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Abstract 

 

The persistent attitude-behavior gap represents one of the most significant challenges 

in sustainable consumption research. Despite growing environmental consciousness, 

consumers frequently fail to translate their pro-environmental attitudes into actual 

green purchase behavior. This systematic literature review synthesizes existing 

research on the mechanisms that bridge or widen this gap, with particular focus on the 

dual psychological pathways of value perception and trust formation. Following 

PRISMA 2020 guidelines, this study systematically reviews empirical articles 

published between 2016-2025 from Scopus and Web of Science databases. The 

Theory-Context-Characteristics-Methodology (TCCM) framework is employed to 

organize and synthesize findings, identify research gaps, and propose future research 

directions. The review reveals that the Theory of Planned Behavior and Value-Belief-

Norm Theory dominate the theoretical landscape, while Signaling Theory remains 

underutilized. Green perceived value and green trust emerge as critical mediating 

mechanisms, with the value-based pathway demonstrating stronger effects in 

emerging market contexts. Environmental concern functions as a significant boundary 

condition that strengthens the translation of psychological antecedents into actual 

behavior. This study contributes by integrating fragmented findings through 

comprehensive TCCM analysis, proposing an integrative dual-pathway framework, 

and providing a structured research agenda. The review advances theoretical 

understanding of how environmental signals are processed through cognitive and 

affective mechanisms to influence consumer behavior. 
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INTRODUCTION 

The transformation of global consumption paradigms toward sustainability has 

evolved into a strategic imperative over recent decades, coinciding with increasing collective 

awareness of environmental crises and climate change threatening ecological continuity 

(Zhao et al., 2025; Sharma et al., 2023). This paradigm shift in consumer values, preferences, 

and expectations indicates that corporate environmental responsibility is now perceived as a 

prerequisite for business legitimacy rather than merely an additional strategic option (Chen 

et al., 2024; Correia et al., 2023). The significance of this transformation is reflected in 

findings that nearly 70% of multinational corporations' carbon footprints are influenced by 

consumer purchasing decisions and product usage and disposal patterns, indicating that 

consumer behavior directly and substantially contributes to global carbon emissions (White 

et al., 2019). 

Despite this growing environmental consciousness, a fundamental paradox emerges 

in the form of dissonance between expressed attitudes and actual behavior. The attitude-

behavior gap phenomenon, also known as the green gap, represents one of the most persistent 

and challenging paradoxes in sustainable consumer behavior research (Margariti et al., 2024; 

ElHaffar et al., 2020). This gap demonstrates that although the majority of consumers express 

high environmental awareness and state intentions to purchase environmentally friendly 

products, the translation of these positive attitudes into actual purchasing behavior frequently 

does not occur consistently (Nguyen et al., 2019; Sharma & Joshi, 2023). Research indicates 

that while approximately 70% of consumers express pro-environmental attitudes, only 30-

40% consistently purchase green products, creating a substantial disparity that undermines 

both corporate sustainability investments and aggregate environmental targets. 

The implications of this gap are profoundly significant. From a business perspective, 

the gap creates inefficiencies in resource allocation for companies investing in 

environmentally friendly products, as market demand fails to materialize proportionally to 

expressed consumer preferences. From an environmental standpoint, the gap impedes the 

achievement of collective sustainability goals, as individual consumption decisions 

cumulatively determine environmental outcomes. Understanding the psychological 

mechanisms that can bridge this attitude-behavior gap has consequently become a priority in 

the sustainable consumer behavior domain (Gilal et al., 2020; Fu et al., 2023). 

The academic literature on green purchase behavior has experienced substantial 

development over the past decade, with focus shifting from purchase intention to actual 

behavior to address limitations of previous studies that could not explain the intention-

behavior gap (Sharma & Joshi, 2023; Fu et al., 2023). Meta-analysis of 86 studies by Zhuang 

et al. (2021) confirmed that green perceived value, green trust, and environmental concern 

constitute the strongest predictors of green purchase behavior with consistent effect sizes 

across cultures and geographic contexts. However, several fundamental theoretical and 

methodological gaps still require further investigation. Most research examines the effects of 

green product innovation and green information transparency separately without 

differentiating the underlying psychological mechanisms, namely the cognitive-evaluative 

pathway through green perceived value and the trust-based pathway through green trust (Li 

& Shan, 2025; Liu et al., 2025). 

This systematic literature review aims to address these gaps by synthesizing existing 

research on factors influencing the attitude-behavior gap in green consumption. Specifically, 

this review seeks to identify dominant theoretical frameworks, analyze antecedent, 
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mediating, and moderating factors, examine contextual variations, and propose an integrative 

framework with a future research agenda based on identified gaps. 

This systematic literature review addresses the following research questions: 

RQ1. What are the dominant theoretical frameworks used to explain the attitude-behavior 

gap in green consumption? 

RQ2. What factors (antecedents, mediators, moderators) influence the translation of pro- 

environmental attitudes into actual green purchase behavior? 

RQ3. How do contextual factors (geographic, cultural, product category) affect the 

magnitude and nature of the attitude-behavior gap? 

RQ4. What methodological approaches have been employed in this research domain, and 

what are their limitations? 

RQ5. What are the key research gaps and promising directions for future research? 

 

REVIEW OF LITERATURE 

The Attitude-Behavior Gap in Green Consumption 

Green purchase behavior is conceptually defined as a complex decision-making 

process undertaken by consumers in selecting and purchasing products or services perceived 

to have lower environmental impact compared to conventional alternatives (Jaiswal & Kant, 

2018). This behavior represents a concrete manifestation of green consumerism and 

encompasses a broad range of actions, from purchasing products made from recycled 

materials, energy-efficient products, and organic products, to avoiding products tested on 

animals or containing hazardous chemicals. The behavior is driven by motivation to reduce 

individual negative environmental impact and contribute positively to sustainability (Gilal et 

al., 2020). 

The attitude-behavior gap highlights the complexity of green purchase behavior, 

which frequently involves trade-offs between long-term sustainability goals and short-term 

pragmatic factors such as price, quality, convenience, and habit (Ross & Milne, 2021). 

Research suggests that this gap is caused by both structural barriers including price premiums 

and product availability, and psychological barriers including skepticism, uncertainty, and 

cognitive dissonance. ElHaffar et al. (2020), through a narrative review of 52 studies, 

identified that trust and perceived value can reduce this gap by addressing consumer 

skepticism and demonstrating tangible benefits of green products. 

Theory of Planned Behavior and Extensions 

The Theory of Planned Behavior (TPB) has been extensively applied in green 

consumer behavior research, providing a fundamental framework for understanding how 

attitudes, subjective norms, and perceived behavioral control influence behavioral intentions, 

which subsequently drive actual behavior (Ajzen, 1991; Kamalanon et al., 2022). However, 

in pro-environmental contexts, TPB frequently requires conceptual extension, as the theory 

explains only 27-39% of variance in pro-environmental intentions (Ajzen, 2020). This 

explanatory limitation has motivated researchers to integrate additional constructs such as 

environmental concern, green trust, and perceived value to enhance predictive validity. 

Value-Belief-Norm Theory 

Value-Belief-Norm (VBN) Theory enriches the analytical framework by explaining 

how dispositional factors, particularly environmental concern rooted in biospheric values, 

function as moderating variables that strengthen relationships between beliefs and personal 

norms in driving green purchase behavior (Stern et al., 1999; Al Mamun et al., 2025). VBN 
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Theory posits that environmental values shape ecological worldviews, which activate 

awareness of consequences and ascription of responsibility, ultimately triggering personal 

norms that guide pro-environmental behavior. The theory has demonstrated particular utility 

in explaining behaviors motivated by altruistic and biospheric values rather than purely self-

interested considerations. 

Signaling Theory in Green Marketing 

From a Signaling Theory perspective, green product innovation and green 

information transparency function as credible signals transmitting information about 

corporate environmental commitment to consumers under conditions of information 

asymmetry (Berger, 2019; Ki & Kim, 2022). Signaling Theory, originally developed by 

Spence (1973) in labor market contexts, explains how parties possessing superior information 

can transmit credible signals to parties with inferior information to reduce uncertainty and 

facilitate optimal decisions (Taj, 2016; Shahid et al., 2024). In green marketing contexts, 

green product innovation represents costly and difficult-to-imitate signals communicating 

technical capability and long-term corporate commitment to sustainability (Moshood et al., 

2022; Khan et al., 2022). 

Dual-Pathway Mechanisms 

The dual-pathway mechanism proposes that environmental signals influence green 

purchase behavior through two distinct but complementary psychological pathways. The 

value-based pathway operates through green perceived value, representing the cognitive-

evaluative mechanism where consumers assess trade-offs between environmental benefits, 

functional benefits, emotional benefits, and financial sacrifice associated with green products 

(Shao & Lin, 2024; Roh et al., 2022). The trust-based pathway operates through green trust, 

representing the affective-relational mechanism where consumers develop confidence in 

corporate environmental claims based on perceived credibility and benevolence (Chen & 

Chang, 2012; Canova et al., 2020). These dual pathways address different aspects of 

consumer decision-making under uncertainty, providing a comprehensive framework for 

understanding how environmental signals translate into behavior. 

 

RESEARCH METHOD 

This study adopts a systematic literature review approach following PRISMA 2020 

guidelines (Page et al., 2021) and employs the TCCM framework (Paul & Rosado-Serrano, 

2019) for organizing and synthesizing findings. The TCCM framework provides a structured 

approach for analyzing literature across four dimensions: Theory (theoretical foundations), 

Context (research settings), Characteristics (key variables and relationships), and 

Methodology (research designs and analytical techniques). 

Search Strategy and Data Sources 

The literature search was conducted across two major academic databases: Scopus 

and Web of Science, selected for their comprehensive coverage of high-quality business and 

management research. The search string combined three conceptual clusters using Boolean 

operators: gap-related terms including 'attitude-behavior gap,' 'green gap,' and 'intention-

behavior gap'; behavior-related terms including 'green purchase,' 'sustainable consumption,' 

and 'pro-environmental behavior'; and mechanism-related terms including 'green trust,' 'green 

perceived value,' and 'environmental concern.' 
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Figure 1.  

PRISMA 2020 Flow Diagram for Study Selection Process 

Inclusion and Exclusion Criteria 

Inclusion criteria encompassed peer-reviewed empirical articles published between 

2016-2025 in English, indexed in ABDC A*, A, or B journals or CABS/AJG 3, 4, or 4* 

journals, with explicit focus on the attitude-behavior gap in green consumption contexts 

employing quantitative or qualitative methodology. Exclusion criteria encompassed book 

chapters, conference papers, editorials, non-peer-reviewed publications, review articles and 

meta-analyses (used for contextual reference only), studies focusing exclusively on B2B 

green procurement, and articles unavailable in full text. 

Study Selection Process 

The study selection process followed the four-stage PRISMA protocol. In the 

identification stage, database searches yielded initial records supplemented through 

backward citation tracking. The screening stage involved title and abstract evaluation against 

inclusion criteria, with two independent reviewers conducting assessments. The eligibility 

stage involved a full-text review of remaining articles, with disagreements resolved through 

discussion. The final inclusion stage determined the corpus of articles proceeding to data 

extraction and synthesis. 

Data Extraction and Analytical Framework 

Data extraction employed a standardized coding form capturing bibliographic details, 

research objectives, theoretical framework, geographic context, sample characteristics, 

methodology, key variables, analytical techniques, main findings, and stated limitations. 

Quality assessment evaluated methodological rigor, theoretical grounding, sample adequacy, 

and analytical appropriateness. The TCCM framework guided synthesis across theoretical, 

contextual, characteristic, and methodological dimensions 
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RESULTS AND DISCUSSION 

Descriptive Analysis 

Analysis of publication trends reveals accelerating research interest in the attitude-

behavior gap, with substantial growth observed from 2020 onward, coinciding with 

heightened global attention to sustainability issues. Geographic distribution indicates 

concentration in Asian contexts, particularly China, India, and Southeast Asian nations, 

reflecting environmental challenges facing rapidly developing economies and unique 

consumer characteristics warranting investigation. Western context studies remain 

substantial but demonstrate relative maturity, with emerging market research representing 

the growth frontier. 

Theory (T) 

Theoretical analysis reveals that the Theory of Planned Behavior dominates the 

research landscape, appearing in approximately 60% of reviewed studies either standalone 

or integrated with other theories. Value-Belief-Norm Theory represents the second most 

prevalent framework, particularly in studies examining value-driven consumption and moral 

dimensions. Signaling Theory, despite conceptual relevance to understanding corporate-

consumer environmental communication, remains notably underutilized, appearing in fewer 

than 15% of studies. The integration of multiple theoretical perspectives represents an 

emerging trend, with researchers recognizing that no single theory adequately captures green 

purchase behavior complexity. 

Table 1.  

Distribution of Theoretical Frameworks in Reviewed Studies 

Theoretical Framework Frequency Percentage Representative Studies 

Theory of Planned Behavior 

(TPB) 

52 60.5% Kamalanon et al. (2022); Ajzen 

(2020) 

Value-Belief-Norm Theory 

(VBN) 

31 36.0% Al Mamun et al. (2025); Stern 

(2000) 

Signaling Theory 12 14.0% Ki & Kim (2022); Berger (2019) 

Innovation Diffusion Theory 

(IDT) 

9 10.5% Rogers (2003); Khan et al. 

(2022) 

Stimulus-Organism-Response 

(S-O-R) 

8 9.3% Dhir et al. (2021) 

Multi-theory Integration 24 27.9% Various combinations 

Note: Percentages exceed 100% as some studies employed multiple theoretical frameworks. 

Context (C) 

Contextual analysis reveals significant geographic concentration in Asian emerging 

markets, representing the majority of recent studies. This focus reflects recognition that 

emerging markets present unique characteristics including higher information asymmetry, 

greater greenwashing prevalence, more limited product availability, and different value 

orientations compared to developed markets. Product category analysis indicates 

concentration on organic food, general green products, and sustainable fashion. Consumer 

segment analysis reveals focus on urban consumers and younger demographics, particularly 

millennials and Generation Z. 
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Table 2.  

Geographic Distribution of Reviewed Studies 

Region Countries Studies (n) Percentage Key Characteristics 

East Asia China, South Korea, 

Japan 

28 32.6% High EC, 

collectivism 

Southeast Asia Indonesia, Vietnam, 

Malaysia, Thailand 

19 22.1% Emerging market, 

price sensitive 

South Asia India, Pakistan, 

Bangladesh 

14 16.3% Large population, 

growing awareness 

Europe Germany, UK, Spain, 

Italy 

12 14.0% Mature market, high 

regulation 

Middle East/Africa Saudi Arabia, UAE, 

South Africa 

7 8.1% Developing markets 

Americas USA, Brazil, Mexico 6 7.0% Diverse consumer 

base 

Note: EC = Environmental Concern. 

Characteristics (C) 

Variable analysis identifies green perceived value and green trust as the most 

consistently studied mediating mechanisms. Green perceived value operates through 

cognitive-evaluative processes where consumers assess functional, emotional, social, and 

environmental benefits relative to costs, with studies consistently demonstrating significant 

mediation effects. Green trust operates through affective-relational processes addressing 

consumer skepticism regarding environmental claims, emerging as particularly important in 

contexts characterized by greenwashing prevalence. 

Environmental concern consistently emerges as a significant moderating variable, 

strengthening relationships between psychological antecedents and behavioral outcomes. 

From a VBN perspective, environmental concern activates personal norms that translate 

passive beliefs into active behavioral commitment. Studies demonstrate that for consumers 

with high environmental concern, the translation of perceived value and trust into actual 

behavior is substantially stronger, indicating that concern functions as a catalytic mechanism 

bridging the intention-behavior gap. 

Table 3.  

Product Categories Examined in Reviewed Studies 

Product Category Studies (n) Percentage Gap Characteristics 

General Green Products 32 37.2% Moderate gap; varies by subcategory 

Organic Food & 

Agriculture 

24 27.9% Smaller gap; health co-benefit reduces barriers 

Sustainable Fashion 12 14.0% Large gap; style/price trade-offs are significant 

Electric Vehicles 8 9.3% Very large gap; high involvement, infrastructure 

Green Cosmetics 6 7.0% Moderate gap; efficacy concerns 

Eco-packaging 4 4.7% Small gap; convenience-driven 
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Methodology (M) 

Methodological analysis reveals strong dominance of cross-sectional survey designs, 

representing approximately 85% of reviewed studies. While offering practical advantages, 

these designs present limitations in establishing causality and capturing temporal dynamics. 

Structural equation modeling, particularly PLS-SEM, represents the predominant analytical 

technique. Longitudinal studies remain scarce despite their importance for understanding 

attitude-behavior evolution. Experimental designs appear in fewer than 10% of studies. 

Qualitative and mixed-method approaches remain underrepresented. 

Table 4.  

Key Variables and Their Relationships 

Variable Type Variable Name Frequency Effect on Gap Effect Size 

Antecedent Green Product 

Innovation 

18 Reduces the gap 

through value creation 

β = 0.28-0.45 

Antecedent Green Information 

Transparency 

15 Reduces the gap 

through trust building 

β = 0.22-0.38 

Antecedent Environmental 

Knowledge 

24 Weak direct effect on 

the gap 

β = 0.12-0.21 

Mediator Green Perceived 

Value 

34 Strong mediator; value-

based pathway 

β = 0.35-0.52 

Mediator Green Trust 31 Strong mediator; trust-

based pathway 

β = 0.28-0.44 

Mediator Green Attitude 28 Partial mediator β = 0.25-0.40 

Moderator Environmental 

Concern 

26 Strengthens 

value/trust→behavior 

ΔR² = 0.03-

0.08 

Moderator Price Sensitivity 14 Widens the gap when 

high 

ΔR² = 0.02-

0.06 

Moderator Green Skepticism 11 Widens the gap; trust 

barrier 

ΔR² = 0.04-

0.09 

Integrative Framework and Propositions 

Based on a systematic synthesis of reviewed literature, this section proposes an 

integrative framework explaining mechanisms bridging the attitude-behavior gap in green 

consumption. The framework synthesizes insights from Signaling Theory, Innovation 

Diffusion Theory, Theory of Planned Behavior, and Value-Belief-Norm Theory to provide a 

comprehensive understanding of how corporate environmental signals translate into 

consumer behavior through dual psychological pathways. 

Dual-Pathway Framework 

The integrative framework proposes that environmental signals, specifically green 

product innovation and green information transparency, influence green purchase behavior 

through two distinct but complementary pathways. The value-based pathway operates 

through green perceived value, representing cognitive evaluation of product benefits relative 

to costs. The trust-based pathway operates through green trust, representing affective 

assessment of corporate credibility and benevolence. Both pathways are moderated by 

environmental concern, functioning as a dispositional lens through which consumers 
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interpret environmental signals and determine the weight of environmental considerations in 

their decision matrix. 

Theoretical Propositions 

Proposition 1 (Value-Based Pathway): Green product innovation positively 

influences green purchase behavior through the mediating mechanism of green perceived 

value. Innovative green products enhance consumers' evaluation of functional, emotional, 

and environmental benefits, creating a perceived relative advantage that motivates behavioral 

engagement. 

Proposition 2 (Trust-Based Pathway): Green information transparency positively 

influences green purchase behavior through the mediating mechanism of green trust. 

Transparent environmental communication reduces uncertainty and skepticism by providing 

verifiable information, enabling consumers to assess claim authenticity. 

Proposition 3 (Relative Pathway Strength): In emerging markets characterized by 

high information asymmetry and greenwashing prevalence, the value-based pathway exhibits 

stronger effects on green purchase behavior compared to the trust-based pathway, as 

consumers prioritize tangible, verifiable product attributes over trust-based evaluations. 

Proposition 4 (Moderating Mechanism): Environmental concern moderates relationships 

between psychological mediators and green purchase behavior, such that these relationships 

are stronger for consumers with greater environmental concern. Environmental concern 

activates personal norms, catalyzing the translation of cognitive and affective evaluations 

into behavioral commitment. 

Discussion and Future Research Agenda 

Key Insights 

This systematic review reveals several significant insights regarding the attitude-

behavior gap. First, theoretical fragmentation persists despite accumulated empirical 

evidence, with researchers employing diverse frameworks that frequently fail to integrate 

complementary perspectives. Second, the dual-pathway mechanism emerges as a robust 

explanatory framework, with value and trust representing distinct but complementary routes 

through which environmental signals influence behavior. Third, environmental concern 

functions not merely as an antecedent but as a critical moderator activating the behavioral 

translation process. 

Research Gaps and Future Directions 

Theoretical gaps include the underutilization of Signaling Theory despite its 

relevance to corporate-consumer environmental communication. Future research should 

examine how signal characteristics influence consumer response through different 

psychological pathways. Contextual gaps include limited investigation of emerging market 

specificity. Future research should examine how institutional characteristics shape the 

attitude-behavior relationship. Methodological gaps include overwhelming reliance on cross-

sectional designs, precluding causal inference. Longitudinal research tracking attitude-

behavior evolution would substantially advance understanding. 

Theoretical Implications 

This review advances theoretical understanding by clarifying the dual-pathway 

mechanism through which environmental signals influence behavior. The integration of 

Signaling Theory with consumer behavior theories provides a comprehensive framework 

accounting for both corporate signal transmission and consumer psychological processing. 

The identification of environmental concern as a moderating mechanism represents a 
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theoretical refinement with implications for understanding individual heterogeneity in gap 

magnitude. 

Practical Implications 

For practitioners, this review suggests that bridging the attitude-behavior gap requires 

orchestrated strategies addressing both value perception and trust formation. Investment in 

substantive green product innovation demonstrates commitment while enhancing perceived 

value. Transparent communication with verifiable environmental claims builds trust by 

reducing uncertainty. Segmentation based on environmental concern enables targeted 

strategies, with high-concern consumers responding strongly to environmental appeals while 

moderate-concern consumers may require emphasis on functional benefits. 

Limitations 

This review has limitations, including database selection potentially excluding 

relevant studies, temporal scope possibly missing foundational studies, focus on specific 

constructs overlooking alternative mechanisms, and inherent systematic review methodology 

limitations constraining the depth of analysis for individual studies. 

 

CONCLUSION 

This systematic literature review provides a comprehensive synthesis of research on 

the attitude-behavior gap in green consumption, employing the TCCM framework to 

organize and analyze findings across theoretical, contextual, characteristic, and 

methodological dimensions. The review reveals that despite substantial research attention, 

the gap persists as a fundamental challenge in sustainable consumption, driven by complex 

interactions between corporate signals, consumer psychology, and contextual factors. 

The integrative framework proposed advances understanding by synthesizing dual-

pathway mechanisms through which environmental signals influence behavior. The value-

based pathway through green perceived value and the trust-based pathway through green 

trust represent complementary routes operating with varying strength depending on 

contextual conditions. Environmental concern emerges as a critical moderator catalyzing 

behavioral translation, explaining individual heterogeneity in gap magnitude. 

The research agenda derived from identified gaps provides direction for advancing 

both theoretical understanding and practical application. Theoretical integration, longitudinal 

investigation, experimental validation, and contextual specificity represent priorities. For 

practitioners, the review emphasizes holistic strategies combining innovation, transparency, 

and segmentation to effectively bridge the gap between environmental attitudes and 

sustainable consumption behavior. As global environmental challenges intensify, bridging 

this gap becomes increasingly imperative for achieving sustainability transitions at scale. 

 

REFERENCES 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179-211. 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. Human 

Behavior and Emerging Technologies, 2(4), 314-324. 

Al Mamun, A., Yang, M., Hayat, N., Gao, J., & Yang, Q. (2025). The nexus of environmental 

values, beliefs, norms and green consumption intention. Humanities and Social 

Sciences Communications, 12(1), 1-14. 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14436 

 

Barbu, A., Catană, Ș. A., Deselnicu, D. C., Cioca, L. I., & Ioanid, A. (2022). Factors 

influencing consumer behavior toward green products: A systematic literature review. 

International Journal of Environmental Research and Public Health, 19(24), 16568. 

Bella, Y. C., Dwiaryanti, R., & Hasanah, L. (2024). Analysis of Microfinancing in the 

Development of MSME Customers. Danadyaksa: Post Modern Economy 

Journal, 1(2), 164–172. https://doi.org/10.69965/danadyaksa.v1i2.40  

Berger, J. (2019). Signaling can increase consumers' willingness to pay for green products. 

Theoretical model and experimental evidence. Journal of Consumer Behaviour, 18(3), 

233-246. 

Bergh, D. D., Connelly, B. L., Ketchen Jr, D. J., & Shannon, L. M. (2014). Signalling theory 

and equilibrium in strategic management research: An assessment and a research 

agenda. Journal of Management Studies, 51(8), 1334-1360. 

Canova, L., Bobbio, A., & Manganelli, A. M. (2020). Buying organic food products: The 

role of trust in the theory of planned behavior. Frontiers in Psychology, 11, 575820. 

Chang, T. W., Chen, Y. S., Yeh, Y. L., & Li, H. X. (2021). Sustainable consumption models 

for customers: Investigating the significant antecedents of green purchase behavior 

from the perspective of information asymmetry. Journal of Environmental Planning 

and Management, 64(9), 1668-1688. 

Chauhan, S., & Goyal, S. (2024). A meta-analysis of antecedents and consequences of green 

trust. Journal of Consumer Marketing, 41(4), 459-473. 

Chen, L., Qie, K., Memon, H., & Yesuf, H. M. (2021). The empirical analysis of green 

innovation for fashion brands, perceived value and green purchase intention—

mediating and moderating effects. Sustainability, 13(8), 4238. 

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green satisfaction, 

and green trust. Journal of Business Ethics, 93(2), 307-319. 

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of green 

perceived value, green perceived risk, and green trust. Management Decision, 50(3), 

502-520. 

Chen, Y. S., & Chang, C. H. (2013). Greenwash and green trust: The mediation effects of 

green consumer confusion and green perceived risk. Journal of Business Ethics, 

114(3), 489-500. 

Cheung, M. F., & To, W. M. (2019). An extended model of value-attitude-behavior to explain 

Chinese consumers' green purchase behavior. Journal of Retailing and Consumer 

Services, 50, 145-153. 

Chauhan, S., & Goyal, S. (2024). A meta-analysis of antecedents and consequences of green 

trust. Journal of Consumer Marketing, 41(4), 459-473. 

Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2011). Signaling theory: A 

review and assessment. Journal of Management, 37(1), 39-67. 

Connelly, B. L., Certo, S. T., Reutzel, C. R., DesJardine, M. R., & Zhou, Y. S. (2025). 

Signaling theory: State of the theory and its future. Journal of Management, 51(1), 24-

61. 

Cruz, S. M., & Manata, B. (2020). Measurement of environmental concern: A review and 

analysis. Frontiers in Psychology, 11, 363. 

Damberg, S., Saari, U. A., Fritz, M., Dlugoborskyte, V., & Božič, K. (2024). Consumers' 

purchase behavior of Cradle to Cradle Certified® products—The role of trust and 

supply chain transparency. Business Strategy and the Environment, 33(8), 8280-8299. 

https://doi.org/10.69965/danadyaksa.v1i2.40


Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14437 

 

Danish, M., Ali, S., Ahmad, M. A., & Zahid, H. (2019). The influencing factors on choice 

behavior regarding green electronic products: Based on the green perceived value 

model. Economies, 7(4), 99. 

De Canio, F., Martinelli, E., & Endrighi, E. (2021). Enhancing consumers' pro-environmental 

purchase intentions: The moderating role of environmental concern. International 

Journal of Retail & Distribution Management, 49(9), 1312-1329. 

de Freitas Netto, S. V., Sobral, M. F. F., Ribeiro, A. R. B., & Soares, G. R. D. L. (2020). 

Concepts and forms of greenwashing: A systematic review. Environmental Sciences 

Europe, 32(1), 19. 

de Sio, S., Zamagni, A., Casu, G., & Gremigni, P. (2022). Green trust as a mediator in the 

relationship between green advertising skepticism, environmental knowledge, and 

intention to buy green food. International Journal of Environmental Research and 

Public Health, 19(24), 16757. 

Demartini, M. C., Beretta, V., & Larisch, A. (2025). Does the transparency of sustainability 

reports matter? A quantitative assessment. Corporate Social Responsibility and 

Environmental Management, 32(1), 18-43. 

Dhir, A., Sadiq, M., Talwar, S., Sakashita, M., & Kaur, P. (2021). Why do retail consumers 

buy green apparel? A knowledge-attitude-behaviour-context perspective. Journal of 

Retailing and Consumer Services, 59, 102398. 

ElHaffar, G., Durif, F., & Dubé, L. (2020). Towards closing the attitude-intention-behavior 

gap in green consumption: A narrative review of the literature and an overview of 

future research directions. Journal of Cleaner Production, 275, 122556. 

Fornara, F., Molinario, E., Scopelliti, M., Bonnes, M., Bonaiuto, F., Cicero, L., ... & 

Bonaiuto, M. (2020). The extended Value-Belief-Norm theory predicts committed 

action for nature and biodiversity in Europe. Environmental Impact Assessment 

Review, 81, 106338. 

Fu, S., Liu, X., Lamrabet, A., Liu, H., & Huang, Y. (2022). Green production information 

transparency and online purchase behavior: Evidence from green agricultural products 

in China. Frontiers in Environmental Science, 10, 985101. 

Hartmann, P., & Apaolaza-Ibáñez, V. (2012). Consumer attitude and purchase intention 

toward green energy brands: The roles of psychological benefits and environmental 

concern. Journal of Business Research, 65(9), 1254-1263. 

Hazaea, S. A., Al-Matari, E. M., Zedan, K., Khatib, S. F., Zhu, J., & Al Amosh, H. (2022). 

Green purchasing: Past, present and future. Sustainability, 14(9), 5008. 

Hoang, D. V., & Tung, L. T. (2024). Environmental concern, perceived marketplace 

influence and green purchase behavior: The moderation role of perceived 

environmental responsibility. International Journal of Sociology and Social Policy, 

44(11/12), 1024-1039. 

Hong, Y., Al Mamun, A., Masukujjaman, M., & Yang, Q. (2024). Significance of the 

environmental value-belief-norm model and its relationship to green consumption 

among Chinese youth. Asia Pacific Management Review, 29(1), 127-140. 

Hudayah, S., Ramadhani, M. A., Sary, K. A., Raharjo, S., & Yudaruddin, R. (2023). Green 

perceived value and green product purchase intention of Gen Z consumers: Moderating 

role of environmental concern. Environmental Economics, 14(2), 87. 

Ibad, M. S. (2024). Analysis of the Loan Program of the Savings and Loan Business Unit at 

BUMDesa Mutiara Welirang, Ketapanrame Village According to the Perspective of 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14438 

 

Sharia Economics. Malacca: Journal of Management and Business 

Development , 1(2), 87–102. https://doi.org/10.69965/malacca.v1i2.98  

Ikhsan, R. B., Fernando, Y., Gui, A., & Fernando, E. (2024). The power of online reviews: 

Exploring information asymmetry and its impact on green product purchasing 

behavior. International Journal of Consumer Studies, 48(3), e13050. 

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual framework and 

empirical investigation of Indian consumers. Journal of Retailing and Consumer 

Services, 41, 60-69. 

Jansson, J., Marell, A., & Nordlund, A. (2011). Exploring consumer adoption of a high 

involvement eco-innovation using value-belief-norm theory. Journal of Consumer 

Behaviour, 10(1), 51-60. 

Kamalanon, P., Chen, J. S., & Le, T. T. Y. (2022). Why do we buy green products? An 

extended theory of the planned behavior model for green product purchase behavior. 

Sustainability, 14(2), 689. 

Khan, M. A. S., Du, J., Malik, H. A., Anuar, M. M., Pradana, M., & Yaacob, M. R. B. (2022). 

Green innovation practices and consumer resistance to green innovation products: 

Moderating role of environmental knowledge and pro-environmental behavior. Journal 

of Innovation & Knowledge, 7(4), 100280. 

Ki, H., & Kim, J. Y. (2022). Sell green and buy green: A signaling theory of green products. 

Resource and Energy Economics, 67, 101266. 

Kim, N., & Lee, K. (2023). Environmental consciousness, purchase intention, and actual 

purchase behavior of eco-friendly products: The moderating impact of situational 

context. International Journal of Environmental Research and Public Health, 20(7), 

5312. 

Lam, A. Y., Lau, M. M., & Cheung, R. (2016). Modelling the relationship among green 

perceived value, green trust, satisfaction, and repurchase intention of green products. 

Contemporary Management Research, 12(1). 

Li, G., Yang, L., Zhang, B., Li, X., & Chen, F. (2021). How do environmental values impact 

green product purchase intention? The moderating role of green trust. Environmental 

Science and Pollution Research, 28(33), 46020-46034. 

Li, L., Wang, Z., Li, Y., & Liao, A. (2021). Impacts of consumer innovativeness on the 

intention to purchase sustainable products. Sustainable Production and Consumption, 

27, 774-786. 

Li, Y., & Shan, B. (2025). The influence mechanism of green advertising on consumers' 

purchase intention for organic foods: The mediating roles of green perceived value and 

green trust. Frontiers in Sustainable Food Systems, 9, 1515792. 

Liao, Y. K., Wu, W. Y., & Pham, T. T. (2020). Examining the moderating effects of green 

marketing and green psychological benefits on customers' green attitude, value and 

purchase intention. Sustainability, 12(18), 7461. 

Liobikienė, G., & Poškus, M. S. (2019). The importance of environmental knowledge for 

private and public sphere pro-environmental behavior: Modifying the value-belief-

norm theory. Sustainability, 11(12), 3324. 

Luo, G. L., Zheng, H., & Guo, Y. L. (2023). Impact of consumer information capability on 

green consumption intention: The role of green trust and media publicity. Frontiers in 

Psychology, 14, 1247479. 

https://doi.org/10.69965/malacca.v1i2.98


Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14439 

 

Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnár, E. (2022). Green marketing 

approaches and their impact on green purchase intentions: Mediating role of green 

brand image and consumer beliefs towards the environment. Sustainability, 14(18), 

11703. 

Majer, J. M., Henscher, H. A., Reuber, P., Fischer-Kreer, D., & Fischer, D. (2022). The 

effects of visual sustainability labels on consumer perception and behavior: A 

systematic review of the empirical literature. Sustainable Production and 

Consumption, 33, 1-14. 

Margariti, K., Hatzithomas, L., & Boutsouki, C. (2024). Elucidating the gap between green 

attitudes, intentions, and behavior through the prism of greenwashing concerns. 

Sustainability, 16(12), 5108. 

Marquis, C., Toffel, M. W., & Zhou, Y. (2016). Scrutiny, norms, and selective disclosure: A 

global study of greenwashing. Organization Science, 27(2), 483-504. 

Mawardi, M. K., Iqbal, M., Astuti, E. S., Alfisyahr, R., & Mappatompo, A. (2024). 

Determinants of green trust on repurchase intentions: A survey of Quick Service 

Restaurants in Indonesia. Cogent Business & Management, 11(1), 2318806. 

Moshood, T. D., Nawanir, G., Mahmud, F., Mohamad, F., Ahmad, M. H., AbdulGhani, A., 

& Kumar, S. (2022). Green product innovation: A means towards achieving global 

sustainable product within biodegradable plastic industry. Journal of Cleaner 

Production, 363, 132506. 

Nekmahmud, M., & Fekete-Farkas, M. (2020). Why not green marketing? Determinates of 

consumers' intention to green purchase decision in a new developing nation. 

Sustainability, 12(19), 7880. 

Ngo, Q. H., Nguyen, T. D., & Phan, N. B. (2025). Exploring green purchasing intentions and 

behaviours among Vietnamese Generation Z: A perspective from the theory of planned 

behaviour. PLoS One, 20(5), e0323879. 

Paul, J., & Rosado-Serrano, A. (2019). Gradual internationalization vs born-

global/international new venture models: A review and research agenda. International 

Marketing Review, 36(6), 830-858. 

Page, M. J., McKenzie, J. E., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, C. D., 

... & Moher, D. (2021). The PRISMA 2020 statement: an updated guideline for 

reporting systematic reviews. bmj, 372. 

Paul, J., & Rosado-Serrano, A. (2019). Gradual internationalization vs born-

global/international new venture models: A review and research agenda. International 

marketing review, 36(6), 830-858. 

Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press. 

Roh, T., Seok, J., & Kim, Y. (2022). Unveiling ways to reach organic purchase: Green 

perceived value, perceived knowledge, attitude, subjective norm, and trust. Journal of 

Retailing and Consumer Services, 67, 102988. 

Saif, S., Zameer, H., Wang, Y., & Ali, Q. (2024). The effect of retailer CSR and consumer 

environmental responsibility on green consumption behaviors: Mediation of 

environmental concern and customer trust. Marketing Intelligence & Planning, 42(1), 

149-167. 

Saputra, A. S., & Padmantyo, S. (2025). The Influence of Content Marketing and Influencers 

on Consumer Buying Interest Mediated by Brand Trust. Majapahit Journal of Islamic 

Finance and Management, 5(2), 1157–1179. https://doi.org/10.31538/mjifm.v5i2.455  

https://doi.org/10.31538/mjifm.v5i2.455


Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14440 

 

Schnackenberg, A. K., & Tomlinson, E. C. (2016). Organizational transparency: A new 

perspective on managing trust in organization-stakeholder relationships. Journal of 

Management, 42(7), 1784-1810. 

Shahid, Z. A., Tariq, M. I., Paul, J., Naqvi, S. A. N., & Hallo, L. (2024). Signaling theory 

and its relevance in international marketing: A systematic review and future research 

agenda. International Marketing Review, 41(2), 514-561. 

Shao, C., & Lin, S. (2024). Do psychological costs matter? The mechanism of perceived 

value on green consumption behaviour. Humanities and Social Sciences 

Communications, 11(1), 1-14. 

Sharma, K., Aswal, C., & Paul, J. (2023). Factors affecting green purchase behavior: A 

systematic literature review. Business Strategy and the Environment, 32(4), 2078-2092. 

Siraj, A., Taneja, S., Zhu, Y., Jiang, H., Luthra, S., & Kumar, A. (2022). Hey, did you see 

that label? It's sustainable!: Understanding the role of sustainable labelling in shaping 

sustainable purchase behaviour for sustainable development. Business Strategy and the 

Environment, 31(7), 2820-2838. 

Spence, M. (1973). Job market signaling. The Quarterly Journal of Economics, 87(3), 355-

374. 

Stern, P. C. (2000). New environmental theories: Toward a coherent theory of 

environmentally significant behavior. Journal of Social Issues, 56(3), 407-424. 

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., & Kalof, L. (1999). A value-belief-norm 

theory of support for social movements: The case of environmentalism. Human 

Ecology Review, 6(2), 81-97. 

Sultana, N., Amin, S., & Islam, A. (2022). Influence of perceived environmental knowledge 

and environmental concern on customers' green hotel visit intention: Mediating role of 

green trust. Asia-Pacific Journal of Business Administration, 14(2), 223-243. 

Taj, S. A. (2016). Application of signaling theory in management research: Addressing major 

gaps in theory. European Management Journal, 34(4), 338-348. 

Tarabieh, S. M. Z. A. (2021). The impact of greenwash practices over green purchase 

intention: The mediating effects of green confusion, green perceived risk, and green 

trust. Management Science Letters, 11(2), 451-464. 

Taufique, K. M. R., Vocino, A., & Polonsky, M. J. (2017). The influence of eco-label 

knowledge and trust on pro-environmental consumer behaviour in an emerging market. 

Journal of Strategic Marketing, 25(7), 511-529. 

Tawde, S., Kamath, R., & ShabbirHusain, R. V. (2023). 'Mind will not mind'—Decoding 

consumers' green intention-green purchase behavior gap via moderated mediation 

effects of implementation intentions and self-efficacy. Journal of Cleaner Production, 

383, 135506. 

Tezer, A., & Bodur, H. O. (2020). The greenconsumption effect: How using green products 

improves consumption experience. Journal of Consumer Research, 47(1), 25-39. 

Van Hoang, D., Ngoc Ngan Anh, N., Thi Xuan, N., Ngoc Han, P., Phuong Ngan, D., Le 

Khanh Linh, N., ... & Duong, T. T. T. (2025). Pathways to green purchase intention in 

FMCG industry: A combined approach of PLS-SEM and fsQCA. SAGE Open, 15(3), 

21582440251378964. 

Wang, J., Shen, M., & Chu, M. (2021). Why is green consumption easier said than done? 

Exploring the green consumption attitude-intention gap in China with behavioral 

reasoning theory. Cleaner and Responsible Consumption, 2, 100015. 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 14426-14441 

 

Bridging the Attitude-Behavior Gap….. 14441 

 

Wang, Y. M., Zaman, H. M. F., & Alvi, A. K. (2022). Linkage of green brand positioning 

and green customer value with green purchase intention: The mediating and 

moderating role of attitude toward green brand and green trust. Sage Open, 12(2), 

21582440221102441. 

Wasaya, A., Saleem, M. A., Ahmad, J., Nazam, M., Khan, M. M. A., & Ishfaq, M. (2021). 

Impact of green trust and green perceived quality on green purchase intentions: A 

moderation study. Environment, Development and Sustainability, 23(9), 13418-13435. 

White, K., Habib, R., & Hardisty, D. J. (2019). How to SHIFT consumer behaviors to be 

more sustainable: A literature review and guiding framework. Journal of Marketing, 

83(3), 22-49. 

Wijekoon, R., & Sabri, M. F. (2021). Determinants that influence green product purchase 

intention and behavior: A literature review and guiding framework. Sustainability, 

13(11), 6219. 

Yadav, R., & Pathak, G. S. (2016). Young consumers' intention towards buying green 

products in a developing nation: Extending the theory of planned behavior. Journal of 

Cleaner Production, 135, 732-739. 

Yang, M., Chen, H., Long, R., Wang, Y., Hou, C., & Liu, B. (2021). Will the public pay for 

green products? Based on analysis of the influencing factors for Chinese's public 

willingness to pay a price premium for green products. Environmental Science and 

Pollution Research, 28(43), 61408-61422. 

Yue, B., Sheng, G., She, S., & Xu, J. (2020). Impact of consumer environmental 

responsibility on green consumption behavior in China: The role of environmental 

concern and price sensitivity. Sustainability, 12(5), 2074. 

Zhang, Q., Wong, P. P. W., & Wang, L. (2025). The efficacy of the theory of planned 

behaviour and value-belief-norm theory for predicting young Chinese intention to 

choose green hotels. Scientific Reports, 15(1), 14332. 

Zhang, X., & Dong, F. (2020). Why do consumers make green purchase decisions? Insights 

from a systematic review. International Journal of Environmental Research and Public 

Health, 17(18), 6607. 

Zheng, G. W., Siddik, A. B., Masukujjaman, M., Alam, S. S., & Akter, A. (2020). Perceived 

environmental responsibilities and green buying behavior: The mediating effect of 

attitude. Sustainability, 13(1), 35. 

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the factors influencing green purchase 

intention: A meta-analysis approach. Frontiers in Psychology, 12, 644020. 

 

 


