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Introduction. This study investigated the roles of environmental consciousness (EC), brand
influence (B1), and economic distress (ED) as key factors influencing green purchase intention
(GPI). Furthermore, this study examined whether GPI drives green purchase behavior (GPB) and
contributes to green brand loyalty (GBL). Beyond the behavioral and market dynamics, this
research examined the psychological rewards of sustainable consumption as consumers become
more aware of the environmental impact of their purchasing decisions. Specifically, this study
investigated consumers’ mental health benefits (MHB) for engaging in sustainable consumption.
By integrating these dimensions, this study presented a win-win position for both brands and
consumers; GBL as a significant advantage for brands and MHB as psychological well-being for
consumers. The findings of this study contribute to the growing body of literature on
sustainability by addressing both market-driven and individual-level outcomes of GPB.

Literature Review. This study utilized the Theory of Planned Behavior (TPB) (Ajzen, 1991) to
explore the impact of EC (attitude), Bl (subjective norms), and ED (perceived behavioral
control) on the GPI, as well as their connections to GPB. Furthermore, this study extended the
TPB by incorporating GBL and MHB, offering a win-win scenario where sustainability practices
benefit both brands and consumers. Retail therapy (Atalay & Meloy, 2011) also explained how
retail buying can be stress relieving for consumers; this study’s context was the effect of
sustainable consumption on MHB. All hypotheses of this study are presented in Figure 1.

Methodology. All measurement items were adapted from earlier studies and assessed using a 7-
point Likert scale. The constructs included EC (De Silva et al., 2021), Bl (Tsarenko et al., 2013),
ED (Glei et al., 2018), GPI (Kim et al., 2013), GPB (Kim & Choi, 2005), GBL (Chen, 2013) and
MHB (Han et al., 2020). An online questionnaire was developed in Qualtrics, and data collection
was performed in Prolific. A nationally representative sample of U.S. adults was obtained, and
289 valid responses were included in the analysis for this study.

Results, Discussion, and Implications. Using Mplus 8.10, a confirmatory factor analysis was
conducted and the results indicated that the measurement model fit the data well. Then, structural
equation modeling was performed to test all hypotheses. The results are illustrated in Figure 1.
Notably, in contrast to the existing literature on sustainability and consumer behavior, this study
did not find a significant effect of EC on GPI in the presence of BI. This finding underscores the
critical role of Bl in shaping GPI. Furthermore, this study could not find the significant impact of
ED as a predictor of GPI and GPB. A plausible explanation could be that ED may not directly
affect GPI or GPB; ED could indirectly influence these factors by affecting consumers' income
levels and affordability over time. The results confirmed a significant positive relationship
between GPI and GPB, which in turn led to GBL and MHB. However, no significant relationship
was identified between MHB and GBL. Formation of MHB to GBL might be a longer-term
process that requires further investigation through longitudinal analysis.
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The findings of this study make a substantial contribution to TPB and retail therapy
illustrating a win-win scenario for brands’ and consumers’ sustainable practices. This study
demonstrated that sustainability initiatives can benefit businesses by fostering greater loyalty as
well as consumers by enhancing psychological well-being. These insights reinforce the mutual
value of sustainable practices and offer actionable guidance for advancing sustainability goals in
both academic and practical contexts.

Figure 1
Structural Model Results
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Note. NS=Not Significant, ***p < .001, environmental consciousness (EC), brand influence (BI),
economic distress (ED), green purchase intention (GPI), green purchase behavior (GPB), green
brand loyalty (GBL), mental health benefits (MHB).
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