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Introduction: Plant-based leather is made from plants such as bananas, apples, etc.
(Tewari et al., 2024). It has recently emerged as an alternative to animal and synthetic
plastic-based leather. Due to its potential benefits, plant-based leather has obtained
huge popularity with a projected CAGR of 7.4% to 2032 (Spherical Insights, 2024).
Nevertheless, most previous literature focuses on the development and functionality of
plant-based leather materials, having scarce research on consumers’ responses. To
successfully market plant-based leather products, companies need to grasp their target
consumers over a material-centric approach. Applying the Value-Attitude-Behavior
(VAB) model (Homer & Kahle, 1988), we aim to understand how consumer values
foster greater attitudes toward, and in turn, purchase behavior of plant-based leather
products. We also incorporate two moderators (i.e., vegan behavioral intention and
perceived environmental knowledge) between attitude and purchase behavior. This
study expects to contribute to emerging plant-based leather research from the
consumer perspective.
Literature Review: Figure 1 shows the research framework, built on the VAB model.
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an individual’s awareness of behaviors that promote personal well-being (Gould, 1988).
Consumers who value health consciousness seek products beneficial to their health,
having favorable attitudes toward the products. (Kumar, 2021). As plant-based leathers
provide health-related benefits (e.g., being safe) (Tewari et al., 2024), health-conscious
consumers may have positive attitudes toward such products. People who value
environmental consciousness are willing to minimize environmental harm through their
choices (Kim & Chung, 2011). They would prefer products based on their ecological
impact (Cheung & To, 2019), contributing to positive attitudes toward eco-friendly
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alternatives. Hence, H1: Higher (a) consumer innovativeness, (b) health consciousness,
and (c) environmental consciousness positively impact attitude toward plant-based
leather products. Positive attitudes impact purchase intentions (Zhang & Kim, 2013) and
predict consumer behavior by influencing intentions into actual behavior (Dhir et al.,
2021). Thus, H2: An attitude toward plant-based leather products positively leads to
purchase behavior on plant-based leather products. Following H1 and H2, consumers
are more likely to view products favorably when aligned with their values. High
alignment, consequently, induces positive behavior. Thus, H3: Attitude toward plant-
based leather products positively mediates the relationship between (a) consumer
innovativeness, (b) health consciousness, and (c) environmental consciousness and
purchase behavior on plant-based leather products. Vegan behaviors go beyond just
food consumption, extending to a broader lifestyle that avoids animal-derived products
(Cherry, 2015), so we assume a higher vegan behavioral intention can strengthen H2.
Environmental knowledge is one’s understanding of environmental issues, which
positively influences environmental behaviors (Mostafa, 2009). As plant-based leather
products are considered eco-friendly, we posit that perceived environmental knowledge
will increase the purchase behavior of such products through positive attitudes. Thus,
H4: Consumers’ (a) vegan behavioral intention and (b) perceived environmental
knowledge positively moderate H2.

Methods: After IRB approval, online surveys were conducted through Amazon Mturk.
Each respondent answered questions about each variable and demographics. Each
measurement was adapted from previous studies. We conducted a pilot test with ten
samples to check the readability. For the main survey, we analyzed 243 out of 279
usable data for hypothesis testing.

Results: The data were analyzed using SPSS 29. Exploratory factor analyses and
Cronbach’s alpha tests (a=.75-.89) confirmed the validity and reliability of the
measurements. Regression analyses confirmed that H1a (8=.22, sd=.09, t=2.41, p<.05),
H1b (B=.41, sd=.10, t=4.29, p<.001), H1c (B=.22, sd=.09, t=2.52, p<.05), and H2
(B=.58, sd=.06, t=9.41, p<.001) were supported. PROCESS version 4.2 for SPSS was
used for mediation analyses (H3) with model 4. H3a was supported as both the direct
(B=.26, se=.09, LLCI=.09, ULCI=.44) and indirect (=.29, se=.09, LLCI=.12, ULCI=.47)
effects were significant, showing a partial mediation. H3b was supported with full
mediation as the direct effect was not significant (3=.08, se=.10, LLCI=-.13, ULCI=.28),
but the indirect effect was significant (8=.44, se=.13, LLCI=.18, ULCI=.69). H3c was
also supported with full mediation, having an insignificant direct effect (3=—.02., se=.09,
LLCI =—.20, ULCI=.16) and a significant indirect effect (=.43, se=.12, LLCI=.21,
ULCI=.67). Tested through moderated regression analysis, H4a was not accepted, but
statistically significant interaction effect was found (F(1, 239)=4.91, f=—.11, p<0.05). H4b
(F(1,239)=.01, B=.01, sig=.94) was not supported.

Discussions & Conclusion: Our findings revealed that consumer values led attitudes
toward plant-based products, and ultimately, purchase behaviors. Consumer
innovativeness, especially, directly influenced purchase behavior as well as attitudes.
Although consumers value health and the environment, these factors alone do not
directly drive higher purchase behavior. Rather, cultivating a positive attitude based on
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these values can enhance purchases. Contrary to expectations, consumers’ vegan
behavioral intentions negatively moderated the relationship between attitude and
purchase behavior of plant-based leather products. Perceived environmental knowledge
had no moderating effect. To further investigate, additional moderated regression was
conducted after a median split. For H4a (Me=5.8), the higher group showed no
significant interaction (F(1, 113)=4.42, 3=.54, sig=0.17). The lower group F(1, 106)=2.00,
B=-.21, p<.05) showed a negative interaction, meaning that lower vegan behavioral
intention strongly reduced the likelihood of purchase. For H4b (Me=5.8), the higher
group (F(1,112)=3.53, B=.73, sig=0.06) and the lower group F(1, 100)=.40, B=—.11, sig=.53)
showed no significant interaction.

The findings of the study generate several implications. Theoretically, this study
offers a novel insight into the consumption of plant-based leather products. In addition,
we extended the VAB model to the context of plant-based leather products,
emphasizing the mediating role of the attitude in consumer values to bring purchase
behavior and investigating moderators. Practically, our findings suggest enhancing
attitudes as well as considering consumer values in leading purchases of plant-based
leather products. Furthermore, despite many companies promoting plant-based leather
as vegan, we suggest shifting away from this approach and trying educational
advertising centered on innovative, healthy, and environmental advantages.
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