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ABSTRACT 
The transition toward green economies requires more than technological innovation and environmental 

regulation; it demands behavioural transformation among consumers. Sustainable consumption—defined as 

the adoption of environmentally responsible purchasing, usage, and disposal practices—is fundamentally 

shaped by a wide range of psychological factors. This paper examines the psychological determinants 

influencing sustainable consumption patterns within emerging and mature green economies. Drawing on 

interdisciplinary theories from environmental psychology, behavioural economics, cognitive science, and 

social influence research, the study explores how values, attitudes, motivation, identity, emotions, risk 

perception, social norms, and cognitive biases shape individuals’ sustainable choices. Using an integrative 

literature review supported by illustrative empirical findings, the paper argues that psychological drivers 

are equally, if not more, influential than economic incentives in promoting eco-friendly consumption. The 

study concludes by presenting a conceptual framework for understanding sustainable consumer behaviour 

in green economies and recommends strategies for policymakers, businesses, and educators to strengthen 

psychological enablers of sustainability. 

Introduction  

Global challenges such as climate change, 

biodiversity loss, resource depletion, and 

pollution have compelled nations to adopt green 

economic models. These models emphasize low-

carbon technologies, circular resource flows, 

renewable energy, and environmentally 

conscious production systems. However, 

technological advancements alone cannot 

guarantee sustainability. Consumers play an 

essential role in shaping market demand, 

reducing environmental footprints, and 

prompting businesses to adopt sustainable 

practices. 

Sustainable consumption encompasses a broad 

spectrum of behaviors including energy 

conservation, recycling, purchase of eco-labelled 

goods, reduced material consumption, plant-

based diets, sustainable mobility choices, and 

participation in the circular economy. Although 

economic and infrastructural factors (e.g., price, 

availability, policy incentives) influence 

consumer choices, a growing body of research 

highlights that psychological determinants—

values, attitudes, identity, perceived behavioural 

control, moral emotions, norms, and cognitive 

heuristics—are critical predictors of 

environmental behaviour. 

Despite increasing awareness, there remains a 

persistent “attitude–behaviour gap,” where 

consumers express concern for the environment 

but fail to translate intentions into sustained 

behaviour. Understanding the underlying 

psychological mechanisms is therefore essential 

for developing targeted interventions that can 

facilitate the shift toward sustainable 

consumption. 

This paper explores these mechanisms in the 

context of green economies and proposes a 

comprehensive framework that integrates 

psychological influences with socio-economic 

variables. 
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2. Literature Review 

2.1 Conceptualizing Sustainable Consumption 

Sustainable consumption is typically defined as 

the use of goods and services that meet basic 

needs while minimizing environmental harm 

across the product lifecycle. It involves a shift 

from material-intensive consumption patterns to 

more mindful, ethical, and efficient use of 

resources. This requires a change in personal 

habits, decision-making processes, and long-term 

preferences—making psychology central to the 

discussion. 

In green economies, consumers are not merely 

passive recipients of sustainable products; they 

are active agents influencing market dynamics. 

Understanding their motivations and barriers 

requires insights into cognitive processing, 

emotional responses, and social influences. 

2.2 Environmental Values and Value Orientations 

Values form the foundation of sustainability 

behaviour. Three dominant value orientations 

influence environmental behaviour: 

2.2.1 Biospheric Values 

Consumers who prioritize ecological welfare are 

more likely to adopt sustainable consumption 

practices. These individuals consider 

environmental protection an end in itself. 

2.2.2 Altruistic Values 

These values emphasize the welfare of other 

people and future generations. Individuals with 

strong altruistic values show support for 

sustainable practices that prevent harm to 

others. 

2.2.3 Egoistic Values 

Consumers with egoistic values focus on personal 

benefit, cost savings, or convenience. Their 

sustainable behaviour tends to be contingency 

based (e.g., saving electricity to reduce bills). 

Studies consistently show that biospheric and 

altruistic values strongly predict sustainable 

behaviors, whereas egoistic values may weaken 

long-term commitment. 

2.3 Environmental Attitudes and Beliefs 

Attitudes describe general evaluations of 

sustainability issues. According to the Theory of 

Planned Behaviour (TPB), attitudes toward 

behaviour influence intention, which 

subsequently predicts actual behaviour. However, 

the relationship is moderated by contextual 

constraints. 

Consumers with positive environmental attitudes 

are more likely to: 

• purchase eco-labelled products 

• choose energy-efficient appliances 

• engage in recycling 

• prefer low-carbon transport modes 

Nevertheless, positive attitudes often do not lead 

to action due to economic, psychological, or 

structural barriers. 

2.4 Environmental Identity and Self-Concept 

Identity-based motivation plays a powerful role in 

sustainable behaviour. When individuals perceive 

themselves as “environmentally responsible,” they 

engage in behaviors consistent with that identity. 

Environmental identity is shaped by: 

• childhood exposure to nature 

• cultural narratives 

• personal values 

• community influence 

• participation in environmental activities 

Identity-congruent behaviour enhances 

commitment and reduces the likelihood of 

reverting to unsustainable habits. 

2.5 Emotions and Moral Motivation 

2.5.1 Guilt and Moral Obligation 

Moral emotions influence decisions that involve 

social or ecological responsibility. Guilt 

encourages behaviour aligned with ethical 

standards, such as reducing waste or supporting 

fair-trade products. 
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2.5.2 Empathy and Connectedness to Nature 

Empathy toward other species and future 

generations increases readiness to engage in 

conservation behaviors. 

2.5.3 Pride and Emotional Reward 

Positive emotions reinforce sustainable 

behaviour through internal satisfaction and 

social approval. 

2.6 Perceived Behavioural Control and Self-

Efficacy 

According to TPB, perceived behavioural control 

(PBC) determines whether positive intentions 

result in actual behaviour. If consumers feel that 

sustainable options are accessible, convenient, 

and manageable, they are more likely to adopt 

them. 

Self-efficacy additionally influences sustainable 

habits such as: 

• reducing household waste 

• minimizing water use 

• following sustainable diets 

Higher self-efficacy correlates with stronger 

behavioural intentions. 

 

2.7 Social Norms and Social Influence 

2.7.1 Descriptive Norms 

People are influenced by what they perceive 

others doing. For example, observing neighbours 

using solar panels increases likelihood of 

adoption. 

2.7.2 Injunctive Norms 

These norms involve perceived approval or 

disapproval of behaviour by society. 

2.7.3 Group Identity and Social Belonging 

Belonging to environmentally active 

communities increases commitment to 

sustainability. 

Social norms are important because sustainable 

behaviour is often publicly observable—

recycling, reusable bags, cycling—making social 

approval a significant motivator. 

2.8 Cognitive Biases and Heuristics 

2.8.1 Status Quo Bias 

Consumers often stick to habitual behaviors even 

when sustainable alternatives exist. 

2.8.2 Availability Heuristic 

People estimate environmental risks based on 

vivid examples rather than data. Media coverage 

influences concern. 

2.8.3 Present Bias 

Consumers discount long-term benefits of 

sustainable actions in favour of immediate 

convenience or comfort. 

2.8.4 Green Halo Effect 

The “halo” around eco-friendly branding may lead 

consumers to overestimate a product’s 

sustainability. 

Understanding these biases enables the design of 

nudges that encourage green behaviour. 

 

2.9 Motivation Theory and Sustainable Choices 

Motivation for sustainable consumption can be 

intrinsic or extrinsic: 

• Intrinsic motivation: personal satisfaction, 

moral fulfilment 

• Extrinsic motivation: incentives, rebates, social 

rewards 

Intrinsic motivation produces more sustainable, 

long-term behaviour. 

2.10 Cultural and Contextual Psychology 

Culture determines attitudes toward nature, 

consumption patterns, and environmental 

responsibility. Communitarian cultures 

emphasize collective responsibility, whereas 

individualistic cultures may rely on personal 

choice and economic incentives. 

3. Methodology (Conceptual Review-Based 

Approach) 

This paper uses an integrative review 

methodology combining theoretical frameworks, 



Academic Journal of Excellence  Bi-Annual Peer Reviewed Journal  

 

 

 

33 

 

Academic Journal of excellence Vol: I issue No.II        Dec 2025   Page No. 30-37 
https://doi.org/10.5281/zenodo.18038268 

Dr. Tina Singh 

 
www.academicjournal.co.in                                      Peer-reviewed-Multidisciplinary                        ISSN-3108-012X 
 

empirical findings, and interdisciplinary 

perspectives from psychology, behavioural 

economics, and sustainability research. Over 100 

peer-reviewed studies were examined to identify 

psychological predictors of sustainable 

consumption in the context of green economies. 

Key themes were extracted and used to construct 

an integrated conceptual model. 

4. Discussion: Psychological Determinants in 

Green Economies 

4.1 Interplay Between Psychological and 

Structural Factors 

Green economies aim to create supportive 

ecosystems through policies, infrastructure, and 

technological solutions. Yet psychological 

determinants often mediate how consumers 

respond to these systems. For example: 

• Subsidies for electric vehicles are more 

effective when environmental identity is strong. 

• Eco-labels work better when consumers trust 

institutions. 

• Sustainable packaging is adopted more by 

individuals with higher environmental 

awareness. 

In this sense, structural and psychological drivers 

are interdependent. 

4.2 Addressing the Attitude–Behaviour Gap 

Many individuals express environmental concern 

yet fail to practice sustainable consumption. This 

gap can be bridged by: 

1. Increasing self-efficacy 

2. Enhancing convenience and accessibility 

3. Reducing perceived risks and uncertainty 

4. Leveraging social norms 

5. Making sustainable behaviors 

emotionally rewarding 

Understanding psychological barriers is essential 

for designing effective interventions. 

 

 

4.3 Implications for Behavioural Interventions 

4.3.1 Nudging 

Slight changes in choice architecture (default 

green energy options, eco-friendly reminders) 

significantly shape behaviour. 

4.3.2 Social Marketing 

Campaigns should appeal to emotions, identity, 

and values rather than only providing facts. 

4.3.3 Gamification 

Digital apps with rewards for sustainable actions 

can increase engagement. 

4.3.4 Community-Based Interventions 

Collective initiatives strengthen social norms and 

create peer accountability. 

5. Conceptual Framework 

The conceptual framework for this study 

integrates established psychological theories and 

behavioural constructs to explain how individual-

level psychological factors influence sustainable 

consumption within emerging green economies. It 

proposes that sustainable consumer behaviour 

does not occur in isolation but is shaped by a 

dynamic interaction of cognitive, affective, social, 

and contextual drivers. These determinants 

operate through underlying psychological 

processes such as motivation, perception, value 

internalisation, social influence, and perceived 

behavioural control. The framework aims to 

clarify how these factors collectively guide an 

individual’s willingness to adopt eco-friendly 

practices, purchase green products, and engage in 

pro-environmental behaviours. 

5.1. Psychological Foundations of Sustainable 

Consumption 

Sustainable consumption is fundamentally rooted 

in environmental psychology, behavioural 

economics, and consumer behaviour theories. At 

its core, sustainable consumption requires 

individuals to prioritise long-term environmental 

well-being over short-term convenience or 
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personal gain. Psychological determinants—such 

as values, attitudes, habits, emotions, and social 

norms—serve as crucial internal mechanisms 

that shape these choices. 

The conceptual framework draws primarily 

from: 

• Theory of Planned Behaviour (TPB) 

• Value-Belief-Norm (VBN) Theory 

• Social Cognitive Theory (SCT) 

• Theory of Eco-Cognition and Environmental 

Identity 

• Behavioural Economics and Nudging 

Principles 

These theoretical foundations collectively inform 

the relationships among variables in the 

framework. 

5.2. Core Psychological Determinants 

5.2.1 Environmental Values 

Environmental values represent deep-rooted 

beliefs about the importance of protecting nature. 

These can be altruistic (concern for others), 

biospheric (concern for nature), or egoistic. 

In the framework, environmental values serve as 

initial motivators that shape attitudes toward 

sustainability. 

5.2.2 Environmental Attitudes and Beliefs 

Attitudes reflect an individual’s favourable or 

unfavourable evaluation of sustainable 

behaviour. Beliefs pertain to perceived 

consequences and responsibilities. 

Positive attitudes toward green products 

increase the likelihood of eco-friendly 

purchasing. 

5.2.3 Environmental Awareness and Knowledge 

Awareness of ecological issues, climate change, 

and resource depletion enhances individuals’ 

ability to make informed decisions. 

Knowledge acts as a cognitive antecedent 

influencing attitudes, perceived benefits, and risk 

assessments. 

5.2.4 Perceived Behavioural Control (PBC) 

Derived from TPB, PBC reflects one’s belief in their 

capacity to perform sustainable actions (e.g., 

afford, access, understand). 

Higher PBC increases behavioural intentions. 

5.2.5 Personal Norms and Moral Obligation 

According to VBN theory, personal norms emerge 

when individuals feel morally obligated to behave 

sustainably. 

Moral obligation acts as an internal regulator of 

behaviour, particularly when external incentives 

are weak. 

5.2.6 Self-Identity and Environmental Identity 

Environmental identity refers to the extent to 

which individuals view themselves as 

environmentally responsible. 

Sustainable consumption becomes a way to 

express identity, reinforcing consistent behaviour. 

5.2.7 Habits and Behavioural Routines 

Routine behaviours, such as recycling or choosing 

energy-efficient appliances, are influenced by 

habit formation. 

Habits mediate the relationship between intention 

and actual behaviour. 

5.2.8 Emotions and Affect 

Emotional responses—such as guilt, pride, 

empathy, and anticipated regret—strongly 

influence eco-friendly decisions. 

Affective responses often override rational cost–

benefit analysis. 

5.2.9 Social Norms and Peer Influence 

Social pressures, cultural expectations, and group 

behaviour influence individuals’ sustainable 

consumption. 

Descriptive norms (“what others do”) and 

injunctive norms (“what others approve”) both 

shape intentions. 

 

5.3. External Moderators and Contextual Factors 

While the study focuses on psychological 
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determinants, external conditions interact with 

internal processes and significantly affect 

sustainable choices. 

5.3.1 Availability and Accessibility of Green 

Products 

If sustainable products are scarce or costly, 

psychological motivation may not translate into 

action. 

5.3.2 Economic Incentives and Policy Instruments 

Subsidies, eco-taxes, and regulatory frameworks 

act as external facilitators or barriers. 

5.3.3 Technological Infrastructure 

Smart grids, IoT energy meters, and eco-labeling 

enhance visibility of environmental impacts, 

reinforcing behavioural change. 

5.4. Behavioural Intention as a Mediating 

Variable 

In alignment with TPB and VBN, behavioural 

intention serves as a central mediating construct 

within the framework. 

It represents the motivational state leading to 

actual sustainable behaviour. 

Psychological determinants → Intention → 

Sustainable Consumption 

Intention converts value-based decisions into 

real actions (e.g., buying organic products, 

reducing waste, using renewable energy). 

 

5.5. Sustainable Consumption Behaviour 

(Outcome Variable) 

In the conceptual model, sustainable 

consumption behaviour encompasses: 

• Eco-friendly purchasing decisions 

• Energy-saving actions 

• Waste reduction and recycling practices 

• Responsible use of resources 

• Preference for products with low carbon 

footprints 

• Support for green brands and ethical 

companies 

This behaviour represents the final outcome 

influenced by the sequence of psychological and 

contextual determinants. 

 

5.6. Proposed Conceptual Model 

The conceptual framework proposes the following 

relationships: 

1. Environmental values → Environmental 

attitudes → Intentions → Behaviour 

2. Awareness → Knowledge → Attitudes → 

Behaviour 

3. Perceived behavioural control → Intentions → 

Behaviour 

4. Personal norms → Moral obligation → 

Sustainable consumption 

5. Environmental identity → Habits → 

Sustainable actions 

6. Emotions (guilt, pride) → Intention → 

Behaviour 

7. Social norms → Intentions → Behaviour 

8. Contextual factors (price, availability, policy) 

moderate intention–behaviour link 

Thus, sustainable consumption results from a 

combined influence of internal psychological 

processes and external enabling factors. 

 

5.7. Contribution of the Framework 

This conceptual framework: 

• Integrates multiple psychological theories into 

a unified model 

• Highlights both rational (cognitive) and 

emotional (affective) behavioural drivers 

• Addresses gaps in sustainability literature by 

incorporating identity, habits, and affective 

determinants 

• Provides a comprehensive foundation for 

empirical testing in green economies 

• Supports policymakers and marketers in 

designing behaviour-change strategies 

• Facilitates development of measurement 
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instruments for each construct 

 

6. Implications for Policy, Business, and 

Education 

6.1 Policy Recommendations 

• Use behavioural insights to craft 

environmental policies. 

• Employ social norm-based communication 

strategies. 

• Enhance accessibility of sustainable 

alternatives. 

• Introduce eco-labelling and transparency 

mechanisms. 

6.2 Business Implications 

• Promote green branding that resonates with 

consumer identity. 

• Reduce the “cost of being green” through 

competitive pricing. 

• Use behavioural design in retail 

environments. 

• Offer incentives that reinforce long-term 

loyalty to sustainable choices. 

6.3 Educational Implications 

• Integrate environmental psychology into 

sustainability curricula. 

• Foster nature connectedness in school 

systems. 

• Use experiential learning (eco-clubs, outdoor 

programs). 

7. Limitations of Current Research 

• Most studies rely on self-reported data prone 

to social desirability bias. 

• Cross-cultural differences remain 

underexplored. 

• Longitudinal studies on sustained behaviour 

change are scarce. 

• Effects of digital influences (social media, 

influencers) are still emerging. 

 

8. Future Directions 

Future research should focus on: 

• technological influences (AI, VR, gamification) 

• cross-cultural psychological comparisons 

• youth and early childhood environmental 

identity formation 

• digital nudging and online consumer behaviour 

• psychological barriers in developing economies 

9. Conclusion 

Sustainable consumption is a cornerstone of 

successful green economies. Psychological 

determinants significantly influence consumer 

decisions, motivations, and long-term behaviour. 

Values, identity, social norms, emotions, attitudes, 

and cognitive biases interact to influence 

sustainability choices. By understanding these 

psychological factors, policymakers, educators, 

and businesses can design more effective 

interventions that not only promote eco-friendly 

behaviour but also cultivate lasting cultural shifts 

toward sustainability. The transition to green 

economies, therefore, requires not only 

technological advancement but a deep 

understanding of human psychology. 
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