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Abstract 

While numerous studies have generated important intuitive insights to 
the post-implementation of GST, the existing studies lack a conceptual 
framework or scientific  outcomes.  Thus,  to  understand  the  effect  of 

GST implementation on consumer decision making, this paper frames a 
conceptual model and offers propositions by adopting the theory of planned 
behaviour (TPB). This paper extends the literature on GST by proposing the 
potential impact of GST awareness and trust in government on consumer 
behavioural intentions. 

Keywords: GST awareness, trust, attitude, TPB, subjective norm, India, 
purchase intention. 

 

INTRODUCTION 

“Goods   and   services   tax”   (GST) 
is a single unified tax, which  is 
imposed from the manufacturer to the 
consumer. GST is levied as per the 
monetary worth that has been added 
at each stage involving all transactions 
occurring in the manufacturing chain. 
Thus, it is often called as a unified tax, 
which has replaced several existing 
taxes including “service tax”  and 
“value added tax” (VAT). 

GST is an indirect tax that is levied 
when an individual spends  money. 
GST occurs from production to 
consumption. First, a manufacturer 
pays  GST  for  the  goods   that   he 
buys from his suppliers. The same 
manufacturer collects GST when he 
sells the finished goods to a wholesaler 
or retailer. The retailer, in turn, 
imposes GST  on  the  consumers  in 
the production-consumption chain. 
Notably, when a business man pays 

GST for his purchases (input tax 
credit), his collection of GST from the 
end users (output tax credit)  should 
be  equal  to  the  input   tax   credit. 
Any differences can be sent to the 
government (customs authorities). 
Alternatively, if the collection of GST 
amount (output tax) is less than the 
input tax, a business firm can claim for 
a refund from the customs authorities. 
The final GST is shouldered by the end 
user, that is, the consumer (Alappatt et 
al., 2014). 

The law of GST is originated from 
France in the year 1954. Later, 159 
countries implemented GST in several 
forms. In many countries, “value added 
tax” (VAT) is the alternate  for  GST 
that has the same purpose of unified 
taxation system. However, in India, 
VAT system did not have the concept 
of unified taxation system. Therefore, 
the idea of GST  was  first  considered 
in India during 2000 and later, GST 
was implemented in the midnight of 
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June 30, 2017, with effect from July 1st, 
2017. 

GST system provides numerous 
benefits to stakeholders such as 
uniformity of tax rates, increased 
competitiveness, profits to 
manufacturers and exporters, easy 
administration and higher revenue 
efficiency for central and state 
governments, and it has reduced the 
overall tax burden for the consumers. 
Nevertheless, it also has an adverse 
impact on  the  common  people  as 
cost of consumer goods and services 
including food, insurance, hotel 
charges, and cinema tickets have 
increased (Mehra, 2015). The cost for 
many categories of goods and services 
including healthcare, entertainment 
and culture, non-alcoholic beverages, 
and hotel food have increased.  This 
has compelled all the consumers 
irrespective of their socio-economic 
status to pay GST for their daily 
consumption. 

Above all, certain businesses have 
taken benefits of the GST system by 
increasing the prices of goods and 
services (Jaitley, 2017). The consumers 
under the low income category may not 
like to comply with the GST system as 
they will be keen on paying the taxes 
for the essential commodities (Gautier 
and Lalliard, 2013; Ikpe and Nteegah, 
2013; Valadkhani and Layton, 2004; 
Vazquez et al.,  2009).  In  addition, 
they are susceptible to inflation rates 
as inflation tends to wear away their 
income, savings, and pension money 
(Alabede and Ariffin, 2011;  Leicester 
et al., 2012). Thus, the common people 
with low economic-status will  not 
have willingness to purchase the non- 
essential consumer goods and services 

as his level of knowledge about GST is 
low (Patrick, 2015). 

The existing GST studies focus on 
the effect of GST on certain industries. 
A few studies identify possible factors 
such as price and income,  which 
hinder GST compliance among the 
public. There are very few studies that 
are empirical. Attitude,  awareness, 
and trust in government have to be 
studied to understand the acceptance 
and compliance of GST among various 
stakeholders. 

Thus, to address the above gaps, this 
study frames a conceptual framework 
and proposes the potential / possible 
effects of GST awareness and trust in 
government on consumers’ purchase 
intention. The propositions  explore 
the potential effects of GST awareness 
and trust on purchase intention, and 
develop an agenda for future research. 
The framework with the propositions 
enables to understand the effect of post- 
implementation of GST on consumers’ 
purchase intention through the lenses 
of TPB. 

This research contributes to the 
growing  body  of  GST.  First,  this 
study is the first attempt in proposing 
a conceptual framework from the 
consumers’ perspective in the context 
of GST and in India. Second, this study 
makes a well-defined understanding 
that increased awareness about GST 
and trust in the government would 
bring tax compliance behaviour among 
the public. 
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CONCEPTUAL FRAmEwORK AND 
PROPOSITIONS DEVELOPmENT 

“Theory of planned behaviour” (TPB) 
(Ajzen, 1991) is the extension to “theory 
of reasoned action” (TRA) (Fishbein 
and Ajzen, 1975). It is an established 
model employed in different contexts 
by different scholars to predict human 
intention and behaviour through one’s 
“attitude”, “subjective norm” and 
“behavioural control” (Ajzen, 2002). 
The  first  predictor  “attitude”  refers 
to the “favourable or unfavourable 
assessment” of the individual towards 
a particular behaviour. The next 
predictor of human intention is the 
“subjective norm”, which refers to the 
social factor. It’s a social pressure from 
friends or relatives or family members 
that a  person  receives  to  engage  in 
a particular behaviour. The final 
predictor “behavioural control” refers 
to the degree to which an individual 
controls his behaviour based on his 
perceived belief (Chang, 1998). 

Though there are only three 
predictors of intention and behaviour 
in TPB, according to Perugini and 
Bagozzi (2001), the TPB model can be 
extended by adding other constructs as 
antecedents to intention and the paths 
can also  be  modified  to  the  context 
of the study (Han et al.,  2010).  TPB 
has been widely used in marketing, 
social science, healthcare, and tourism 
fields to predict human intention and 
behaviour with additional constructs 
such as trust, moral value, knowledge, 
and awareness. TPB has also been 
applied in the tax  compliance 
literature (Efebera et al., 2004; Smith 
and Kinsey, 1987; Wu et  al.,  2005). 
For example, Smith and Kinsey (1987) 
examine TPB for evaluating tax 

compliance behaviour that include 
socio-physiological factors. Thus, in 
this study, GST  awareness  and  trust 
in government are added as additional 
constructs to propose the potential 
impact of these on TPB factors. 

Figure 1 depicts the conceptual 
framework and proposes that: GST 
awareness and trust in government is 
directly related to attitude, and attitude, 
subjective norm, and perceived 
behavioural control directly influence 
purchase intention. In the next section, 
the theoretical foundations for the 
conceptual model and the propositions 
for the study are discussed. 

 
Conceptual Framework and 
Propositions 

 

 
 

Effect of GST awareness on attitude 

“Awareness” refers to an extent to 
which an individualhas the competence 
to recognize and recall the experience 
(Das, 2014). It plays a vital task in the 
consumer decision making process 
(Hartman and Spiro, 2005). Cao and 
Everard (2008) find that awareness has 
a positive impact on attitude towards 
using instant messaging app.  Zerbini 
et al. (2019) find that awareness about 
fair trade practices has a positive effect 
on attitude towards purchases. High 
brand awareness leads to positive 
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attitude formation towards sponsored 
recommendation blog post (Lu et al., 
2014). Thus, this study proposes that: 

P1 - GST awareness will have a 
positive effect on attitude 

 
Effect of trust in government on 
attitude 

“Trust” in government indicates the 
extent to which an individual shows 
support for government actions or 
activities (Hetherington, 2005). Trust 
in government can increase tax payer’s 
compliance behaviour (Torgler, 2007). 
Many studies ascertain that trust has 
a direct positive influence on people’s 
attitude (e.g., Bandura, 1986; Lee, 
2009). Hence, trust in government 
positively influence the consumers’ 
attitude. Thus, this study proposes 
that: 

P2 - Trust in Government has a 
positive effect on attitude 

Effect of attitude on intention 

“Attitude” implies the  “favourable 
or unfavourable assessment” of the 
individual towards the behaviour 
(Ajzen, 1991). It is one of the important 
determinants of buying behaviour 
(Chan, 1998). It is  a  powerful  tool 
to  predict   behavioural   intention   of 
a user (Kim and Karpova, 2010). 
Several studies find that attitude has 
a significant positive influence on 
intention (Arora et al., 2017; Kim et al., 
2003; Madahi and Sukati, 2016). Thus, 
this study proposes that: 

Effect of subjective norm on intention 

“Subjective     norm”     represents 
the social factor, which affects an 
individual to execute or not to execute 
a specific behaviour. Social pressure 
represents a force from the society, 
which usually arises from the friends, 
relatives, neighbours,  and  peers  of 
the individual (Ajzen, 1991). Many 
studies identify that subjective norm 
positively affects human behavioural 
intention (e.g., Gopi and Ramayah, 
2007;  Hasan,  2010;  Limayem  et  al., 
2000; Pookulangara et al., 2011). Thus, 
this study proposes that: 

P4 - Subjective norm has a positive 
impact on purchase intention 

 
Effect of perceived behavioural 
control on intention 

“Perceived Behavioural Control” 
(PBC) refers to an individual, who 
perceive ease or difficulty to perform 
a specific behaviour (Ajzen, 1991). 
Ajzen (1991) considers PBC as another 
nomenclature to “self-efficacy”, which 
refers to an individual’s  confidence 
and ability to carry out a specific action 
(Bandura, 1977; Lam and Chen, 2006; 
Xiao et al., 2011). Several researchers 
find that PBC has a significant positive 
impact on purchase intention (Darker 
et al., 2010; Gakobo and Jere, 2016; Hsu 
et al., 2017; Kim and Karpova, 2010; 
Rivis and Sheeran, 2003; Taylor and 
Todd, 1995). Thus, this study proposes 
that: 

P5 - Perceived  behavioural  control 

P3 - Attitude has a positive effect on 
purchase intention 

has a positive effect on purchase 
intention 
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BENEFITS OF THE FRAmEWORK 
AND CONCLUSIONS 

This study proposition would bring 
a lot of benefits to the society and 
government. First, people who have 
lesser knowledge on GST system and its 
benefits will be exposed to understand 
what GST means to the nation. Second, 
this project will enhance compliance 
behaviour among the public. Third, it 
will inculcate why it is important to 
adhere to tax payment for a common 
man. Finally, this project revolutionises 
the public by creating awareness about 
GST system; its innumerable benefits; 
its temporary adverse impact on price 
of goods and services; and its positive 
impact on the economy of the country 
in the long-run. On the whole, this 
study would be an eye-opener for the 
public to understand the GST system, 
benefits of GST, and also to acquire 
knowledge about GST and the reason 
for the GST implementation in India. 
The empirical study of the proposed 
propositions are under progress. Future 
researchers  can  add  new   variables 
to the model and test the mediating 
effects of TPB factors to gain fruitful 
insights. 
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