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This study explores consumers’ motivations to switch to new products in the context of
disruptive innovation and investigates the role of comparative economic value and green
trust. Switching from an existing product to a disruptive green product not only involves
benefits but also requires major sacrifices, which are not encountered in the context of
continuous innovation. In this study, the relationships between comparative economic
value, green trust, self-accountability, and disruptive green product switching intent are
examined. Data were collected fromChina with self-administered questionnaires regarding
the disruptive green product. Results of a structural model reveal positive relationships
between comparative economic value, green trust, and disruptive green product switching
intent. In addition, green trust mediates the effects of the comparative economic value on
the disruptive green product switching intent, and self-accountability moderates the
relationship between green trust and disruptive green product switching intent. From a
practitioner perspective, the research is important because it illuminates the consumer’s
motivations regarding product switching in the hitherto unexplored field of automobiles, for
which we have shown that our extended model yields meaningful results.
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INTRODUCTION

Since consumers pay more attention to the rise of environmental protection activities and the impact
of pollution, consumer environmentalism has become more popular in the world (McIntosh, 1991).
In the environmental era, consumers may switch from their current products to green products
(Chen and Chang, 2012). The topic of consumers’ switching intentions and behaviors has received
extensive attention from scholars and practitioners due to their important impact on the survival,
performance, and growth of enterprises (Asimakopoulos and Asimakopoulos, 1980; Kamolsook
et al., 2019). Existing literature has extensively explored the motivation of consumers to maintain
brand loyalty (Frank et al., 2012), while the literature on the consumer’s motivation to switch to
alternative products is scarce. In addition, some research has explained the consumer’s switching
intent from current products to upgraded products and disruptive technologic products (Ye and
Potter, 2011; Bhattacherjee et al., 2012; Kamolsook et al., 2019). Few studies have paid attention to
the consumer’s switching intention in green products under the context of disruptive innovation.

The rapid development and changes of disruptive innovation (Hopp et al., 2018) have an
influence on the existing markets and consumers. Disruptive green products can not only provide
new functionality (Sandstrom et al., 2014) but also long-term social and environmental value. Prior
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studies related to disruptive products have paid attention to the
organizational issues, such as the effect of disruptive innovation
on the business performance of both the incumbents and new
entrants (Christensen, 1997; Christensen et al., 2018; Zach et al.,
2020). Few studies have focused on the personal topics (Danneels,
2004). Therefore, under the context of disruptive innovation, it is
not clear whether the existing research conclusions on the
switching intent of consumers can explain the consumer’s
willingness to switch from current products to disruptive
green products.

In this study, we explored consumer switching to disruptive
green products, which are based on the green products
introduced by the enterprise in the process of disruptive
innovation (hereafter abbreviated as DGP). A disruptive
product has many opportunities to enter existing and new
markets (Christensen et al., 2018). Also, consumers switching
from the current product to a disruptive product will involve
higher risks (Walsh et al., 2002) because they can not only gain
benefits but also need to make sacrifices (Kamolsook et al., 2019).
Moreover, under most circumstances, consumers generally own
the current product and the DGP simultaneously. In this
situation, switching means that consumers need to invest
more time and energy, and the sunk cost of the current
product leads to greater sacrifices (Moore, 1991); thus, DGP
switching has become a trade-off. This research assumes that the
consumers have experience in using the existing product and can
use the disruptive green product without changing their behavior
too much. Moreover, the DGP is inclined to be at least as good as
the existing product in terms of functionality or usability, so the
new product will not cause significant losses to consumers.

The first purpose of this research is to examine the formation
mechanism of the consumer’s switching intent from current products
to DGPs. Previous studies have confirmed that there is a positive
correlation between perceived value and intention (Zeithaml, 1988;
Kuo et al., 2009). A product can deliver value to consumers by
distinguishing it from competitors’ products and providing them
with benefit (Zeithaml, 1988). Taking into account the consumer’s
trade-off of switching costs, we depend on the theory of comparative
economic value to construct our model. We argue that compared to
continuous innovation, the choice of switching to a DGP contains
greater attention to the comparative economic value of the DGP are
more often associated with the current product and that the higher
the comparative economic value of the DGP, the higher the
probability of DGP switching intent.

Second, we contend that green trust plays an essential
mediating role in the process of the consumer intent to switch
to a DGP. Positive expectations of the intention or behavior of the
other party would lead to trust related to the intention to take
vulnerability (Rousseau et al., 1998). Green trust is a willingness
to rely on a product or service based on the beliefs or expectations
arising from its reputation, credibility, benevolence, and ability
for environmental performance (Chen, 2010). Indeed, green trust
is an important premise of green consumption willingness
(Wasaya et al., 2021); when consumers trust green products,
their intent to switch from current products to green products
will also increase. Existing research argued that green trust has a
positive effect on consumers’ purchasing intention, but its effect

on consumers’ switching intention has not been fully explored. In
addition, the misgiving of the ecosystem and environmental
protection have become one of the most concerning issues for
citizens; consumers believe that taking social and environmental
responsibility is a self-standard held by individuals (Tran and
Paparoidamis, 2021). This supports the foundation of the current
study, which is that if an individual believes that they will be
achieving this kind of self-accountability, they may be motivated
to act in an environmentally or socially sustainable way. A
previous study has argued that consumers are likely to have
varying degrees of self-accountability (Peloza et al., 2013; Dhiman
et al., 2018). Although prior study has shown that self-
accountability may influence purchase intention (Rowe et al.,
2017), the relationship between self-accountability and consumer
switching intent has not been fully explored. To explore this
formation process and extend the existing literature, our study
examines the moderating effect of the self-accountability.

Our study aims at making at least three contributions. First,
previous studies paid less attention to the topic of green
consumption in the context of disruptive innovation. To break
through the limitation, this study expands the focus to a series of
more fundamental issues, in view of the fact that new energy vehicles
are both disruptive products and green products, focusing on the
automotive industry, exploring the impact of the comparative
economic value of new energy vehicles on consumers’ DGP
switching behavior. Second, we introduced green trust to reveal
its intermediary mechanism between the comparative economic
value and the DGP switching intent. This helps to reveal the specific
mechanism of the comparative economic value on the DGP
switching intent and helps to deepen the research on consumers
purchasing disruptive products in the context of green consumption.
Third, when considering the relationship between green trust and
DGP switching intent, we further investigate themoderating effect of
self-accountability, which can make the research results more
consistent with the actual situation.

THEORETICAL BACKGROUND AND
HYPOTHESES

From Comparative Economic Value to
Disruptive Green Product Switching Intent
Comparative economic value is the consumer’s perception of
the overall economic benefits of the DGP as compared to those
of the consumer’s current product. It is composed of 1)
comparative monetary cost, 2) comparative long-term
benefit, and 3) comparative superiority (Holbrook, 1999;
Kamolsook et al., 2019). These three economic dimensions
belong to perceived value and have been affirmed to be
important elements of consumer value (Sánchez-Fernández
and Iniesta-Bonillo, 2009). The switching intent of consumers
is the intention of individuals to migrate or not to migrate to a
new product (Ajzen, 1991). Switching intention usually
represents a favorable result because it often refers to
consumers to transfer from an old product to an upgraded
product with more advanced technical functions and benefits
(Kamolsook et al., 2019). Previous research further explained
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that switching intent and behavior occurs when consumers are
dissatisfied with their previous choices and take notice of other
specific alternative products (Bhattacherjee et al., 2012; Frank
et al., 2012; Hsieh et al., 2012). Our work extends the existing
literature by exploring the switching intent of the disruptive
green product.

It is generally believed that the overall structure of the perceived
value will influence the repurchasing intent (Frank et al., 2012; Frank
et al., 2014), the switching behavior (Gale andWood, 1994), and the
acceptance and usage of green products (Chen and Chang, 2012;
2013; Gonçalves et al., 2016). Previous studies have largely supported
the influence of the perceived value on environment-related
behaviors (Gonçalves et al., 2016). Based on the theory of
consumption values (Sheth et al., 1991), different aspects of the
perceived value have be confirmed that can affect behavior (Papadas
et al., 2019) with regard to consumers’ perceptions of the proper
functions and benefits of disruptive green products. Comparative
economic value is an extended concept of the perceived value that
compares the expected benefits of disruptive green products with
both the expected economic sacrifice and the comparative benefits of
the consumer’s current product (Kamolsook et al., 2019). Compared
with non-green products and traditional green products, disruptive
green products should possess the novel function to enhance
purchase intentions (such as DGP switching intent). Existing
study has identified comparative economic value as a significant
predictor of disruptive technology product switching intent
(Mathwick et al., 2001). The intention of switching involves
exiting a current relationship (Keaveney, 1995), which means—in
our study—replacement of a current product that consumers already
own with a disruptive green product. High comparative economic
value can lead to an increase in switching intent (Kamolsook et al.,
2019). With the rise and popularity of environmentalism,
comparative economic value is also essential to disruptive green
product switching intent. We thus hypothesize the following:

H1: Comparative economic value is positively related to
disruptive green product switching intent.

From Comparative Economic Value to
Green Trust
Perceived value is related to a trade-off between the perceived
benefits and affordability of a product (Monroe and Krishnan,
1985). The essence of trust is the individual’s psychological
response to a certain object in a specific social environment;
specifically, it is a willingness to accept a certain object (Rousseau
et al., 1998; Lin et al., 2003). Concerning the context of the
environmental era, (Chen, 2010) reported that green trust is a
willingness to depend on an object based on the belief or
expectation attributable to its credibility, benevolence, and
ability with regard to environmental performance. Past
research hypothesized that there is a positive correlation
between perceived value and consumer trust, since a high level
of perceived value can increase post-purchase confidence of the
product (Sweeney et al., 1999; Sánchez-Fernández and Iniesta-
Bonillo, 2009; Rasheed and Abadi, 2014). Comparative economic
value, as a part of perceived value, is also important in influencing
green trust. In the process of consumers choosing disruptive

green products, the higher the value of environmental protection
performance and quality delivered by the product itself, the
higher the comparative economic value perceived by
consumers, which will ultimately enhance the green trust of
the disruptive green product (Laufer, 2003). On the contrary,
some companies exaggerate the environmental value of their
products to the extent that their customers distrust their
products more (Kalafatis et al., 1999). Hence, we hypothesize
that the comparative economic value of consumers positively
affects their green trust and propose the following hypothesis:

H2: Comparative economic value is positively related to
green trust.

From Green Trust to Disruptive Green
Products Switching Intent
Green trust refers to consumers who believe that a green product
is reliable and trustworthy, and it is committed to complying with
environmental commitments (Li et al., 2021; Wasaya et al., 2021).
Indeed, previous research on green marketing has determined
how green trust affects green behavior. Chen and Chang (2012)
demonstrated the positive relationship between green trust and
green intentions. Green trust means that another party will abide
by their pro-environmental commitment, thereby helping to
increase the intention of green behavior (Li et al., 2021). Due
to the green nature of the DGP, consumers will also be affected by
green trust when switching from the current product to disruptive
green products. Hence, we hypothesize a direct positive link
between green trust and disruptive green product switching
intent. More specifically, we hypothesize the following:

H3: Green trust is positively related to disruptive green
product switching intent.

Comparative Economic Value Associated
With Disruptive Green Product Switching
Intent Vis-à-Vis Green Trust
Prior research asserts that perceived value would impact not only an
expectation of products (such as green trust) but also influence the
purchase intent (such as the DGP switching intent) (Lalicic and
Weismayer, 2021). Perceived value refers to the consumer’s overall
assessment of the utility of a product based on the consumers’
perceptions of what they are obtaining and what they are sacrificing
(Zeithaml, 1988). By comparing the value of disruptive green
products with that of existing products, this comparative value
will have an impact on consumers’ green trust (Sirdeshmukh
et al., 2002; Anderson and Srinivasan, 2003). Moreover, Flavián
et al. (2006) suggested that perceived value contributes to enhancing
the consumer’s level of trust, which eventually reduces decision risk
and facilitates purchase decision (Flavián et al., 2006).

We suggest that comparative economic value exerts its
influence on DGP switching intent via green trust. According
to the reasoned action (TRA) theory (Fishbein and Ajzen, 1975;
Ajzen and Fishbein, 1980), an individual’s behavioral intentions
are determined by cognitive factors such as attitudes and
subjective norms, and behavioral intentions will further
determine personal performance. If consumers perceive a

Frontiers in Energy Research | www.frontiersin.org December 2021 | Volume 9 | Article 7645813

Lin et al. Switching Intent of Disruptive Green Products

https://www.frontiersin.org/journals/energy-research
www.frontiersin.org
https://www.frontiersin.org/journals/energy-research#articles


product as a high risk, they would be unwilling to trust the
product (Mitchell, 1999). In the context of green consumption,
green trust can help consumers’ perceived risks and encourage
consumers to show positive green purchase behavior (Rahbar and
Abdul Wahid, 2011; Chen and Chang, 2013). Taken together,
these arguments suggest that the relationship between
comparative economic value and DGP switching intent will be
mediated by green trust. We thus hypothesize the following:

H4: Green trust mediates the relationship between comparative
economic value and disruptive green product switching intent.

The Role of Self-Accountability With
Environmental Protection
We further argue that the extent to which green trust will
influence the switching intent of DGP may be further
contingent on the extent of self-accountability. Self-
accountability refers to an activation of a person’s desire to
live up to internal self-standards (Peloza et al., 2013). Most
consumers report that they should make consumption choices
according to ethical and sustainability criteria (Trudel and Cotte,
2009). In other words, consumers maintain their self-standard
that they should behave in an ethical and sustainable manner
(Peloza et al., 2013; Dhiman et al., 2018). Consumers’ green
consumption behavior is consistent with ethical or responsible
consumption, which refers to consumption in a sustainable and
responsible way (Peattie, 2010). Moreover, when an individual
decides to avoid feelings of guilt from choosing unethical choices,
such expected results have been shown to be associated with
ethical purchase decisions (Onwezen et al., 2013; Antonetti and
Maklan, 2014; Antonetti et al., 2015). Accordingly, consumers are
likely to be characterized by varying degrees of self-accountability
(Tran and Paparoidamis, 2021). Individuals with higher self-
accountability are more likely to engage in sustainable and
environmentally friendly purchase behaviors. Therefore, when
self-accountability to this salient self-standard is heightened, if
consumers have had a green trust, they would possess a higher
level of DGP switching intent. Conversely, when individuals have
low levels of self-accountability, it can result in loss of DGP
switching intent. We thus hypothesize the following:

H5: Self-accountability moderates the relationship between
green trust and disruptive green product switching intent.

In summary, the conceptual model of this study is proposed in
Figure 1.

METHODOLOGY AND MEASUREMENT

Data Collection and Sample
In order to verify our hypothesis and promote our conclusions,
we selected the automobile contexts that consumers consider
switching from the current product to the DGP. After literature
research and interviews with experts who had substantial research
experience in the field of disruptive innovation (Wells and
Erskine, 2016), we selected the new energy vehicle as the
disruptive green product because the new energy vehicle has
two important attributes of disruptive and green. From a

technology perspective, the new energy vehicle is based on an
entirely different power mechanism than fuel automobiles. From
a consumer perspective, with the development of science and
technology, new energy vehicles have numerous advantages and
benefits, but they still have many disadvantages in comparison
with fuel automobiles. Before reaching a switching decision,
consumers have to weigh the benefits against the drawbacks of
new energy vehicles compared to fuel automobiles. We targeted
consumers from China where the transition from fuel
automobiles to new energy vehicles is currently underway.

To verify the hypotheses and the research framework, we applied
the questionnaire survey from April 1, 2021 to July 25, 2021. The
research object of this study focuses onChinese consumers who have
the purchase or use experience of the DGP (new energy vehicles) in
China. The questionnaires were randomly sent to consumers who
had experience in purchasing or using fuel automobiles. The
research assistants use electronic questionnaires with each
randomly selected consumer to confirm that he or she has the
purchase or use experience of automobiles. If he or she had the
purchase or use experience of automobiles, the research assistants
would undertake the subsequent procedures. A total of 400
consumers were surveyed. After deleting invalid responses with
missing or incomplete information, our final sample consists of
317 consumers, with a valid rate of 79.25%. The detailed
demographic characteristics of respondents are shown in Table 1.

Variable Measurement
Most measurement items of key research variables were adopted
from prior research to ensure the rationality and validity of the
questionnaire to a certain extent, and all the items were measured by
using a 7-point Likert scale. The appendix lists the scales and their
literature sources, with respect to the product context of new energy
vehicles. We asked experts to translate the questionnaire into
Chinese and back into English, held a pre-test with thirty
independent Chinese consumers followed by interviews, refined
the survey structure and item of the questionnaire, and secured
the questionnaire quality.

Synthesizing the ideas of Sánchez-Fernández and Iniesta-Bonillo,
(2009), we assessed comparative superiority, comparative monetary
value, and comparative long-term benefit as three main aspects of
comparative economic value. Comparative superiority is measured

TABLE 1 | Description of the sample (N � 317).

Profile of respondents Class Frequency %

Gender Male 142 44.80
Female 175 55.20

Age (years) <25 126 39.75
25 to <30 60 18.93
30 to <35 47 14.83

>35 84 26.99
Education College degree or below 101 31.86

Bachelor’s degree 126 39.75
Masters’ degree or above 90 28.39

Monthly income <3,000 101 31.86
3,000 to <5,000 53 16.72
5,000 to <7,000 82 25.87

>7,000 81 25.55
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by three items along a single dimension (α � 0.900). Respondents
were asked to compare new energy vehicles with traditional fuel
automobiles in terms of diversified functions and quality (Xu et al.,
2010). Meanwhile, the scale of comparative monetary value was
based on a scale used by Dodds et al. (1991) and Sánchez-Fernández
and Iniesta-Bonillo, (2009), which includes three items measured
along a single dimension (α � 0.881). Respondents were asked to rate
the extent of trade-off between the monetary sacrifice of using new
energy vehicles and the additional value of the new energy vehicle
over the fuel automobile. Finally, consistent with the work of
Thompson et al. (1991), Thompson et al. (1994) and Chang and
Cheung (2001), we measured comparative long-term benefit using a
three-item scale (α � 0.830). Respondents were asked to rate the
degree of insight that switching to the new energy vehicle would lead
to long-term economic and social benefits.

Green trust was measured using four items (α � 0.918) based
on the study by Chen (2010) to evaluate the degree of a
willingness to depend on new energy vehicles based on the
belief or expectation resulting from its credibility, benevolence,
and ability with regard to its environmental performance.

Self-accountability was measured using four items (α � 0.933)
based on the study by Peloza et al., 2013. Respondents were asked
to rate the activation of a person’s desire to live up to internal self-
standards.

Disruptive green product switching intent was measured using
three items (α � 0.913) that were adapted from the study by
Kamolsook et al., 2019. Respondents were asked to rate the intent
to replace the current product (fuel automobiles) with the
disruptive green product (new energy vehicles).

All the items used in these instruments were measured using a
7-point Likert scale (1 � strongly disagree, 7 � strongly agree).
Appendix A contains all the scales used in the study.

ANALYSIS AND RESULTS

Descriptive Statistics of the Latent
Constructs
The statistical analyses were conducted using SPSS 25.0 and AMOS
24.0. We report the correlation between the main constructs in this
research in Table 2. There are positive correlations among
comparative superiority, comparative monetary value,

comparative long-term benefit, green trust, self-accountability,
and disruptive green product switching intent. The results show
that it is suitable for further regression analysis.

Reliability and Validity
We first performed confirmatory factor analysis (CFA) to
evaluate the goodness of our proposed six-factor model fit. As
is shown in Table 3, the CFA results showed that our six-factor
baseline model produced good fit with the data: χ2/df � 1.891, GFI �
0.913, CFI � 0.978, TLI � 0.973, SRMR � 0.025, RMSEA � 0.053.
Then, we performed CFA to assess the fit of one-factor models. The
one-factor model 1 in which we loaded all items onto one single
latent variable: χ2/df � 6.797, GFI � 0.811, CFI � 0.843, TLI � 0.825,
SRMR � 0.060, RMSEA � 0.135. The results showed that the six-
factor model was significantly better than the one-factor model. We
can thus deduce that the possibility of common method bias in this
study is low (Iverson and Maguire, 2000).

Next, we found that the corrected item-total correlation (CITC) of
all items was above 0.7. As shown in Table 4, all Cronbach’s alpha
values and CR values are higher than the accepted value of 0.7.
Therefore, we concluded that the scales used in this study were
reliable. Furthermore, it can be seen that the AVE values are greater
than the minimum accepted value of 0.5 (see Table 2), thus
supporting the discriminant validity between the constructs. Based
on the above results, we believed that the reliability and validity of the
measurements in this study were within an acceptable range.

Hypothesis Testing
We use hierarchical regression to test the theoretical hypotheses
about comparative economic value, green trust, self-accountability,
and DGP switching intent, and the empirical results are shown in
Table 5. We found a positive relationship between the comparative

TABLE 2 | Descriptive statistics and Pearson’s correlations (N � 317).

Construct 1 2 3 4 5 6 7

First-order constructs — — — — — — —

1 Comparative superiority (CS) 0.867 — — — — — —

2 Comparative monetary value (CMV) 0.883** 0.843 — — — — —

3 Comparative long-term benefit (CLB) 0.806** 0.838** 0.833 — — — —

4 Green trust (GT) 0.695** 0.660** 0.658** 0.859 — — —

5 Self-accountability (SA) 0.762** 0.726** 0.701** 0.784** 0.882 — —

6 DGP switching intent (DGPSI) 0.763** 0.741** 0.724** 0.721** 0.861** 0.882 —

Second-order construct (indicators: variables 1–3)
7 Comparative economic value (CEV) 0.951** 0.959** 0.928** 0.710** 0.772** 0.785** 0.847
Mean 5.138 5.102 5.187 5.18 5.219 5.104 5.142
SD 1.107 1.044 0.996 1.004 1.107 1.079 0.993

Notes: Squared root of AVE is on the diagonal. Pearson’s correlations are below the diagonal. *p < 0.05; **p < 0.01; ***p < 0.01.

TABLE 3 | Confirmatory factor analysis (N � 317).

Fit index χ2/df GFI CFI TLI SRMR RMSEA

Six-factor model 1.891 0.913 0.978 0.973 0.025 0.053
One-factor model 6.797 0.811 0.843 0.825 0.060 0.135

Notes: ①Six-factor model: CS, CMV, CLB, GT, SA, DGPSI; ②Four-factor model: CS +
CMV + CLB + GT + SA + DGPSI.
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economic value and DGP switching intent (β � 0.794, p < 0.001,
Model 2). Moreover, the relationships between comparative
superiority and DGP switching intent (β � 0.413, p < 0.001,
Model 2), comparative monetary value and DGP switching intent
(β � 0.165, p < 0.05, Model 2), and comparative long-term benefit
and DGP switching intent (β � 0.255, p < 0.001, Model 2) have been
analyzed, which is significant, thus supporting H1. As illustrated in
Model 7 and Model 3, the comparative economic value is positively
related to green trust (β � 0.722, p < 0.001) and green trust is
positively related toDGP switching intent (β � 0.255, p< 0.001), thus
supporting H2 and H3.

H4 proposed the mediation role of green trust in the
relationship between comparative economic value and DGP
switching intent. As shown in Model 3, when green trust was
entered, the effect of comparative superiority on DGP switching
intent decreased while remaining significant (β � 0.277, p <
0.001), and this indicated that green trust partially mediated the
effect of comparative superiority on DGP switching intent; the
effect of comparative superiority on DGP switching was not
significant (β � 0.138, n. s), and this suggested that green
trust fully mediated the effect of the comparative monetary
value on DGP switching intent; the effect of comparative long-

TABLE 4 | Constructs, items, and measurement model (N � 317).

Construct Items Factor loading CITC Average variances
extracted (AVE)

Cronbach’s alpha
(CR)

Comparative superiority CS1 0.875 0.814 0.752 0.900
CS2 0.881 0.815
CS3 0.840 0.793

Comparative monetary value CMV1 0.850 0.778 0.711 0.881
CMV2 0.837 0.788
CMV3 0.844 0.771

Comparative long-term benefit CLB1 0.838 0.772 0.694 0.872
CLB2 0.822 0.717
CLB3 0.838 0.761

Green trust GT1 0.853 0.773 0.737 0.918
GT2 0.862 0.734
GT3 0.855 0.729
GT4 0.864 0.736

Self-accountability SA1 0.885 0.833 0.777 0.933
SA2 0.897 0.836
SA3 0.890 0.816
SA4 0.851 0.773

Disruptive green product switching intent SI1 0.908 0.839 0.778 0.913
SI2 0.881 0.806
SI3 0.856 0.789

TABLE 5 | Results of hierarchical linear modeling.

Disruptive green product switching intent Green trust

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8

Control variables
Gender −0.01 0.016 −0.036 −0.113 −0.020 −0.042 0.169 0.159
Age −0.024 −0.044 −0.002 0.059 0.068 0.067 −0.132 −0.131
Income −0.015 0.031 0.005 −0.043 −0.008 0.000 0.082 0.080

Main effect
First order
Comparative superiority — 0.413*** 0.277*** — — — — 0.418***
Comparative monetary value — 0.165* 0.138 — — — — 0.082
Comparative long-term benefit — 0.255*** 0.170** — — — — 0.260***
Second order
Comparative economic value — 0.794*** 0.554*** — — — 0.722*** —

Mediation effect
Green trust (GT) — — 0.327*** 0.736*** 0.128** −0.315* — —

Moderation effect
Self-accountability (SA) — — — — 0.776*** 0.307+ — —

GT*SA — — — — — 0.866** — —

R2 0.002 0.624 0.672 0.529 0.757 0.763 0.540 0.546
△R2 0.002 0.622 0.049 0.527 0.228 0.006 0.512 0.518
F-value 0.23 85.66*** 90.60*** 87.59*** 193.51*** 166.54*** 91.48*** 62.04***

Note: Standardized coefficients are reported; +p < 0.1, *p < 0.05, **p < 0.01, ***p < 0.001; two-tailed tests.
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term benefit on DGP switching intent decreased while
remaining significant (β � 0.170, p < 0.01), and this
indicated that green trust partially mediated the effect of
comparative long-term benefit on DGP switching intent.
We further tested the mediation effects using path analysis
and the bootstrapping method (Edwards and Lambert, 2007).
As illustrated in Table 6, the indirect paths of “Comparative
superiority → Green trust → DGP switching intent”
(0.148–0.351), “Comparative monetary value → Green trust
→ DGP switching intent” (0.221–0.455), and “Comparative
long-term benefit → Green trust → DGP switching intent”
(0.240–0.479) were significant, in support of H4.

In order to test H5, we test our moderating effect according to
the procedure recommended by Cohen et al. (2003). Before
generating the interaction terms, we mean-centered all the
variables involved. Model 6 showed that the interaction term
between green trust and self-accountability was positively and
significantly related to DGP switching intent (β � 0.866, p < 0.01).
In addition, as shown in Figure 2, we drew a graph of the
moderating effect of self-accountability, and thus H5 was
supported.

DISCUSSION

Theoretical Contributions
This study contributes to the literature on comparative economic
value and disruptive green product switching intent in several ways.
Our first contribution is to reveal the direct and indirect pathway
whereby comparative economic value links with DGP switching
intent through the mediation of green trust. First of all, we find that
comparative superiority, comparative monetary value, and
comparative long-term benefit are positively associated with DGP
switching intent. Previous studies have shown that comparative
economic value has an important impact on the consumer’s
switching intent (Gale and Wood, 1994; Kamolsook et al., 2019).
Our research results have further verified and expanded this view. In
addition, Kamolsook et al. (2019) have pointed out that disruptive
innovation is the key to improving the environmental performance
of products and have suggested that future research on the switching
intent can focus on the environmental performance of products and
the personal attributes of consumers. Our research responds to this
question. Second, researchers have highlighted that the green trust is
an essential factor in raising the consumer’s green purchase

TABLE 6 | Bootstrapped result of moderation.

Indirect path Total effect Direct effect Indirect effect (95% BootCI)

CS�>GT�>SI 0.761*** 0.511*** 0.249*** 0.148 to 0.351
CMV�>GT�>SI 0.913*** 0.583*** 0.330*** 0.221 to 0.455
CLB�>GT�>SI 0.901*** 0.556*** 0.345*** 0.240 to 0.479
CEV�>GT�>SI 0.772*** 0.526*** 0.247*** 0.402 to 0.655

Note: *p < 0.05, **p < 0.01, ***p < 0.001.

FIGURE 1 | Conceptual model of this study.

FIGURE 2 | Moderating role of self-accountability.
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intentions (Chen and Chang, 2012). Confente et al. (2020) found
that switching intention is differently affected by the independent
variables. However, little research has considered green trust as a
vital psychological factor situated between comparative economic
value regarding the DGP and the consumer’s switching intent. We
find that green trust has a mediating effect on the relationship
between the comparative economic value andDGP switching intent.
The results show that consumers would be willing to accept the DGP
if the products’ comparative value and environmental features were
made clear and if these products’ environmental commitments are
generally trustworthy. Taken together, these findings contribute
significantly to understandings of the correlation between the
comparative economic value and DGP switching intent and form
a more systematic foundation for theoretical and empirical research
on perceived value and switching intent.

Our second contribution is that we clarify how the comparative
economic value becomes variables that correlate with the consumer’s
green trust. Building on recent work on the trust, we hold that the
green trust is a willingness to depend on a product based on belief or
expectation about environmental performance (Ganesan, 1994;
Chen, 2010), with this willingness being affected by perceived
value (Kim et al., 2008). We find that the green trust is not only
a positive emotion that influences DGP switching intent; what is
more, it is influenced by comparative economic value. It is positively
correlated with the comparative economic value. Previous studies
have revealed that certain values associated with environmental
quality are positively correlated with environmentally friendly
behaviors and other intermediate elements such as psychological
factors (Neuman, 1986; Li et al., 2021). For its part, the green trust is
a key element allowing consumers to improve their behavior to
search for and analyze green products’ information (Laufer, 2003).
However, only a few studies have explored the role of green trust in
the relationship between values and purchase intention. Our study
analyzes the role of the green trust as an intermediary, while
enriching the research on the variables that we treat as
antecedents of that intermediary.

The third contribution is that self-accountability positively
moderates the relationship between green trust and DGP
switching intent. Specifically, switching from the old (fuel
automobiles) to the new products (new energy vehicles) is more
driven by self-accountability. This highlights self-accountability as a
potential trigger of the consumer’s disruptive green products
switching intent. Peloza et al. (2013) advanced that self-
accountability is related to ordinary green products, while little is
known about consumer perceptions of disruptive green products
because of their novelty and relevance to disruptive innovation. Our
research refines the conclusions in this area and addresses the fact
that the consumers are treated as unique individuals with unique
psychological judgments. Their acceptance of disruptive green
products is guided by self-accountability.

Managerial Implications
Our findings have important managerial implications for
understanding consumers’ DGP switching intent. First, our
findings indicate the significance of comparative economic value
as a driver to switch from existing products to disruptive green
products. Most consumers would not sacrifice their needs just for

environmental protection when choosing products, because this
requires consumers to make a trade-off between the general
attributes and environmental friendliness of the product
(Ginsberg and Bloom, 2004). Thus, consumers need to
understand the DGP in an all-round way. By comparing with
existing products, the higher the comparative economic value
perceived by consumers, the more willing they are to switch to
the DGP. In order to successfully make consumers accept the DGP,
it is necessary that companies provide overall information about the
benefits and advantages of DGPs and their usage. Companies can
use green marketing activities to help change consumers’ attitudes
toward disruptive green products and usage intention. Second, our
results demonstrate that the more consumers who trust the DGP’s
environmental commitments, the easier it is for consumers to switch
to the DGP. This requires companies to eliminate consumers’
concerns about DGPs and enhance their confidence in DGPs
when conducting green marketing, thereby enhancing consumers’
switching intent and behavior.

Limitations and Future Research
This study has some limitations and avenues for future research.
First of all, the generalizability of this study’s conclusions is
constrained by the fact that one special kind of consumer (e.g.,
automobile users) within a single text (e.g., disruptive innovation) is
examined. Future research could replicate this model on products or
services in different industries, to see whether our research results are
still valid. Second, our study uses cross-sectional data, which limits
our design about causality. Although cross-sectional data can
illuminate the temporary relationship between comparative
economic value and DGP switching intent, whether the
relationship between comparative economic value and green trust
and the consumer’s switching intent will change over time is best to
pass verification of longitudinal data. Third, this study estimates the
fitting of comparative economic value without considering the
relationship between different dimensions of comparative
economic value and switching behavior. This may become an
interesting research topic in the future.
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APPENDIX A:

TABLE 7 |Measurement scales and items (newenergy vehicle context).

Comparative superiority (CS) adapted from Xu et al. (2010)
— Compared with my current fuel automobile, new energy vehicle will . . .
CS1 . . . provide more diversified functionality
CS2 . . . provide higher quality
CS3 . . . provide more functions

Comparative monetary value (CMV) adapted from Dodds et al. (1991) and Sánchez-Fernández and Iniesta-Bonillo (2009)
CMV1 The necessary additional costs of new energy vehicle are reasonably priced
CMV2 New energy vehicle offers better value for money than my current fuel automobile
CMV3 The necessary additional cost is acceptable when compared to the value received from my current fuel automobile

Comparative long-term benefit (CLB) adapted from Thompson et al. (1991, Thompson et al. (1994) and Chang and Cheung (2001)
— Compared with my current fuel automobile, in the long run, new energy vehicle
CLB1 . . . will reduce expenditures
CLB2 . . . will yield more social benefits
CLB3 . . . will have more economic benefits

Green trust (GT) adapted from Chen (2010)
GT1 I feel that environmental commitments of new energy vehicle are generally reliable
GT2 I feel that environmental performance of new energy vehicle is generally dependable
GT3 I feel that environmental argument of new energy vehicle is generally trustworthy
GT4 New energy vehicle keeps promises and commitments for environmental protection

Self-accountability (SA) adapted from Peloza et al. (2013)
SA1 I feel accountable to behave in an ethical manner
SA2 I am strongly motivated to live up to my own self-standards
SA3 I feel accountable toward my own self-standards
SA4 I will work hard to practice my environmental self-standards

Disruptive green product switching intent (DGPSI) adapted from Davis (1989) and Venkatesh et al. (2003), Venkatesh et al. (2012)
DGPSI1 I intend to use new energy vehicle in the near future
DGPSI2 I predict that I would use new energy vehicle in the near future
DGPSI3 I plan to use new energy vehicle in the near future
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