with the path coefficient. Other influences
were the same if statistically significant. Statistically non-significant influences remained
between the same variables, just adding one more statistically non-significant total effect of
income on intention.

Based on these results, the research hypotheses were tested. The results of hypotheses
testing are provided in Table 7. Out of eight hypotheses, five were supported. Income
directly negatively influenced egoistic motives for buying products made from recycled
materials; egoistic motives directly positively influenced attitude toward products made
from recycled materials; altruistic motives directly positively influenced attitude toward
products made from recycled materials; altruistic motives directly positively influenced
the intention to buy products made from recycled materials; attitude toward products
from recycled materials directly positively influenced intention to buy products made from
recycled materials. Nevertheless, income did not influence altruistic motives for buying
products made from recycled materials and attitude toward products made from recycled
materials and egoistic motives did not influence the intention to buy products made from
recycled materials.

Table 6. Total effects and their statistical significance.

Relationship Total Effect Standard Deviation T Statistics p-Value

Altruistic motives→ Attitude 0.573 0.083 6.893 0.000
Altruistic motives→ Intention 0.767 0.064 11.908 0.000

Attitude→ Intention 0.264 0.104 2.542 0.011
Egoistic motives→ Attitude 0.226 0.093 2.436 0.015
Egoistic motives→ Intention 0.094 0.076 1.233 0.217
Income→ Altruistic motives −0.117 0.096 1.215 0.225

Income→ Attitude −0.102 0.094 1.078 0.281
Income→ Egoistic motives −0.259 0.092 2.822 0.005

Income→ Intention −0.107 0.080 1.342 0.180
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Table 7. Hypotheses testing results.

Hypothesis Result Comment

H1. income directly influences egoistic motives for buying products made
from recycled materials.

Supported The influence was negative

H2. income directly influences altruistic motives for buying products
made from recycled materials.

Rejected Non-significant

H3. income directly influences attitude toward products made from
recycled materials.

Rejected Non-significant

H4. egoistic motives directly influence attitude toward products made
from recycled materials.

Supported The influence was positive

H5. egoistic motives directly influence the intention to buy products made
from recycled materials.

Rejected Non-significant

H6. altruistic motives directly influence attitude toward products made
from recycled materials.

Supported The influence was positive

H7. altruistic motives directly influence the intention to buy products
made from recycled materials.

Supported The influence was positive

H8. attitude toward products from recycled materials directly influence
intention to buy products made from recycled materials.

Supported The influence was positive

When non-significant relations were deleted to reveal final path coefficients (see
Table 8), it could be seen that R2 values did not change but some f2 effect sizes improved.
Altruistic motives had a higher effect size on attitude (0.403) and intention (0.695) and
attitude had a little higher effect size on intention (0.128).

As can be seen from the final model representing the relationship between income,
egoistic and altruistic motives, attitude toward FMCG from recycled material, and intention
to buy them (see Figure 2), the higher the income the lower the egoistic motives regarding
buying recycled FMCG. Hence, lower income stimulated egoistic motives, as individuals
may have had to plan their purchases more carefully and, possibly with less disposable
income, personal needs were more important when compared with caring for others and
the environment, which came after satisfying one’s own needs. Moreover, egoistic motives
influenced attitude but did not influence intention either directly or indirectly, thus the
assumption could be made that, based on egoistic motives, attitude does not turn into
planned action.

Table 8. Final path coefficients and their statistical significance.

Relationship Path Coefficient Standard Deviation T Statistics p-Value

Altruistic motives→ Attitude 0.576 0.083 6.970 0.000
Altruistic motives→ Intention 0.633 0.095 6.666 0.000

Attitude→ Intention 0.272 0.101 2.692 0.007
Egoistic motives→ Attitude 0.217 0.085 2.568 0.010
Income→ Egoistic motives −0.259 0.092 2.822 0.005
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Altruistic motives were not influenced by income and directly influenced attitude and
intention; moreover, attitude directly influenced intention. Hence, the assumption could be
made that altruistic motives encourage forming a positive attitude toward recycled FMCG
and stimulate the intention to buy them; moreover, the possibility exists that an attitude
influenced by altruistic motives may turn into planned action to behave.

5. Discussion and Implications

The analysis of the research results revealed that many consumers knew and at least
sometimes bought FMCG from recycled materials. However, not all consumers understood
what the specific benefits were of buying products from recycled materials. There were
even those consumers who did not believe in any benefits of buying such products as they
perceived it as greenwashing. Therefore, more structured information about the benefits of
these products should be provided to society to enhance the level of buying recycled FMCG.

Based on the research results, altruistic motives did not depend on income and in-
fluence attitude or intention to buy recycled FMCG; moreover, the influence of altruistic
motives on attitude was higher when compared with the influence of egoistic motives on
attitude (furthermore, egoistic motives did not influence intention to buy). Therefore, when
communicating about the benefits of recycled FMCG, the specific rational information and
altruistic motives should be highlighted, i.e., that FMCG from recycled materials is less
harmful to other people and the environment, that it helps to establish a healthy relation-
ship with nature, that it is ethical, and other altruistic aspects, including rationalization
of these aspects with specific calculations supporting these statements. Based on research
results, such communication could facilitate the best development of a sustainable market
for FMCG from recycled materials.

Egoistic motives influenced attitude toward FMCG from recycled materials (this
influence was lower when compared with the one that altruistic motives made), but they
did not influence the intention to buy either directly or indirectly. Not surprisingly, attitude
influenced the intention to buy recycled FMCG; thus, there is a possibility that highlighting
egoistic motives (the benefits that products from recycled materials bring to the person)
would result in a better attitude toward these products, which in turn would result in higher



Sustainability 2023, 15, 11528 14 of 17

purchase intentions. But egoistic motives depend on income (the influence is negative);
thus, such a scenario may be effective if targeted consumers have a lower-than-average
monthly income. Otherwise, the assumption could be made that higher income lowers the
importance of egoistic motives, which results in a weak effect on attitude and, accordingly,
on intention.

These basic findings of this research are consistent with research showing that altruistic
motives are more important than egoistic motives for attitude formation and supporting
sustainable behavior [11,13]. Also, the findings of this research are consistent with those
stating that egoistic values have no direct effect on behavior (intention to behave) [12].
Contrary to Ref. [46], demonstrating that attitude does not influence intention, the results
of this research are in alignment with those revealing that attitude influences the intention
to buy [33–38], which is also grounded by the theory of planned behavior. The assumption
could be made that analyzing the context of waste separation behavior [46] is the reason
for the difference in the results.

The results of this research are in alignment with results revealing that motivation
(egoistic and altruistic) influences attitude [30,31]. The findings of this research are con-
sistent with [14], revealing that wealthier consumers may care less for economic savings,
which explains why egoistic motives do not encourage sustainable behavior.

Contrary to the findings of [6,10], in this research, it was not found that egoistic
motives have a stronger influence on the consumer’s intention of buying products. The
assumption could be made that analyzed motives for buying organic foods in the context
of food and health concerns may be more relevant than in the general FMCG context [6],
including many other goods not only food. Ref. [10] analyzed Indian youths’ context; thus,
differences in findings may be influenced by different cultures and respondents’ age, as
these are the factors that impact motivation as well.

The findings of the current research add to the existing literature by enlightening the
empirical association between income, motives, attitude, and intention. To our knowledge,
there is no research so far directly empirically analyzing income as a predictor for motives
and attitude in the case of products from recycled materials.

Actual purchasing behavior is not analyzed in this research. Nevertheless,
Refs. [47–49] revealed that intention facilitates purchase behaviors. Hence, this research
reveals which arguments (egoistic or altruistic) should be highlighted when communicating
about the benefits of recycled FMCG and whether they should be changed following the
income level of the target market when seeking to influence purchase intention, which,
based on theory, leads to the actual purchase.

The revelation of the relation between income, motives, attitude, and intention in
the context of FMCG from recycled materials helps to understand consumer behavior
and to tailor communication efforts targeted at promoting recycled FMCG. Additionally,
governments and organizations can use the insights from the research to design effective
policies and interventions that promote the purchase of FMCG from recycled materials. It
can be assumed that these findings can be generalized across the Baltic region, given the
regional similarities. Moreover, insights on how to increase the use of recycled materials
in the FMCG industry, even in one country, have a positive impact on sustainability
development and climate change in general.

6. Conclusions, Limitations, and Future Research Opportunities

Understanding consumer motivation and the factors that affect it is crucial to be
able to provide the necessary efforts that can encourage a shift towards more sustainable
consumption behaviors; income is one of those factors affecting motivation.

Based on the theoretical analysis, the conclusion could be made that the standard
sequence of the relation between income, motivation, attitude, and intention to buy is as
follows: income directly influences egoistic and altruistic motives as well as an attitude
toward products; egoistic and altruistic motives influence attitude toward the products and
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intention to buy products; attitude toward the products influence intention to buy products
in the specific product category.

As regular consumers spend a very large part of their income on fast-moving consumer
goods, it is extremely important to encourage buying them made from recycled materials
to achieve a greater level of sustainability in the FMCG from recycled materials market.

The empirical research allows concluding that, in the case of recycled FMCG, the
standard sequence of the relation between income, motivation, attitude, and intention to
buy does not apply. Based on the research results, the conclusion can be made that income
has a direct negative influence on egoistic motives. Furthermore, egoistic motives influence
attitude but do not directly or indirectly influence intention. Altruistic motives are not
influenced by income and directly influence attitude and intention; moreover, attitude
directly influences intention. Therefore, the assumption could be made that altruistic
motives encourage forming a positive attitude toward recycled FMCG and stimulate
the intention to buy them. Hence, the communication that could result in the highest
possibility to develop a sustainable market for FMCG from recycled materials is the one
emphasizing altruistic aspects, including rationalization of these aspects with specific
calculations supporting these statements. The evidence-based insights drawn in this study
could be used by companies both producing and trading FMCG made from recycled
materials. Moreover, the results could be valuable even for governing bodies seeking
greater sustainability and circular economy scope.

The main limitation of this research was the relatively small sample size. Moreover,
all respondents for the research were from Lithuania; thus, different cultures, economic
conditions, and environmental awareness apparent in different countries were not directly
considered in this research. Given the regional similarities, it can be assumed that the
insights gained can be shared across the Baltic region. Hence, future research may consider
bigger sample sizes and analyses of the results by other socio-demographic factors or other
factors that influence consumer motivation (e.g., gender, family, culture, social class, etc.).
In addition, when analyzing additional factors that influence consumer motivation, the
synergy effect of the variables may produce different effect sizes, hence this may also be
considered for future research.

Additionally, in different countries, different possible efforts to promote the use of
products from recycled materials may be applied, in which case the results of the research
are also likely to be different. Furthermore, future research may consider dividing FMCG
into smaller product categories and adapting the model to the other product categories.

Another limitation of the research was the analysis of the purchase intention instead
of the actual purchasing behavior. Hence, future research could consider the analysis of the
influence of determined factors on consumer purchase behavior.

Moreover, the model represents the current situation; thus, in time, if efforts to promote
the use of products from recycled materials and/or the economic situation of the country
and/or other factors change, the model may also change. In such a case, the research
should be repeated.
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