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Abstract: In recent years, universities have increasingly been treated as everyday laboratories for greener lifestyles, yet the 
link between what students say about the environment and what they actually buy is still quite uncertain. This study applies 
the Theory of Planned Behaviour to examine how Subjective Norms and Perceived Behavioural Control are connected 
to Green Consumption Attitude, Green Buying Intention and Green Purchase Behaviour among university students in 
China. Based on 181 valid questionnaires and analyses conducted with PROCESS Model 6, the findings suggest that both 
Subjective Norms and Perceived Behavioural Control are linked to more positive attitudes toward green consumption and 
higher levels of purchase intention. Green Buying Intention is found to be the most stable predictor of behaviour, whereas 
Green Consumption Attitude alone neither shows a significant direct effect nor serves as an effective single mediator. In 
most cases, the two predictors influence behaviour through a stepwise route in which changes in attitude are followed by 
shifts in intention and, only after that, by actual purchasing. This sequential pattern underlines the importance of intention 
in explaining why supportive environmental views do not always lead to consistent green actions, and it provides a basis 
for universities, public agencies and businesses to design more targeted measures that make green choices easier and more 
attractive for students.
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1.Introduction
Sustained pressure on natural resources and the continuing deterioration of environmental quality have pushed sustainability 
and green transition to the centre of policy discussions in many countries [1][2]. Governments are increasingly incorporating 
green lifestyles, lower-impact patterns of consumption and carbon-reduction measures into medium- and long-term 
development plans. Against this backdrop, China’s dual-carbon strategy has brought green consumption to the foreground 
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as a basic pillar of ecological civilisation construction [3]. Green consumption now carries several tasks at once: it eases 
pressure on resources, supports environmental governance and facilitates adjustments in the structure of the economy, while 
also nudging growth trajectories toward lower-carbon modes [4][5]. Creating social conditions in which green consumption 
is widely recognised and routinely practised has therefore become a critical link in the chain leading to national carbon-
reduction targets [6][7].
Among different social groups, younger generations hold a particularly prominent position in this shift toward greener ways 
of living, and university students form one of the most influential subgroups. Compared with many other consumers, they 
typically possess stronger educational backgrounds, respond more quickly to information and display heightened sensitivity 
to environmental problems. As a result, their attitudes towards green ideas are often relatively open and forward-looking [8][9].  
On campus, everyday consumption does more than shape their own lifestyles. Through routine interaction and imitation, 
students’ choices can influence classmates and family members, forming a chain through which green behaviour gradually 
spreads to wider social circles [7][9].
At the same time, existing studies repeatedly point to a clear mismatch between students’ attitudes and their actions. Many 
university students agree that green consumption is important, yet their actual purchasing behaviour falls short of their stated 
values [10][11]. Practical barriers play a part in this. Higher prices, limited purchasing channels on or near campus and the 
difficulty of assessing the credibility of eco-labels all make it harder for students to act consistently with their environmental 
beliefs, and green ideals are therefore not always translated into everyday decisions [1][12].
To understand this attitude–behaviour gap more clearly, it is necessary to examine how students’ green attitudes, intentions 
and behaviours differ, and which factors influence the conversion of intention into action [10][13]. The present study takes 
university students’ green attitudes and behaviours as its main focus and adopts the Theory of Planned Behaviour (TPB) as 
the underlying analytical framework. By incorporating attitude, subjective norms and perceived behavioural control, TPB 
makes it possible to analyse, in a systematic way, how green consumption intentions are formed and how they are (or are 
not) reflected in actual behaviour, as well as how the attitude–behaviour gap manifests in this specific group [14][6]. As a classic 
framework for explaining behavioural change, TPB fits well with the characteristics of green purchasing and helps address 
the relative lack of research on youth subgroups in this field [14][11].
The significance of students’ green purchasing behaviour goes beyond campus-based environmental activities. As a future 
core consumer group, their values and consumption patterns are likely to influence broader market trends. If students are able 
to maintain green habits over the long term, this can reduce resource wastage and contribute to environmental improvement, 
while also encouraging families and communities to experiment with greener lifestyles through everyday interaction and 
example [2][8]. Repeated exposure to and participation in green consumption can also deepen students’ sense of environmental 
responsibility and gradually orient their values toward more sustainable choices. Such value shifts are likely to influence 
the kinds of options they make and the ways they engage in public life after graduation, once they move from campus into 
broader society [6][7].

2.Literature Review and Research Hypotheses
2.1 Green Consumption Aitude
Green Consumption Attitude (GCA) describes the general way individuals judge green products and the environmental 
benefits associated with them, and is usually regarded as a key antecedent in the Theory of Planned Behaviour [14]. Among 
university students, this attitude tends to grow out of several underlying concerns, such as attention to personal health, a felt 
responsibility for the natural environment and the degree to which green practices appear consistent with their own values and 
the values they perceive around them [6]. Studies in recent years point to a gradual strengthening of students’ support for green 
consumption, helped by the wider promotion of green lifestyles, the increasing presence of green products and more frequent 
communication of policy messages related to sustainability [8].
The settings in which students live and study can also shape how GCA takes form. When family members, peers or online 
networks send repeated positive signals about green consumption, students are more inclined to develop favourable views of 
green products and to see them as a reasonable choice in everyday life [9]. Concrete conditions matter as well: whether such 
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products are easy to obtain, fall within an acceptable price range and can be reliably identified through labels all influence 
how positive their attitudes become [1][4]. Taken together, these findings indicate that GCA arises from both personal cognitive 
evaluations and the combined effects of social norms and perceived behavioural control. On this basis, the following 
hypothesis is proposed:
H3: Green Consumption Attitude (GCA) positively influences Green Buying Intention (GBI).

2.2 Subjective Norms
Subjective Norms (SN) describe the expectations that students perceive from significant others and from the wider social 
environment when they make consumption decisions, and they constitute an important source of social pressure around green 
choices [8]. In university settings, peer influence, the broader campus climate and green-related content on social media all 
contribute, to varying degrees, to shaping students’ willingness to support green products [7][9]. For example, when green-
themed events, public campaigns or classmates’ pro-environmental actions become visible on campus, they often create a 
demonstration effect that makes students more inclined to adopt green purchasing patterns themselves [7].
SN do not only matter for attitudes; they can also work through intention to influence actual Green Purchase Behaviour  
(GPB) [11]. When the surrounding social environment sends clear and positive signals in favour of green consumption, 
students are more likely to develop Green Buying Intention (GBI) and then act on it in real situations [13]. Recent studies 
further point to a chained mechanism in which social expectations first shape attitudes toward green consumption, these 
attitudes then reinforce purchase intentions and, in turn, intentions give rise to behaviour [15]. Building on this line of 
reasoning, the following hypotheses are proposed:
H1: Subjective Norms (SN) positively influence Green Consumption Attitude (GCA).
H5: Subjective Norms (SN) indirectly influence Green Purchase Behaviour (GPB) through Green Consumption Attitude 
(GCA).
H6: Subjective Norms (SN) indirectly influence Green Purchase Behaviour (GPB) through Green Buying Intention (GBI).
H7: Subjective Norms (SN) influence Green Purchase Behaviour (GPB) through the sequential mediation of Green 
Consumption Attitude (GCA) and Green Buying Intention (GBI).

2.3 Perceived Behavioural Control
Perceived Behavioural Control (PBC) describes how students judge their own ability to carry out a particular behaviour, 
including whether they have enough time, money, knowledge and practical convenience to do so [1]. In green consumption 
settings, this judgement is closely tied to how students view green product prices, how easily such products can be purchased 
and whether environmental labels are clear and recognisable. When prices seem acceptable, products are not hard to find and 
labels are easy to understand, green consumption is seen as manageable rather than burdensome, and students tend to report 
more positive attitudes and stronger intentions toward green choices [3].
Within explanations of green purchasing, PBC usually enters the model as an important driver that shapes attitudes, intentions 
and behaviour at the same time. Empirical work finds that students who feel they have greater control are more likely to 
develop favourable views of green consumption and to include green products in their future spending plans [15]. Recent 
mediation-oriented studies further point to a stepwise pattern: higher perceived control can first lift attitudes, which then 
reinforce purchase intentions and, in a later stage, increase the probability that green purchasing behaviour will actually take 
place [13]. On this basis, the study proposes the following hypotheses:
H2: Perceived Behavioural Control (PBC) positively influences Green Consumption Attitude (GCA).
H8: Perceived Behavioural Control (PBC) indirectly influences Green Purchase Behaviour (GPB) through Green 
Consumption Attitude (GCA).
H9: Perceived Behavioural Control (PBC) indirectly influences Green Purchase Behaviour (GPB) through Green Buying 
Intention (GBI).
H10: Perceived Behavioural Control (PBC) influences Green Purchase Behaviour (GPB) through the sequential mediation of 
Green Consumption Attitude (GCA) and Green Buying Intention (GBI).

2.4 Green Purchase Intention
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Green Purchase Intention (GBI) describes an individual’s planned tendency to buy green products or to engage in environmentally 
friendly actions in the future, and it occupies a central mediating position in most models of green behaviour [13]. Existing studies 
generally find that when students hold more positive views of green products, they also report stronger intentions to purchase 
them [11]. In this sense, GBI plays a connecting role in the formation of green behaviour: it is shaped by prior attitudes and, at 
the same time, serves as an important predictor of actual Green Purchase Behaviour (GPB) [15].
Because intention is often the step that converts attitudes into concrete action, students with stronger green purchase 
intentions are more likely, in everyday consumption, to choose environmentally friendly products, reduce their use of 
disposable items or take part in environmental activities [15]. Against this background, the analysis pays particular attention 
to how Green Consumption Attitude operates as an antecedent of intention. On this basis, the following hypothesis is put 
forward:
H4: Green Buying Intention (GBI) positively influences Green Purchase Behaviour (GPB).

2.5 Green Purchase Behaviour
Green Purchase Behaviour (GPB) refers to the concrete actions through which consumers put green consumption into 
practice, for example buying environmentally friendly products, avoiding single-use items, choosing energy-saving 
appliances or supporting brands that stress sustainability [10]. Within the Theory of Planned Behaviour (TPB), Green Purchase 
Behaviour (GPB) usually appears at the end of the explanatory chain and is shaped jointly by Green Consumption Attitude 
(GCA), Subjective Norms (SN), Perceived Behavioural Control (PBC) and Green Buying Intention (GBI) [14].
Recent work also reminds that strong environmental concern does not automatically lead to consistent green purchasing 
among university students. In daily consumption, decisions are filtered through a series of practical considerations: green 
products often cost more, the reliability of eco-labels is sometimes questioned, suitable products are not always easy to find 
and conventional alternatives remain widely available and convenient [1][12]. At the same time, campus initiatives, the visible 
environmental conduct of teachers and peers and the steady flow of green messages on social media can gently push students 
in the opposite direction, making green options more noticeable and keeping environmental issues on their agenda [9][7].
Taken together, GPB captures the actual choices students make on the basis of their green values, while also reflecting 
the pressures and constraints of their social and material environment. Exploring how GPB is formed helps clarify how 
attitudes and intentions are—or are not—translated into action, and provides useful reference points for universities and other 
institutions seeking to encourage more sustainable consumption among young people. The overall research model used in this 
study is summarised in Figure 1.

Figure3: Research Model

3.Research Methods and Data Analysis
3.1 Research Methods and Design
The study uses a quantitative research design and focuses on students currently studying in Chinese higher education, 
including higher vocational colleges, undergraduate programmes and master’s and doctoral courses [16]. Data were gathered 
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through an online questionnaire built on the Wenjuanxing platform and distributed by convenience sampling via university 
social media groups and peer forwarding. After questionnaires were returned, incomplete or clearly invalid responses were 
removed, and the remaining valid cases were used for the empirical analysis [14].
The survey was divided into two main sections. The first collected background information, including gender, year of study, 
type of institution and monthly living expenses. The second section comprised the core measurement scales for Subjective 
Norms (SN), Perceived Behavioural Control (PBC), Green Consumption Attitude (GCA), Green Buying Intention (GBI) 
and Green Purchase Behaviour (GPB) [17][18]. Most items were drawn from classic TPB-based instruments and prior green 
consumption studies, then slightly adapted to fit the linguistic and cultural context of Chinese university students. All items 
were rated on a five-point Likert scale (1 = strongly disagree, 5 = strongly agree) to ensure that respondents could understand 
and answer the questions with relative ease.
For the data analysis, SPSS 27 was used to organise and test the survey responses in a systematic way. The analysis started 
with descriptive statistics to outline the basic features of the sample and to observe how the main variables were distributed 
overall. Next, Cronbach’s alpha was applied to assess the internal consistency of each scale. Only after the reliability indices 
reached an acceptable level was Exploratory Factor Analysis (EFA) carried out, in order to check whether the items clustered 
onto the constructs as expected and to evaluate the structural validity of the scales.
Once the measurement checks were completed, Pearson correlation coefficients were computed to examine the basic linear 
relationships among Subjective Norms (SN), Perceived Behavioural Control (PBC), Green Consumption Attitude (GCA), 
Green Buying Intention (GBI) and Green Purchase Behaviour (GPB). Before testing the main regression paths, background 
variables such as gender and monthly living expenses were also subjected to group comparison tests to see whether students 
with different characteristics showed significant differences in GCA, GBI and GPB. These results were then used to decide 
whether such variables should be included as controls in the subsequent models.
To test the statistical validity of the “dual-mediation” framework, the study finally employed the PROCESS macro (Model 
6). In this specification, SN and PBC were treated as independent variables, GCA and GBI as serial mediators and GPB as 
the dependent variable. A bias-corrected bootstrap procedure was used to repeatedly resample the data and estimate indirect 
effects and their 95% confidence intervals, providing a basis for judging whether the individual mediation paths and the 
sequential mediation effects were statistically significant.

3.2 Descriptive Statistical Analysis
In total, 218 questionnaires were distributed and 203 were returned. After removing incomplete or clearly invalid responses, 
181 valid cases were kept for analysis. Among these respondents, 116 were female, accounting for 64.1 % of the sample, and 
65 were male (35.9 %). This gender split is broadly in line with what is often seen in university-based surveys.
With regard to study level, undergraduates made up the bulk of the respondents: 142 students, or 78.5 % of the sample. There 
were also 26 higher vocational students (14.4 %), eight master’s students (4.4 %) and five doctoral students (2.8 %). Overall, 
the educational structure largely reflects the usual hierarchy found in Chinese universities, where undergraduate enrolment is 
dominant.
Monthly living expenses were mainly clustered in the middle band. Most students (n = 130, 71.8 %) reported spending 
between 1,500 and 3,000 yuan per month. A smaller group of 30 students (16.6 %) had living expenses of 1,500 yuan or 
below, while 12 students (6.6 %) fell in the 3,000–6,000 yuan range. Only nine respondents (5.0 %) reported monthly 
expenses above 6,000 yuan. This pattern suggests that the majority of respondents are situated around a moderate spending 
level, which matches the general consumption situation of many university students.
Overall, the sample is dominated by undergraduate students, and the observed distributions for gender, education level and 
living expenses are broadly consistent with the characteristics of typical student populations, providing a reasonably sound 
basis for the analyses that follow.

3.3 Reliability and Structural Validity Testing
Before looking at the main hypotheses, the quality of the measurement scales was checked in terms of both reliability and 
structure. Internal consistency was assessed with Cronbach’s α, which shows whether items intended to measure the same 
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construct move together in a reasonably similar way [19][20][21].
Structural validity was examined using several commonly reported indicators. The Kaiser–Meyer–Olkin (KMO) statistic was 
used to judge whether the data were suitable for factor extraction, and Bartlett’s test of sphericity was applied to see whether 
the correlation matrix differed sufficiently from an identity matrix. Based on these preliminary checks, an Exploratory Factor 
Analysis (EFA) was then conducted to see how the items grouped in practice and whether this pattern was in line with the 
theoretical structure of the constructs [22]. The outcomes of these tests were used as a basic quality check before proceeding to 
the later modelling steps.

Table 1. Reliability and Validity Summary

Variable Items Cronbach’s α KMO Bartlett’s Test (χ², df, p) Overall Assessment

GCA (Green Consumption Attitude) 4 0.897 0.842 χ² = 423.291, df = 6, p < .001 Reliability and validity are good

SN (Subjective Norms) 5 0.881 0.878 χ² = 443.400, df = 10, p < 
.001 Good reliability and validity

PBC (Perceived Behavioural Con-
trol) 4 0.855 0.809 χ² = 310.389, df = 6, p < .001 Good reliability and validity

GBI (Green Purchase Intention) 3 0.788 0.696 χ² = 162.499, df = 3, p < .001 Acceptable, meets basic stan-
dards

GPB (Green Purchase Behaviour) 4 0.814 0.79 χ² = 231.831, df = 6, p < .001 Good reliability and validity

As shown in Table 1, the reliability indicators are satisfactory. The Cronbach’s α values for Green Consumption Attitude 
(GCA), Subjective Norms (SN), Perceived Behavioural Control (PBC) and Green Purchase Behaviour (GPB) are all above 
0.80, which points to good internal consistency for these four scales. Green Buying Intention (GBI) has an α of 0.788. 
Although this is slightly lower than the others, it is still above the usual cut-off of 0.70 often used in social science studies, so 
the reliability of this construct can be regarded as acceptable. On this basis, all five core variables meet the basic requirements 
for subsequent statistical analysis.
For structural validity, the KMO statistics fall between 0.696 and 0.878. Apart from GBI, whose KMO value of 0.696 is 
marginally below 0.70 yet still close to that benchmark, the remaining variables fall within the moderate to good range. In 
addition, Bartlett’s test of sphericity is significant at the p < .001 level for all scales, indicating that the correlation matrices 
differ significantly from an identity matrix and that factor analysis is appropriate. Taken together, the reliability and validity 
results show that the scales used in this study possess satisfactory internal coherence and a reasonably stable factor structure, 
providing a sound basis for subsequent confirmatory analyses and mediation modelling.

3.4 Correlations Among Key Variables
To improve the accuracy of the subsequent model estimation, the analysis first considered whether students with different 
background characteristics scored differently on the main variables. In particular, mean scores on Green Consumption 
Attitude (GCA), Subjective Norms (SN), Perceived Behavioural Control (PBC), Green Buying Intention (GBI) and Green 
Purchase Behaviour (GPB) were compared between male and female students and across groups with different levels of 
monthly living expenses. Where clear group differences exist, these background factors need to be treated as control variables 
in later models so that they do not distort the relationships among the core constructs. The difference tests therefore serve 
mainly to decide whether such background variables should enter the mediation analysis as controls, thereby improving the 
precision of model interpretation.
Before turning to these group comparisons, the Pearson correlation matrix was examined to gain an initial view of the 
direction and strength of associations among the key variables. As reported in Table 2, GCA is positively and significantly 
related to SN, PBC, GBI and GPB (p < .01), with correlation coefficients ranging from .752 to .871. SN also shows strong 
positive correlations with the other constructs, all above .786, and the links among PBC, GBI and GPB are likewise highly 
significant. These patterns indicate a set of stable, mutually reinforcing positive relationships among the five core variables, 
consistent with theoretical.
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Table 2. Pearson Correlation Matrix

Variable GCA SN PBC GBI GPB

GCA (Green Consumption Attitude) 1 .871** .793** .768** .752**

SN (Subjective Norms) — 1 .819** .816** .786**

PBC (Perceived Behavioural Control) — — 1 .812** .804**

GBI (Green Purchase Intention) — — — 1 .830**

GPB (Green Purchase Behaviour) — — — — 1

Notes: N = 181. All correlations significant at the 0.01 level (two-tailed). “—” indicates values omitted due to matrix symmetry 
(upper triangular matrix only).

3.5 Difference Testing of Background Variables
To see whether students with different backgrounds respond differently on the green-consumption variables, three sets of 
comparisons were carried out for gender, educational level and monthly living expenses. Because gender includes only two 
groups, it was examined using an independent samples t-test [23], whereas educational level and monthly living expenses, 
which contain multiple categories, were analysed using One-Way ANOVA to test for between-group differences [24].
As reported in Table 3, female respondents score higher than males on all five key variables—Green Consumption Attitude 
(GCA), Subjective Norms (SN), Perceived Behavioural Control (PBC), Green Buying Intention (GBI) and Green Purchase 
Behaviour (GPB)—and these differences are statistically significant at p < .05. The effect sizes are also substantial, with 
Cohen’s d ranging from 0.96 to 1.02, indicating a large practical impact. In other words, compared with male students, female 
students tend to hold more positive attitudes toward green consumption, perceive stronger social expectations, feel more able 
to act in environmentally friendly ways, express clearer purchase intentions and engage more actively in green purchasing.

Table 3. Gender Differences: Independent Samples t-Test

Variable Male Mean 
(n=65)

Female Mean 
(n=116) t p Cohen’s d Conclusion

GCA (Green Consumption Attitude) 3.52 4.23 -4.52 < .001 1.02 Higher in females

SN (Subjective Norms) 3.51 4.08 -3.74 < .001 0.97 Higher in females

PBC (Perceived Behavioural Control) 3.37 3.83 -2.93 0.004 1.02 Higher in females

GBI (Green Purchase Intention) 3.39 3.84 -2.86 0.005 1.02 Higher in females

GPB (Green Purchase Behaviour) 3.5 3.86 -2.4 0.018 0.96 Higher in females

A further look at Table 4 shows clear differences across educational levels. The One-Way ANOVA results indicate that higher 
vocational students, undergraduates and postgraduates score differently on all five main variables, with F values ranging 
from 12.812 to 31.174 and all p-values below .001. In practical terms, students with more advanced educational backgrounds 
tend to show more developed green values, a sharper sensitivity to social expectations and more consistent patterns of green 
consumption behaviour. Variations in academic training, the depth of environmental knowledge and differences in how 
students approach and process information are likely to contribute to these group distinctions.

Table 4. One-Way ANOVA for Education Level

Variable F p Conclusion

GCA (Green Consumption Attitude) 31.174 < .001 Significant differences between groups

SN (Subjective Norms) 19.194 < .001 Significant differences

PBC (Perceived Behavioural Control) 16.847 < .001 Significant differences

GBI (Green Purchase Intention) 12.989 < .001 Significant differences

GPB (Green Purchase Behaviour) 12.812 < .001 Significant differences
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Table 5 reports the differences across monthly living expense groups. All five core variables vary significantly by expenditure 
level (p < .05). Students with higher living allowances generally have more discretionary income, making it easier for them 
to set aside money for green products; at the same time, their value orientations and consumption habits appear more inclined 
towards supporting environmentally responsible options. These findings suggest that family economic conditions, to some 
extent, shape how students view green consumption, how willing they are to act on it, and how steadily they maintain green 
purchasing behaviour.

Table 5. One-Way ANOVA for Monthly Living Expenses

Variable F p Conclusion

GCA (Green Consumption Attitude) 5.508 0.001 Significant group differences

SN (Subjective Norms) 4.565 0.004 Significant differences

PBC (Perceived Behavioural Control) 2.893 0.037 Significant differences

GBI (Green Purchase Intention) 3.907 0.01 Significant differences

GPB (Green Purchase Behaviour) 4.052 0.008 Significant differences

Taken together with the earlier results, it is clear that gender, educational level and monthly living expenses all exert 
significant influence on students’ scores for GCA, SN, PBC, GBI and GPB.

3.6 Empirical Examination of the Mediation Model
3.6.1 Effects of Independent Variables on Mediators and Outcome Variables (Direct Effects)
To examine how Subjective Norms (SN) and Perceived Behavioural Control (PBC) operate within the model, the analysis 
first focuses on their direct effects on Green Consumption Attitude (GCA), Green Buying Intention (GBI) and Green Purchase 
Behaviour (GPB). The corresponding estimates are reported in Table 6, with separate panels for the SN and PBC models. 
This layout allows the direct links from each independent variable to the two mediators and to the behavioural outcome to be 
viewed and compared in a straightforward way.

Table 6. Main Effects Regression Results (SN and PBC Models)

Path β SE t p 95% CI

SN → GCA 0.9304 0.0392 23.7396 < .001 [0.8531, 1.0078]

SN → GBI 0.6271 0.0891 7.0413 < .001 [0.4513, 0.8028]

GCA → GBI (SN model) 0.2281 0.0834 2.7353 0.0069 [0.0635, 0.3926]

SN → GPB (direct effect) 0.2042 0.0872 2.3423 0.0203 [0.0322, 0.3762]

GBI → GPB (SN model) 0.5072 0.0649 7.8167 < .001 [0.3792, 0.6353]

PBC → GCA 0.8229 0.0472 17.4242 < .001 [0.7297, 0.9161]

PBC → GBI 0.5486 0.0673 8.1516 < .001 [0.4158, 0.6814]

GCA → GBI (PBC model) 0.3202 0.0649 4.937 < .001 [0.1922, 0.4482]

PBC → GPB (direct effect) 0.2867 0.0685 4.1824 < .001 [0.1514, 0.4219]

GBI → GPB (PBC model) 0.4361 0.0651 6.6948 < .001 [0.3076, 0.5647]

In the SN model, Subjective Norms (SN) show a strong, positive effect on Green Consumption Attitude (GCA) (β = 0.9304, 
p < .001). When students feel that family members, friends or other important groups expect them to consume in a more 
environmentally friendly way, their overall evaluation of green consumption becomes noticeably more favourable. In the SN 
model, Subjective Norms (SN) also show a clear direct effect on Green Buying Intention (GBI) (β = 0.6271, p < .001). When 
students feel that people around them expect them to consume in a greener way, they are more likely to plan to buy green 
products. Green Consumption Attitude (GCA) is likewise a significant predictor of GBI (β = 0.2281, p = .0069), which means 
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that more favourable views of green consumption tend to go hand in hand with stronger intentions to purchase such products.
At the behavioural level, SN continues to play a role. Its direct effect on Green Purchase Behaviour (GPB) remains significant 
(β = 0.2042, p = .0203), while the coefficient for GBI is even larger (β = 0.5072, p < .001). These results indicate that 
intention stands closest to actual behaviour in the overall chain and has substantial weight in explaining whether green 
purchases take place.
The PBC model points in a similar direction. Perceived Behavioural Control (PBC) has a significant positive effect on GCA 
(β = 0.8229, p < .001), suggesting that students who believe they have enough time, money, information or convenience to act 
in an environmentally friendly way tend to hold more positive attitudes toward green consumption. PBC also predicts GBI (β 
= 0.5486, p < .001), implying that a stronger sense of being able to act makes students more likely to plan green purchases. In 
this model, GCA once again shows a significant association with GBI (β = 0.3202, p < .001), confirming that attitude remains 
an important part of intention formation.
For GPB, PBC’s predictive effect is likewise significant (β = 0.2867, p < .001), implying that higher perceived capability is 
associated with both stronger willingness and more frequent green purchasing in practice. GBI continues to show a robust 
positive effect on GPB (β = 0.4361, p < .001), consistent with the SN model.
Taken together, both SN and PBC significantly affect GCA, GBI and ultimately GPB, and the direction of these links fits 
well with the logic of the Theory of Planned Behaviour. Social expectations and perceived capability jointly shape students’ 
attitudes and intentions and, through them, their actual purchasing choices. These direct-effect results provide a solid base for 
the subsequent tests of single and serial mediation.

3.6.2 Testing of Single Mediation Paths
To test whether Subjective Norms (SN) and Perceived Behavioural Control (PBC) indirectly shape Green Purchase Behaviour 
(GPB) via Green Consumption Attitude (GCA) or Green Buying Intention (GBI), the study applied a bootstrap-based 
mediation analysis. Using 5,000 resamples, the indirect effects along each path were estimated and their confidence intervals 
derived. The detailed results of these single mediation tests are summarised in Table 7.

Table 7. Single Indirect Effects (SN and PBC Models)

Mediation Path Effect Boot SE 95% CI Significance

SN → GCA → GPB 0.1309 0.0781 [-0.0326, 0.2722] Not significant

SN → GBI → GPB 0.3181 0.0718 [0.1950, 0.4773] Significant

PBC → GCA → GPB 0.1157 0.0623 [-0.0064, 0.2432] Not significant

PBC → GBI → GPB 0.2392 0.053 [0.1425, 0.3494] Significant

In the SN model, the indirect effect for the path running from Subjective Norms (SN) to Green Purchase Behaviour (GPB) via 
Green Consumption Attitude (GCA) is 0.1309, with a 95 % bootstrap confidence interval of −0.0326 to 0.2722. Because the 
interval crosses zero, this mediation path is not statistically supported. In other words, stronger social expectations do raise 
GCA, but this attitudinal gain does not, by itself, bring about a stable increase in green purchasing.
By contrast, the path from SN to GPB through Green Buying Intention (GBI) shows clear evidence of mediation. The indirect 
effect is 0.3181, and the 95 % confidence interval of 0.1950 to 0.4773 lies entirely above zero. This pattern indicates that the 
influence of SN on behaviour operates mainly by reinforcing GBI, rather than through changes in attitude alone.
A comparable picture appears in the PBC model. The indirect effect of Perceived Behavioural Control (PBC) on GPB via 
GCA is 0.1157, with a confidence interval of −0.0064 to 0.2432 that includes zero, so this route is not statistically significant. 
Even when students believe they possess the resources or ability needed for green consumption, improvements in attitude 
do not reliably translate into actual purchasing. In contrast, the pathway from PBC to GPB mediated by GBI is significant: 
the indirect effect is 0.2392, and the confidence interval of 0.1425 to 0.3494 excludes zero. A stronger sense of behavioural 
control therefore tends to foster purchase intentions, which subsequently raise the probability of engaging in green 
purchasing.
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Across both models, only the intention-based mediation paths are consistently significant, whereas the attitude-based paths 
fail to reach statistical significance. These results highlight the pivotal role of GBI in the development of green purchasing 
behaviour and accord with the Theory of Planned Behaviour, which treats intention as the most immediate determinant of 
action.

3.6.3 Testing of the Sequential Mediation Path
To clarify whether Subjective Norms (SN) and Perceived Behavioural Control (PBC) shape Green Purchase Behaviour (GPB) 
through a stepwise psychological process in which Green Consumption Attitude (GCA) precedes Green Buying Intention 
(GBI), the analysis applied PROCESS Model 6 to test sequential mediation. Indirect effects were estimated using 5,000 
bootstrap resamples, and the resulting coefficients and confidence intervals are summarised in Table 8.

Table 8. Serial Mediation Effects from GCA through GBI to GPB

Serial Path Effect Boot SE 95% CI Significance

SN → GCA → GBI → GPB 0.1076 0.0534 [0.0022, 0.2142] Significant

PBC → GCA → GBI → GPB 0.1149 0.0379 [0.0462, 0.1955] Significant

In the SN model, the sequential mediation effect of Subjective Norms (SN) on Green Purchase Behaviour (GPB) via Green 
Consumption Attitude (GCA) and then Green Buying Intention (GBI) is 0.1076, with a 95 % bootstrap confidence interval 
of [0.0022, 0.2142]. Because the interval does not include zero, this chain is statistically significant. The result indicates 
that social expectations first shape students’ overall attitudes towards green consumption, these more positive attitudes 
then strengthen their intention to buy green products, and the reinforced intention ultimately promotes greener purchasing 
behaviour.
In the PBC model, the sequential pathway from Perceived Behavioural Control (PBC) through GCA and GBI to GPB shows 
an indirect effect of 0.1149, with a 95 % bootstrap confidence interval of [0.0462, 0.1955], again entirely above zero. This 
pattern suggests that when students believe they have sufficient ability, resources or conditions to practise green consumption, 
they tend to develop more favourable attitudes. These more positive attitudes then feed into stronger purchase intentions, and 
students who report higher levels of intention are, in turn, more likely to engage in green purchasing in everyday life.
Looking across both models, a similar pattern appears. No matter whether the starting point is social pressure captured by 
Subjective Norms (SN) or a stronger sense of capability reflected in Perceived Behavioural Control (PBC), the influence 
on Green Purchase Behaviour (GPB) passes through the same chain: attitudes become more positive, intentions grow 
stronger and behaviour follows. Green Buying Intention (GBI) sits at the centre of this process as the main link between the 
psychological drivers and the eventual purchasing choices. This structure is highly consistent with the Theory of Planned 
Behaviour, which views intention as the closest step before action.

3.7 Summary of Hypothesis Testing Results
Across the analysis, both Subjective Norms (SN) and Perceived Behavioural Control (PBC) are linked with higher scores on 
Green Consumption Attitude (GCA), Green Buying Intention (GBI) and Green Purchase Behaviour (GPB). This suggests 
that what students think others expect of them, and how capable they feel of acting, are two important external forces behind 
green purchasing. At the same time, the mediation tests show an interesting imbalance. GCA does not emerge as a significant 
single mediator, whereas GBI plays a steady and comparatively stronger mediating role. In other words, many students agree 
with green ideas at the level of belief, but these beliefs rarely move straight into behaviour; it is intention that acts as the 
more decisive psychological driver [25][26]. The sequential mediation results add to this picture: once GCA is activated and then 
reinforces GBI, the two together form a psychological chain that supports the emergence of green purchasing behaviour [27].
The direct-effect estimates point in the same direction. SN and PBC both show significant positive links with GCA (supporting 
H1 and H2), and higher levels of GCA are associated with stronger GBI (supporting H3). GBI, in turn, remains the most 
stable predictor of GPB (supporting H4), outlining a pathway through which intention channels internal motivation into 
observable behaviour. In the single mediation tests, the indirect paths via GBI are significant for both SN and PBC (supporting 
H6 and H9). By contrast, the indirect paths via GCA do not reach statistical significance (not supporting H5 and H8), echoing 
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earlier evidence that attitude alone does not reliably trigger behavioural change [25][28].
The chained mediation results add further nuance. SN and PBC both give rise to a continuous process in which more 
favourable attitudes strengthen intentions, and stronger intentions subsequently raise the likelihood of green purchasing. 
Both sequential paths reach statistical significance (supporting H7 and H10). GCA therefore plays more of a preparatory role: 
although it cannot independently predict GPB, it contributes to the formation of GBI, which then converts motivation into 
behaviour [29][26].
In sum, eight of the ten hypotheses are supported, indicating that the overall framework is highly consistent with the logical 
structure of the Theory of Planned Behaviour. The results also pinpoint Green Buying Intention as the central psychological 
mechanism linking attitude to behaviour. This helps explain why many university students report strong environmental 
attitudes yet display relatively modest behavioural engagement, and it offers concrete empirical evidence for understanding 
the dynamics of green consumption among young people. The full set of hypothesis results is summarised in Table 9.

Table 9. Summary of Hypotheses Testing

Hypothesis Description Supported

H1 Subjective norms have a positive effect on green consumption attitude Yes

H2 Perceived behavioural control has a positive effect on green consumption attitude Yes

H3 Green consumption attitude has a positive effect on green purchase intention Yes

H4 Green purchase intention has a positive effect on green purchase behaviour Yes

H5 Subjective norms influence green purchase behaviour through green consumption attitude No

H6 Subjective norms influence green purchase behaviour through green purchase intention Yes

H7 Subjective norms influence green purchase behaviour through the sequential mechanism of green con-
sumption attitude and green purchase intention Yes

H8 Perceived behavioural control influences green purchase behaviour through green consumption attitude No

H9 Perceived behavioural control influences green purchase behaviour through green purchase intention Yes

H10 Perceived behavioural control influences green purchase behaviour through the sequential mechanism of 
green consumption attitude and green purchase intention Yes

4.Conclusions and Recommendations
4.1 Research Conclusions
Building on the Theory of Planned Behaviour (TPB), the analysis links two core external conditions—social expectations 
and perceived capability, captured by Subjective Norms (SN) and Perceived Behavioural Control (PBC)—to the internal 
psychological processes of Green Consumption Attitude (GCA) and Green Buying Intention (GBI), and finally to Green 
Purchase Behaviour (GPB). Together, these elements form an integrated framework for understanding how green purchasing 
develops among university students.
The empirical results show that both SN and PBC significantly reinforce students’ attitudes toward green consumption. 
Signals from family, peers and the wider social environment, as well as students’ own judgements about whether they have 
sufficient time, resources and ability, are all associated with more positive evaluations of green products and practices [30][14]. 
The findings further point to a clear progression: more favourable attitudes are associated with stronger purchasing intentions, 
and intention, in turn, is a powerful predictor of actual behaviour, outlining a relatively stable chain from attitude to intention 
and then to green purchasing [31].
The mediation results refine this picture. SN and PBC influence GPB primarily through GBI, whereas the single mediation 
paths that rely only on GCA do not reach statistical significance. This pattern indicates that intention functions as the main 
psychological driver of green purchasing, exerting a stronger and more direct influence than attitude on its own [25][16]. At the 
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same time, the sequential pathway shows that SN and PBC first help to build more positive green consumption attitudes, and 
these enhanced attitudes then strengthen intention before behaviour takes shape [14].
Taken together, the evidence suggests that university students’ green purchasing behaviour arises from the combined effects 
of social influence, perceived capability, attitude formation and purchase intention. Among these, intention consistently 
emerges as the pivotal component linking upstream psychological factors with downstream action [25][16]. This also helps 
to explain why many students report strong environmental attitudes yet do not always display equally strong behavioural 
engagement. The findings are broadly consistent with TPB and offer a clearer account of the psychological mechanisms 
underlying the attitude–behaviour gap often observed in studies of green consumption [31][14].

4.2 Research Recommendations
The results indicate that students’ green consumption behaviour is shaped jointly by social expectations, perceived capability, 
attitudes and intentions. These interacting factors create multiple entry points for intervention across higher education, public 
policy and commercial practice [14][32][33][34][35][36].
The empirical evidence also shows that perceived behavioural control plays a central role in shaping attitudes, intentions 
and actions. Universities can respond by improving access to green consumption resources, such as increasing the number 
of outlets selling green products, promoting second-hand exchange platforms and offering low-carbon delivery options 
or reusable everyday items. Reducing the time, effort and financial cost required to act in environmentally friendly ways 
lowers the practical threshold for participation and encourages students to view green consumption as achievable rather than 
aspirational [37][38][39].
Commercial actors around university campuses reinforce or weaken these tendencies. Retailers and service providers around 
university campuses can also shape how far students move from intention to concrete green purchasing. When green products 
are easy to find, straightforward to use and perceived as reliable, students are less likely to abandon their plans at the decision 
stage [31][40]. Tactics such as temporary price discounts, simple loyalty programmes or deposit–refund and reusable packaging 
schemes can further raise the appeal of sustainable options and keep students choosing them even when money is tight [41][38].
Public policy can reinforce these efforts by building incentives for sustainable behaviour into everyday campus life [42][43].

5.Research Limitations
Despite offering both theoretical and practical insights, the study still has several limitations that leave room for improvement 
in future work. The use of self-administered questionnaires means that the data are likely to be affected by social desirability 
bias, as some respondents may give answers that appear more environmentally responsible than their actual behaviour. Later 
studies could combine questionnaires with behavioural tracking data, field or laboratory experiments and real purchasing 
records, so that green purchasing behaviour is observed in a more objective and verifiable way.

Funding
No

Conflict of Interests
The authors declare that there is no conflict of interest regarding the publication of this paper.

Reference
[1]	� Essiz, O., Yurteri, S., Mandrik, C., & Senyuz, A. (2022). Exploring the value–action gap in green consumption: Roles of 

risk aversion, subjective knowledge, and gender differences. Journal of Global Marketing, 36(1), 67–92. https://doi.org/1
0.1080/08911762.2022.2116376

[2]	� Fu, H. (2023). A comprehensive review of nature-based solutions: Current status and future research. AIMS Environmen-
tal Science, 10(5), 677–690. https://doi.org/10.3934/environsci.2023037

[3]	� Hua, K., & Pang, X. (2024). Investigation into the factors affecting the green consumption behavior of China rural 
residents in the context of dual carbon. Sustainability, 16(13), 5797. https://doi.org/10.3390/su16135797

[4]	� Mahmoud, M. A., Tsetse, E. K. K., Tulasi, E. E., & Muddey, D. K. (2022). Green packaging, environmental awareness, 
willingness to pay and consumers’ purchase decisions. Sustainability, 14(23), 16091. https://doi.org/10.3390/



13

Vol. 2 No. 6 (2025)Asia Pacific Economic and Management Review

su142316091
[5]	� Pei, Y., Chen, X., Niu, Z., Su, X., Wang, Y., & Wang, X. (2023). Effects of nitrogen fertilizer substitution by cow manure 

on yield, net GHG emissions, carbon and nitrogen footprints in sweet maize farmland in the Pearl River Delta in China. 
Journal of Cleaner Production, 399, 136676. https://doi.org/10.1016/j.jclepro.2023.136676

[6]	� Kayani, U. N., Haque, A., Kulsum, U., Mohona, N. T., & Hasan, F. (2023). Modeling the antecedents of green consump-
tion values to promote the green GCAitude. Sustainability, 15(17), 13111. https://doi.org/10.3390/su151713111

[7]	� Çam, S., Tuna, M. F., & Bayır, T. (2025). Understanding green consumption: Exploring the role of socially responsible 
GCAitudes in sustainable buying behavior. Discover Sustainability, 6, 372. https://doi.org/10.1007/s43621-025-01223-8

[8]	� Hong, Y., Al Mamun, A., Masukujjaman, M., & Yang, Q. (2024). Sustainable consumption practices among Chinese 
youth. Humanities and Social Sciences Communications, 11, 1058. https://doi.org/10.1057/s41599-024-03582-5

[9]	� Mbokane, L., & Modley, L.-A. (2024). Green consumerism in young adults: GCAitudes and awareness in university 
students in Johannesburg, South Africa. Sustainability, 16(5), 1898. https://doi.org/10.3390/su16051898

[10]	� Zhuo, Z., Ren, Z., & Zhu, Z. (2022). GCAitude–behavior gap in green consumption behavior: A review. Journal of 
Economics, Management and Trade, 28(12), 12–28. https://doi.org/10.9734/jemt/2022/v28i121065

[11]	� Margariti, K., Hatzithomas, L., & Boutsouki, C. (2024). Elucidating the gap between green GCAitudes, intentions, and 
behavior through the prism of greenwashing concerns. Sustainability, 16(12), 5108. https://doi.org/10.3390/su16125108

[12]	� Shi, J., & Jiang, Z. (2023). Willingness to pay a premium price for green products: Does a reference group mGCAer? 
Environmental Development and Sustainability, 25, 8699–8727. https://doi.org/10.1007/s10668-022-02419-y

[13]	� Patiño-Toro, O. N., Valencia-Arias, A., Palacios-Moya, L., Uribe-Bedoya, H., Valencia, J., Londoño, W., & Gallegos, 
A. (2024). Green purchase intention factors: A systematic review and research agenda. Sustainable Environment, 10(1), 
Article 2356392. https://doi.org/10.1080/27658511.2024.2356392

[14]	� He, J., & Sui, D. (2024). Investigating college students' green food consumption intentions in China: Integrating the 
Theory of Planned Behavior and Norm Activation Theory. Frontiers in Sustainable Food Systems, 8, 1404465. https://
doi.org/10.3389/fsufs.2024.1404465

[15]	� Witek, L., & Kuźniar, W. (2024). Green purchase behaviour gap: The effect of past behaviour on green food product 
purchase intentions among individual consumers. Foods, 13(1), 136. https://doi.org/10.3390/foods13010136

[16]	� Lai, X., Deng, W., Wang, M., Zhao, J., Zhu, H., & Dai, F. (2024). Green consumption behavior study of college students 
based on the Theory of Planned Behavior: Taking Hubei Polytechnic University as an example. Journal of Education, 
Humanities and Social Sciences, 42, 69–74. https://doi.org/10.54097/vgp97485

[17]	� Chuah, S. C., & Lu, J. (2019). Green purchase behavior: A study on Malaysian and Chinese millennials. Malaysian 
Journal of Consumer and Family Economics, 23, 149–172. https://majcafe.com/wp-content/uploads/2022/11/2019-Vol-
23-Paper-8.pdf

[18]	� Lu, J. (2024). Research on consumers’ green consumption behavior in the post-epidemic era. International Journal of 
Research and Innovation in Social Science, 8(15), 221–232. https://doi.org/10.47772/IJRISS.2024.815EC0017

[19]	� Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 16(3), 297–334. https://doi.
org/10.1007/BF02310555

[20]	� Vaske, J. J., Beaman, J., & Sponarski, C. C. (2016). Rethinking internal consistency in Cronbach’s alpha. Leisure 
Sciences, 39(2), 163–173. https://doi.org/10.1080/01490400.2015.1127189

[21]	� Izah, S. C., Sylva, L., & Hait, M. (2023). Cronbach's alpha: A cornerstone in ensuring reliability and validity in environ-
mental health assessment. ES Energy & Environment, 23, 1057. https://doi.org/10.30919/esee1057

[22]	� Shrestha, N. (2021). Factor analysis as a tool for survey analysis. American Journal of Applied Mathematics and 
Statistics, 9(1), 4–11. https://doi.org/10.12691/ajams-9-1-2

[23]	� Al Hilal, N. S. H. (2023). The impact of the use of augmented reality on online purchasing behavior sustainability: The 
Saudi consumer as a model. Sustainability, 15(6), 5448. https://doi.org/10.3390/su15065448

[24]	� He, J. J., Wang, Z. J., Liu, X. N., Wang, Y. P., Zhao, C. X., Lu, F., & Cao, D. P. (2023). Moderating role of family func-



14

Vol. 2 No. 6 (2025)Asia Pacific Economic and Management Review

tioning and resource support in the relationship between career calling and academic burnout among Chinese medical 
students during the controlled COVID-19 pandemic: A cross-sectional study. Annals of Medicine, 55(2). https://doi.org/
10.1080/07853890.2023.2294334

[25]	� Fatoki, O. (2023). Determinants of green purchase behaviour of university students in South Africa. Economics and 
Environment, 86(3), 556–582. https://doi.org/10.34659/eis.2023.86.3.607

[26]	� Shang, W., Zhu, R., Liu, W., & Liu, Q. (2024). Understanding the influences on green purchase intention with modera-
tion by sustainability awareness. Sustainability, 16(11), 4688. https://doi.org/10.3390/su16114688

[27]	� Hakuduwal, K. (2025). Green awareness and green purchase intention: Examining the mediating role of environmental 
GCAitude among university students in Nepal. International Journal of Management Research and Emerging Sciences, 
15(1). https://doi.org/10.56536/ijmres.v15i1.757

[28]	� Chen, Y., Liu, Q., Shan, S., & Jin, C. (2024). Matching is best: Enhancing effects of future orientation and construal 
level on green consumption. Behavioral Sciences, 14(11), 1100. https://doi.org/10.3390/bs14111100

[29]	� Eti, H. S. (2024). Cultural and generational differences in predicting green consumption: A mediated moderation model. 
Sosyoekonomi, 32(59), 11–30. https://doi.org/10.17233/sosyoekonomi.2024.01.01

[30]	� Aisyah, D. D., & Cahyasita, D. (2023). Investigating the factor influencing Indonesian consumers’ intention to purchase 
green products in Indonesia: Applying the Theory of Planned Behavior. Buletin Penelitian Sosial Ekonomi Pertanian 
Fakultas Pertanian Universitas Haluoleo, 25(2), 92–102. https://doi.org/10.37149/bpsosek.v25i2.840

[31]	� Sousa, S., Correia, E., Viseu, C, & Larguinho, M. (2022). Analysing the influence of companies’ green communication 
in college students’ green purchase behaviour: An application of the extended Theory of Planned Behaviour model. 
Administrative Sciences, 12(3), 80. https://doi.org/10.3390/admsci12030080

[32]	� Xie, S., & Madni, G. R. (2023). Impact of social media on young generation’s green consumption behavior through 
subjective norms and perceived green value. Sustainability, 15(4), 3739. https://doi.org/10.3390/su15043739

[33]	� Gan, Y., Li, S., Liu, C., Deng, J., & Gao, J. (2025). The mediating role of subjective norms and green self-efficacy in 
marine environmental GCAitudes and behaviors among Chinese university students. Sustainability, 17(5), 2224. https://
doi.org/10.3390/su17052224

[34]	� Hong, M. (2022). Research on the green consumption of college students and the practice of campus ecological 
community in the new era. Frontiers in Humanities and Social Sciences, 2(10), 197–201. https://doi.org/10.54691/fhss.
v2i10.2478

[35]	� Li, L., Huang, W., Gao, Z., Xu, Y., & Huang, C.-H. (2021). Determinants that influence green consumption intention: An 
investigation of environmental perceptions of college students in China. International Journal of Engineering, Business 
and Management, 5(5), 1–5. https://doi.org/10.22161/ijebm.5.5.1

[36]	� Zahra, M. S. A., & Nugrahawati, E. N. (2025). Pengaruh konformitas teman sebaya terhadap drinking intention pada 
mahasiswa pengonsumsi minuman beralkohol. Bandung Conference Series: Psychology Science, 5(1). https://doi.
org/10.29313/bcsps.v5i1.16892

[37]	� Wang, X., Waris, I., Bhutto, M. Y., Sun, H., & Hameed, I. (2022). Green initiatives and environmental concern foster 
environmental sustainability: A study based on the use of reusable drink cups. International Journal of Environmental 
Research and Public Health, 19(15), 9259. https://doi.org/10.3390/ijerph19159259

[38]	� Quynh, P. N. H., Phuong, N. V., Thuy, T. T. T., Khoa, V. D., Cuc, L. T., Thanh, T. T. M., & Hung, P. M. (2025). Key 
factors shaping students’ intention to choose green industrial products: A Hanoi, Vietnam case study. Multidisciplinary 
Science Journal, 7(8), 2025401. https://doi.org/10.31893/multiscience.2025401

[39]	� Islam, Q., & Ali Khan, S. M. F. (2024). Assessing consumer behavior in sustainable product markets: A structural 
equation modeling approach with partial least squares analysis. Sustainability, 16(8), 3400. https://doi.org/10.3390/
su16083400

[40]	� Iqbal, A., Saraswati, E., T, S., & Tojibussabirin, M. (2024). Green consumption behaviour in Indonesia: Exploring the 
role of government support. Cogent Social Sciences, 10(1), 2439546. https://doi.org/10.1080/23311886.2024.2439546



15

Vol. 2 No. 6 (2025)Asia Pacific Economic and Management Review

[41]	� Hasanudin, M., Marliyati, M., Gayatrie, C. R., Sulistyo, S., & Widiarto, A. (2024). Analysis of the effect of green 
perceived risk, green packaging, and green product on green purchase intention of culinary MSME products: A study 
on student consumers in Semarang City. Applied Accounting and Management Review, 3(2). https://doi.org/10.32497/
aamar.v3i2.6167

[42]	� Hao, J., Ye, X., Yu, C., Liu, J., Ruan, Y., Zhang, Y., Hong, F., & Zhang, D. (2023). A novel individual carbon emission 
evaluation and carbon trading model for low-carbon university campuses. Sustainability, 15(22), 15928. https://doi.
org/10.3390/su152215928

[43]	� Feng, Y., Feng, Y., & Liu, Z. (2025). Normative influences on carbon offset behavior: Insights from organic farming 
practices. Sustainability, 17(4), 1638. https://doi.org/10.3390/su17041638


