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Appendix
Appendix A1. Recent investigations (from 2019 onward) have used the Theory of Planned Behavior to explore green behaviors and related consumption patterns.
	Study
	Country
	Context
	Method
	Sample
	Antecedents
	Moderators
	PBC?
	Findings

	Dangelico et al. (2024)
	Italy
	Beverage industry
	Quantitative
	790
	Perceived consumer effectiveness, social influence, environmental concern, green perceived utility and perceived quality.
	Gender
	Yes
	Perceived quality, green perceived utility, and environmental concern positively influence the purchase intention. Gender moderates between perceived quality and purchase intention.

	Delistavrou et al. (2023)
	Germany, France, Greece, and Spain
	Cosmetic industry
	Quantitative
	1846
	Climate change risk perception, attitudes, subjective norms and PBC.
	Country
	Yes
	Attitudes, subjective norms and PBC significantly mediate between risk perception and intentions to buy green CPGs. Respondents' country of origin moderates the hypothesised relationships.

	Djafarova and Foots (2022)	United Kingdom
	Consumer goods
	Qualitative
	18
	Ethical consumption attitudes, subjective norms, and PBC.
	No
	Yes
	Generation Z is more aware of ethical and environmental issues and strongly desires to make ethical purchases.

	Hidalgo-Crespo and Amaya-Rivas, (2024)
	South America
	Waste reduction
	Quantitative
	3,805
	Attitude, subjective norms, PBC and intention to behave ecologically.
	External influences
	Yes
	Attitude, PBC and subjective norms significantly influence citizens' intentions. Intention to behave does not considerably affect recycling behaviour. External influences significantly moderate the link between intention and waste reduction behaviour.

	Hui and Khan (2022)
	China
	Green products
	Quantitative
	476
	Perceived social exclusion, attitude, social norms and PBC.
	Green self-identity
	Yes
	Social exclusion positively affects green product consumption attitudes, subjective norms, and PBC. TPB's components mediate the relationship between social exclusion and green product consumption intentions. Green self-identity moderates the relationship between social exclusion, green product attitudes, and subjective norms.

	Hussain et al. (2021)
	Pakistan
	Brick kiln industry
	Quantitative
	335
	Environmental concern, self-efficacy, subjective norms, PBC and attitude.
	N/A
	Yes
	Environmental concern and self-efficacy lead to attitudes, while subjective norms lead to intention. PBC and intentions lead to adoption intention.

	Loera et al. (2022)
	Germany, Italy, Poland, and the UK
	Organic food industry
	Quantitative
	1035
	Positive moral attitude, knowledge, trust and social norms.
	No
	Yes
	Intention depends on a positive moral attitude.

	Molina-Castillo et al. (2021)
	Austria, Sweden and the US
	Digital counterfeits
	Quantitative
	589
	Self-identity, embarrassment, ethical disposition and subjective norms.
	No
	Yes
	Social motives have a direct effect on purchase intention. Personal motives have an indirect impact on purchase intention.

	Naini and Reddy (2024)
	India
	Eco-friendly products
	Quantitative
	129
	Altruism, interpersonal influence, perceived environmental knowledge, environmental attitude, green awareness and green behaviour.
	No
	Yes
	Interpersonal influence has a greater direct influence on green purchase behaviour. Environmental attitude and green awareness mediate between altruism and green purchase intention. Green awareness and green behaviour mediate between environmental attitude and green consumption behaviour. Perceived environmental knowledge has no direct or indirect influence on green consumption behaviour.

	Najmi et al. (2021)
	Pakistan
	ICT industry
	Quantitative
	746
	Attitude, subjective norm, PBC, awareness of consequences and moral norm.
	No
	Yes
	Attitude, subjective norms, PBC, awareness of consequences, and moral norms significantly impact recycling intention.

	Nguyen and D'Souza (2024)
	Australia
	FMCG
	Quantitative
	426
	Moral norms, recycling consideration, attitude, subjective norms and PBC.
	Semiotic knowledge
	Yes
	Moral norms directly lead to purchase intention through attitudes, subjective norms, and PBC.

	Nketiah et al. (2024)
	China
	Renewable energy sector
	Quantitative
	408
	Egoistic value, attitude, subjective norms and PBC.
	N/A
	Yes
	TPB constructs mediate the link between egoistic value and residents' willingness to pay from clean energy.

	Ogiemwonyi (2024)
	Malaysia and Nigeria
	Eco-friendly products
	Quantitative
	547
	Green culture, green product trust, product value, price sensitivity, environmental awareness, PBC and attitude.
	Attitude
	Yes
	The impact of green culture on green behaviour is stronger than attitude. Attitude mediates between green culture, price sensitivity, PBC and green behaviour. The relationship between attitude and price sensitivity differs across countries.

	Pisitsankkhakarn and Vassanadumrongdee (2020)
	Thiland
	Remanufacturing vehicle industry
	Quantitative
	200
	Attitude, subjective norms, PBC and product, place, price and promotion stimuli.
	No
	Yes
	Attitude and subjective norms are positively related to purchase intention. Product and price stimuli significantly enhance consumers' purchase intention through attitude.

	Prendergast and Tsang (2019)
	Hong Kong
	Socially responsible products
	Quantitative
	1,202
	Attitudes, subjective norms and PBC.
	No
	Yes
	Attitudes, subjective norms, and PBC are significant predictors of intention, and intention further leads to socially responsible consumption.

	Rehman et al. (2024)
	China
	Automotive industry
	Quantitative
	508
	Environmental concerns, technophilia, social norms, self-esteem, range confidence, price and battery cost and customer satisfaction.
	Government support, status symbol
	No
	Environmental concerns, technophilia, social norms, self-esteem, and range confidence significantly enhance satisfaction. Government support moderates the relationship.

	Saleki et al. (2019)
	Malaysia
	Organic food industry
	Quantitative
	242
	Attitude, subjective norm, PBC, moral norm, self-identity, and environmental concern and purchase intention.
	Price consciousness (PC)
	Yes
	Attitude, subjective norm, PBC, moral norm, self-identity, and environmental concern positively influence purchase intention. Furthermore, purchase intention mediates the relationship between these factors and purchase behaviour.

	Savelli et al. (2024)
	Italy
	Fashion industry
	Quantitative
	694
	Personality traits, personal motives, social motives and attitude.
	No
	No
	Personal & social motives lead to attitude, which further leads to intention.

	van Niekerk et al. (2024)
	Namibia
	Apparel industry
	Quantitative
	881
	Store atmospherics, trust, perceived awareness, self-identity, attitude and PB.C
	No
	Yes
	Store atmospherics lead to purchase intention.

	Wang et al. (2019)
	China
	Energy appliances
	Quantitative
	369
	Attitude, subjective norms, PBC, label cognition, awareness of consequences, attribution of responsibility, personal norms and energy efficiency label.
	Economic constraints, distrust
	Yes
	Attitude, subjective norms, and information on energy labels significantly impacts their intention to purchase energy-saving appliances.

	Wei et al. (2021)
	China
	Renewable energy
	Quantitative
	796
	Attitude, PBC, perceived value, environmental concerns and face concerns.
	No
	Yes
	Original and additional hypothesised predictors of purchase intention proved to be significant.

	Xu et al. (2020)
	China
	Green products
	Quantitative
	451
	Environmental consciousness, attitude, subjective norm, PBC, physical health concerns and past experiences.
	No
	Yes
	PBC, physical health concerns, and past experience lead to purchase intention. Environmental consciousness leads to intention through PBC.

	Zerbini et al. (2019)
	Italy
	Fair trade products
	Quantitative
	215
	Awareness of consequences, personal norms, attitude, and emotional empathy.
	No
	No
	Attitude, personal norms and empathy lead to purchase intention. Awareness of consequences and emotional empathy lead to personal norms and attitudes.

	Zhou et al. (2023)
	China
	Sustainable Housing
	Quantitative
	241
	Subjective knowledge, attitudes, PBC, subjective norms, environmental concern, personal norms, awareness of consequence, and ascription of responsibility.
	No
	Yes
	Egoistic and altruistic cognitions both influence purchase intention.

	Source: Authors own work
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