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Abstract: Green purchasing behavior refers to the potential of consumers to reduce the impact on the
environment and the excessive loss of natural resources in the procurement process as far as possible
under the premise of meeting their own needs. This behavior is not only helpful in alleviating
environmental problems but also is an important way to achieve sustainable development. However,
whether consumers will increase non-green or excessive compensatory consumption behaviors
due to the “moral permission” psychological tendency, present after purchasing green products,
is an important question in the current research. This study explores the effect of green purchase
intention on compensatory consumption behavior, with special attention to the moderating role of
pro-environmental behavior in this relationship. With the increasingly severe global environmental
problems, green consumption, as a pro-environmental behavior, has gradually become the focus of
social attention. By analyzing the relationship between consumers’ green purchase intention and
their subsequent compensatory consumption behavior, this study further reveals the important role
of pro-environment behavior in the consumption decision-making process.

Keywords: green purchase intention; compensatory consumption; pro-environmental behavior

1. Introduction

As the importance of consumption for economic growth becomes increasingly promi-
nent, various countries’ consumer groups and consumption levels are also rising. This
has led to various phenomena of overconsumption and irrational consumption, resulting
in the waste of resources and energy, as well as exacerbating the deterioration of the eco-
logical environment. Yuriew (2020) [1] indicated that this situation has raised people’s
early concerns about sustainable development. In response to these concerns, some schol-
ars, such as Ajzen (1991) [2], began academic explorations of the seemingly contradictory
relationship between economic growth and environmental protection. By the end of the
20th century, with the appearance of ecological problems such as the depletion of natural
resources, frequent climate change, and environmental pollution, countries began to realize
that environmental destruction would hinder development. To raise public awareness of
environmental issues, all sectors of Chinese society actively participate in environmental
protection actions. Kilbourne et al. (2005) [3] proposed that social norms play an important
role in shaping the public’s cognitive framework and attitude towards environmental is-
sues. Many scholars, such as Dodds (1991) [4], have actively integrated green concepts into
various fields of research and practice, with green purchasing intention being an important
aspect reflecting consumers’ preference for green products or services.

In recent years, China has begun to focus on promoting green development. In
2021, the State Council put forward an opinion on establishing a green, low-carbon, and
circular economic development system, emphasizing the comprehensive promotion of
green planning, design, investment, construction, production, circulation, living, and
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consumption. The concept of the green economy is not a new one, with its historical origins
tracing back to the 1970s; however, since 2009, it has gradually become a global focus. The
key to this transition is that international authoritative organizations actively advocate for
global companies to adopt and implement economic strategies aimed at reducing carbon
footprints and promoting the renewable energy, injecting strong momentum into the
vigorous development of the green economy [5]. According to the report “Green Prospects:
China’s New Era” released by the Chinese State Council Information Office in January
2023, China has preliminarily established a green spatial pattern. While actively promoting
green consumption in China, leading enterprises in various industries are also studying
the consumption habits of consumers. Tsarenko (2013) believes that environmentally
friendly consumption habits are equally important as the environmental sustainability that
enterprises adhere to [6]. This study incorporates green purchase intention, compensatory
consumption and the pro-environment behavior into the same research framework, which
enriches the research content in related fields and provides new perspectives and ideas for
future research. The object of this research is the consumers who have a green purchase
intention. Green purchase intention refers to the psychological tendency of consumers
to choose environmentally friendly and sustainable products or services in the purchase-
decision-making process. This tendency reflects consumers’ emphasis on environmental
protection and sustainable development, as well as their psychological motivation to pay
higher prices for environmentally friendly products or services.

The research gap of the green purchase intention, compensatory consumption and the
pro-environmental behavior can be summarized in two aspects: (1) Firstly, there is limited
literature related to green consumption in compensatory consumption research. Balaskas
et al. (2023) [7] indicate that one of the motivations for consumers to purchase green
products is to make up for past unethical behavior, restore their image, and regain self-
affirmation. So, is there a correlation between green product purchases and compensatory
consumption in general? What is the mechanism of action between them? Are there
other factors at play? In response to these questions, this study conducts corresponding
research. (2) Secondly, compensatory consumption is a neglected topic. The research
on compensatory consumption is still weak and it is still focused on the definition of the
concept, the dimension division, and the scale design and development [8]. The highlight of
this paper involves combining this with other fields. As a kind of spending behavior derived
from psychological needs, with the arrival of the third consumption era, compensatory
consumption will gradually become a new focus in the current consumption field, which
helps to explain various irrational spending behaviors, especially those with symbolic
significance [9]. This paper focuses on the impact of consumers’ green purchase intention
on compensatory consumption, so as to promote the in-depth development and innovation
in this field. (2) Thirdly, in the research field of exploring green consumption and pro-
environment behavior, planned behavior theory and normative activation theory models
are widely recognized as two widely used and relatively mature theoretical frameworks [10].
However, few scholars have integrated the two into a unified framework for in-depth
research. This paper integrates the planned behavior theory and normative activation
theory into a unified TPB-NAM model, taking consumer behavior as the main research
direction and integrating the knowledge points of psychology, consumer behavior and
the other interdisciplinary fields, aiming to explore the variables affecting consumers’
compensatory consumption.

2. Theoretical Model and Research Hypotheses
2.1. Theory of Planning Behavior

The theory of planned behavior (TPB) was proposed by Ajzen (1991) [2] as a psy-
chological theory to explain and predict people’s behavior decisions and intentions. The
TPB model states that human behavior is influenced by three factors: behavioral beliefs,
normative beliefs, and control beliefs which further lead to certain outcomes, such as atti-
tudes towards the behavior, subjective norms, and perceived behavioral control collectively
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shaping the formation of behavioral intentions. The theory of planned behavior provides a
framework for a deeper understanding of individual behavior decisions and the formation
of behavioral intentions, where individual behavioral attitudes, subjective norms, and per-
ceived behavioral control collectively influence individual behavioral intentions, allowing
for a better prediction and explanation of people’s behavioral choices in specific situations.
Shi et al. (2017) [11] stated that the theory of planned behavior has been widely used in
researching purchase intentions and actual behavior, and this theory can effectively explain
consumers’ green purchasing behavior.

Personal behavior attitude (attitude). Ajzen (1991) [2] believes that attitude is the
individuals’ evaluation of specific behaviors. Personal attitude consists of individuals’
cognition, evaluation, and emotions towards the behavior, including the goodness or
badness of the behavior, importance, expected outcomes, and the values. Attitude is an
important antecedent variable for purchase intention. According to Ru et al. (2018) [9],
the more positive consumers’ attitudes towards purchasing environmentally friendly
products are, the stronger their intention to purchase. In terms of the subjective norm,
Ajzen (1991) [2] suggests that the subjective norm includes important others’ attitudes
towards specific behaviors and social pressures, indicating that people are inclined to be
influenced by social norms and others’ opinions. Subjective norm is an important variable
that positively affects participation in green consumption. Recent studies indicate that
once consumers perceive that the “important others” around them tend to choose green
products, they will demonstrate a stronger intention to purchase. Perceived behavioral
control involves the ease or difficulty that a person perceives to exist around performing a
specific behavior [12]. Perceived behavioral control includes an individual’s assessment
of their abilities, resources, and environmental conditions, as well as their confidence
and control over implementing the behavior. When consumers believe they have enough
money or other transaction resources and perceive no obvious purchase barriers from
external factors throughout the entire decision-making process, they are more likely to
decide to purchase green products through self-perceived behavior control. As Wang’s
(2019) research indicates, when consumers believe they can control these factors, they may
engage in green purchasing behavior [13,14]. Regarding behavioral intention, behavioral
intention reflects the readiness of an individual to perform a specific behavior. Ajzen
(2002) [2] states that behavioral intention is a direct antecedent of behavior; the more
favorable the attitude towards the behavior, the more favorable the subjective norm, and
the stronger the perceived behavioral control, the stronger the individual’s intention to
perform the behavior.

2.2. Green Purchase Intention and Pro-Environmental Behavior

In consumer psychology, the concept of purchase intention originates from individual
willingness, referring to the consumers’ tendency and subjective attitude towards specific
products or services. Purchase intention reflects the likelihood of individuals engaging in
purchasing behavior, revealing the probability of consumers willing to purchase specific
products or services. Different scholars have different views on the definition of green
purchase intention [10].

Ajzen (1991) [2] put forward a theory on consumers’ purchase intention, explaining
consumers’ purchasing behavior tendency and the psychological drive behind green prod-
ucts. This tendency is not only about the purchase itself but also about the effort and
cost that may go into it [2]. With the popularity of the concept of environmental protec-
tion, consumers’ preference for environmentally friendly products is also increasing [10].
Scholars have studied this phenomenon mainly from the perspectives of “attitude” and
“behavioral tendency” [15–17]. Schneider (2001) [18] pointed out in his study that green
purchase intention includes not only consumers’ attitude towards environmentally friendly
products but also their intention towards actual purchase behavior. The green purchasing
intention defined in this paper refers to consumers’ purchasing attitude towards green
products and their purchasing tendency towards the green products [19]. In today’s society,
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environmental protection has become a hot topic of global concern, and the publicity of
the government and the media has promoted this concept [19]. Therefore, the intention
to buy green has become an important topic in academic research, and the environmen-
tal awareness of ordinary people has gradually increased. In this context, it is easy to
foresee that there is a clear correlation between consumers’ environmental intentions and
environmental behavior [20–22].

When examining the influencing factors of pro-environmental behavior, we need to
consider psychological attitudes, emotional involvement, personal norms, and social norms.
Greaves et al. (2013) [23] applied the theory of planned behavior to analyze environmental
behavior and confirmed the predictive role of personal attitudes in pro-environmental
behavior. Despite the abundance of green products currently, consumers do not feel tired
of them, but rather prefer these types of products. Consumers’ attitudes towards green
products partially reflect their purchase intentions, so it can be inferred that the willingness
to purchase green products predicts pro-environmental behavior. Onel and Mukherjee
(2016) [24] pointed out in their study that empathy towards environmental issues helps
predict individuals’ pro-environmental behaviors. Empathetic emotions make consumers
more inclined to choose environmentally friendly products, thereby strengthening their
willingness to purchase green products. In addition, Wan (2017) [25] emphasized the
importance of personal norms in the decision-making process, as they help individuals
make decisions that align with their values when facing ethical choices, encouraging
active participation in social activities and environmental protection. Schwartz (1981) [26]
elaborated on the critical role of a sense of responsibility in the subsequent stages following
individuals’ improper behaviors, considering it as a core indicator of individuals’ cognitive
depth and self-restraint towards their behaviors.

This perspective highlights that a sense of responsibility is not only the basis of
moral judgment but also an important driving force for individual behavior adjustment.
Furthermore, Kollmuss (2002) [27] deepened the discussion on this basis, proposing that
personal moral norms are one of the specific manifestations of a sense of responsibility,
which not only instills the individuals with a sense of pride for compliance but also reveals
the feelings of guilt and self-blame that individuals will experience when moral norms
are ignored. The triggering of these emotions has far-reaching implications for promoting
the recovery and strengthening of moral behavior [28]. Therefore, personal norms are also
one of the important factors predicting pro-environmental behavior. When individuals’
norms are challenged by environmental ethics, consumers may increase their willingness
to purchase green products when considering them, thereby participating in environmental
protection behaviors [29]. In conclusion, it can be inferred that under the dual influences
of personal norms and environmental empathy, there is a certain correlation between the
willingness to purchase green products and pro-environmental behavior.

Based on the above discussions, this paper puts forward the following hypothesis:

Hypothesis 1 (H1). Green purchase intention has a positive and significant impact on consumers’
pro-environmental behavior.

2.3. Pro-Environmental Behavior and Compensatory Consumption

The concept of pro-environmental behavior originates from pro-social behavior, which
is one of the manifestations of the social factors driving individual behavior. Although
scholars have slightly different definitions of pro-environmental behavior, the core view-
point is consistent—that individuals have a positive impact on the environment. Pro-
environmental behavior is defined as individual actions taken consciously under the
guidance of social moral sense and a sense of responsibility to avoid or solve environmental
problems [15,30,31]. From the perspective of environmental impact, Deng et al. (2019) [32]
argue that consciously reducing negative impacts on the environment and natural resources
and actively improving the harmonious coexistence between humans and nature can be
classified as pro-environmental behavior. When exploring the motives and behaviors of
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consumers choosing eco-friendly products, Kamalanon (2022) [33] deepened the existing
theoretical framework, emphasizing that consumers’ choice of green products stems not
only from a deep concern for environmental protection but also the concrete manifestation
of their social responsibility [34]. Consumers tend to view purchasing eco-friendly products
as a moral obligation and social responsibility practice rather than simply environmental
protection behavior, showing their willingness to pay a premium for eco-friendly products,
which reflects their value recognition and pursuit of a sustainable lifestyle and harmonious
coexistence [34–37]. The pro-environmental behavior defined in this study is an ecological,
harmonious, balanced concept of environmental protection behavior aimed at actively
taking measures to protect the environment [28,29]. Pro-environmental awareness is in-
creasingly evident in modern populations, as knowledge spreads widely, people have a
longer-term consideration for the future, and they deeply understand the close relationship
between human survival and a stable environment [34]. Therefore, only by protecting the
environment can we achieve more lasting and sustainable development [38,39].

Related research has found that psychological trauma (such as a damaged self-identity,
a lack of control, and a lack of a sense of belonging) often leads to compensatory consump-
tion behavior, while a moral sense is a part of self-worth, and feelings of moral deficiency
can result in damaged self-worth [40–42]. A moral imbalance can significantly influence
consumers’ willingness to purchase green products, with feelings of moral guilt playing a
mediating role while moral disengagement acts as a moderator in this relationship [43–45].
Currently, the destruction of the world’s environment has brought about rapid economic
development, with everyone enjoying the economic aspects but also finding it difficult to
escape responsibility for the environment [46–48]. As Grunert (1993) [49] pointed out in his
study on compensatory consumption models, any individual may engage in compensatory
consumption behavior under specific circumstances, introducing the concept of “X-Y re-
sources”. For example, there are two items, an “X” item and a “Y” item, where normally
the “X” item meets the needs of the “X” item, but adding the “Y” item can also fulfill the
needs of the X item, known as compensation. When consumers face environmental destruc-
tion events, anxiety and negative emotions such as unease emerge due to the influence
of pro-environmental behavioral norms. They desperately desire to relieve themselves
from these negative emotions, often compensating by purchasing green products, thereby
alleviating feelings of guilt and helplessness caused by environmental destruction [50–53].
In conclusion, it can be speculated that there is a correlation between pro-environmental
behavior and compensatory consumption.

Hypothesis 2 (H2). Pro-environmental behavior has a positive and significant impact on compen-
satory consumption.

2.4. Green Purchase Intention and Compensatory Consumption

Due to the increasing diversification of green consumption forms in today’s society,
more and more consumers have come into contact with green products or engaged in
green consumption to some extent [54]. Green consumption is not only an environmen-
tally friendly behavior but also a complex social phenomenon, involving the shaping of
individual identity and the pursuit of social group identity [55–57]. In today’s society,
environmental protection has become a core value, and adopting green consumption be-
havior is often seen as an expression of this value [58]. However, for those consumers who
have not yet engaged in green consumption or purchased eco-friendly goods or services,
there are cognitive barriers that distinguish them from those who have already made such
purchases [58,59]. Lee and Shrum (2012) [60] pointed out that individuals may establish a
sense of social belonging through consumption, and compensatory consumption becomes
a way to alleviate a lack of belonging. Xia et al. (2020) [61] found through empirical
research that individuals who experience social exclusion or rejection may lack a sense of
belonging, which in turn increases their preference for environmental products and their
willingness to engage in compensatory purchasing [62–64]. Through the compensatory
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consumption of green products, those with low willingness to purchase green products in
the past seek to integrate into specific social groups and gain a sense of social belonging [65].
The individuals who have not yet been exposed to green consumption or green products
may feel a social pressure different from their communication circles [66,67]. However,
with the increasing awareness of environmental protection and society’s praise for green
consumption, more and more consumers are unconsciously engaging in compensatory
consumption to break through these cognitive barriers, increasing their willingness to
purchase green products to achieve a sense of social belonging and identity [68,69].

Hypothesis 3 (H3). Green purchase intention has a positive and significant impact on compen-
satory consumption.

2.5. The Moderating Effect of Pro-Environmental Behavior on Green Purchase Intention and
Compensatory Consumption

The relationship between the variables of green purchasing intention, pro-environmental
behavior, and compensatory consumption are individual behavioral attitudes, individual
norms, and behavioral intentions. These three are the important factors that drive individuals
to implement altruistic intentions behaviors. Individual behavioral attitudes are the external
manifestations of individuals’ outcome consciousness and responsibility attribution [70,71].
Consumer green purchasing intention reflects consumers’ responsibility attribution for envi-
ronmental protection and the outcome consciousness that doing so is beneficial for sustainable
development [72]. The norm activation theory model indicates that the process of activating
individual norms through outcome consciousness and responsibility attribution is also the
process by which individual behavioral attitudes and subjective norms play a role in the theory
of planned behavior [73,74]. At the same time, the model of the theory of planned behavior
indicates that individual behavioral attitudes, subjective norms, and perceived behavioral
control jointly influence individual behavioral intentions, and a pro-environmental behavior
consciousness will have a positive influence on behavior [75–78]. That is, when consumers re-
alize that not engaging in pro-social behavior brings negative consequences to others or other
things, and recognize their responsibility for not engaging in pro-environmental behavior,
their individual norms will be effectively activated, thereby prompting individuals to engage
in pro-social behavior, ultimately leading consumers to engage in compensatory consumption
behavior [79,80].

The three variables of green purchase intention, pro-environmental behavior, and com-
pensatory consumption are closely related to individual attitudes, norms, and behavioral
intentions [81–83]. These factors all play important roles in driving individuals to engage in
altruistic behaviors. Individual behavioral attitude is an external expression that reflects an
individual’s cognition of outcomes and responsibility attribution. For example, consumers’
green purchase intention is the attitude manifested by their cognition of environmental
responsibility and the benefits of sustainable development. The norm activation model
reveals how individual norms are activated through the cognition of outcomes and respon-
sibility attribution, which is consistent with the roles of individual behavioral attitude and
subjective norms in the theory of planned behavior [84]. According to the theory of planned
behavior, individual behavioral intentions are jointly influenced by individual behavioral
attitude and subjective norms, and perceived behavioral control. In this study, it is shown
that the norms of pro-environmental behavior positively influence compensatory consump-
tion behavior. When consumers realize that not engaging in pro-social behavior will have
adverse consequences for others or other things, and recognize their responsibility for
environmental protection and their personal norms will be effectively activated, prompting
them to engage in pro-social behavior, ultimately leading to compensatory consumption
behavior [85].
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Hypothesis 4 (H4). Pro-environmental behavior has a positive moderating effect on green purchase
intention and compensatory consumption.

3. Methods
3.1. Sample and Data Collection

(1) Pre-survey and questionnaire improvement: The pre-survey variables do not match
the formal survey variables. In the pre-survey stage, the research variables are green
marketing strategies, prosocial behaviors, and compensatory consumption. The study
selected green marketing strategies as the independent variable, and the compen-
satory consumption of consumers as the dependent variable, to study the relationship
between them, and introduced prosocial behavior as a mediating variable. This pre-
survey used a questionnaire survey to collect data, with consumers exposed to green
marketing as the survey respondents. Through an online questionnaire survey, a total
of 202 questionnaires were distributed. After deduplication and a logic review, a total
of 178 valid questionnaires were collected, with an effective questionnaire rate of
88.12%, indicating the positive retrieval rate of the questionnaire.
Based on the results of the pre-investigation on the reliability analysis, the α value
of the green marketing attitude scale is 0.796, the α value of the compensatory con-
sumption scale is 0.884, and the α value of the pro-social behavior scale is 0.890. The
reliability test results of each variable are close to or above 0.8, demonstrating high
consistency and stability, and indicating good reliability. Based on the results of the
preliminary validity analysis, the KMO value for the green marketing attitude scale is
0.745, the KMO value for the compensatory consumption scale is 0.893, and the KMO
value for the pro-social behavior scale is 0.886. In addition, the significance level of
Bartlett’s sphericity test for the three scales is all less than 0.05, indicating that the
design of the preliminary survey questionnaire is practical and the validity is good.

(2) Formal investigation: The starting point of the paper involves exploring the rela-
tionship between consumer green purchase intention, pro-environmental behavior,
and compensatory consumption. After the in-depth literature review, organization,
and communication with the supervisor, the focus of this study has shifted from
green marketing strategies to consumer green purchase intention while subdividing
pro-social behavior and transforming it into a pro-environmental behavior variable.
This study utilized a questionnaire survey to collect data, with ordinary consumers in
society as the subjects. A total of 453 questionnaires were distributed through online
surveys. After deduplication and logical review, the total of 425 valid questionnaires
were collected, with an effective questionnaire ratio of 93.81%. The questionnaire
retrieval rate was good, which enhanced the credibility of the experimental results in
this study.

(3) Distribution of samples: Among the 425 samples, males accounted for 48.2%, and
females accounted for 51.8%, slightly more than the males. In terms of the age
structure of the respondents, they were mainly concentrated between 21 and 40 years
old, with a total of 259 within this range, accounting for 60.9%. In terms of the
academic qualifications of respondents, junior college and undergraduate degrees
accounted for more than 70%, reaching 76.7%. In terms of the occupation of the
respondents, company staff comprised the most, 146 people, accounting for 34.4% of
the total number. In the terms of respondents’ income, more than 61.4 percent had a
monthly income of more than 3000 yuan (Table 1).
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Table 1. Distribution of samples.

Category Classification Sample Count
(n = 425) Percentage (%) Category Classification Sample Count

(n = 425) Percentage (%)

Gender Male 205 48.2 Occupation Student 83 19.5
Female 220 51.8 Self-employed 76 17.9

Age Below 20 72 16.9 Company
employee 146 34.4

21–30 141 33.2 Freelancer 69 16.2
31–40 118 27.8 Unemployed 51 12.0

Above 40 94 22.1
Monthly
income
level

None 80 18.8

Education Below high school 50 11.8 0–3000 RMB 84 19.8
College diploma 130 30.6 3000–6000 RMB 109 25.6
Undergraduate 196 46.1 6000–10,000 RMB 68 16.0
Postgraduate and
above 49 11.5 Above 10,000 RMB 84 19.8

3.2. Variable Measures

(1) The measurement of green purchasing intention: Building on Schneider’s (2001) [18]
theoretical framework, this study divides the green purchasing intention variable
into two dimensions: green purchasing attitude and the green purchasing inclination.
Regarding the measurement of the green purchasing attitude dimension, four items on
attitude were developed based on the literature by Cheung (2017) [86], Ding (2017) [87]
and Ding (2018) [88]. The measurement of the green purchasing inclination dimension
uses their developed four items on intention.

(2) Measurement of compensatory consumption variables: Building on the theoretical
foundation of Wang et al. (2023) [89], this paper divides compensatory consumption
behavior into five dimensions: symbolic, enhancement, hedonic, emotion repair, and
resilience. Specifically, the symbolic dimension is measured using four items, the
enhancement dimension is measured using three items, the hedonic dimension is
measured using three items, the emotion repair dimension is measured using three
items, and the resilience dimension is measured using three items.

(3) Measurement of pro-environmental behavior variables: This article refers to the
research of Hong (2006) [90], believing that the research scale is practicable; thus, it is
chosen as the tool to measure the pro-environmental behaviors in this study, which
developed eleven items (Table 2).

Table 2. Reliability and validity (n = 425).

Variable Item Number

Green Purchase
Intention

Green Purchase
Attitude (TD)

1. Buying green products/services to protect the environment is a wise
choice TD1

2. I support buying green products/services TD2

3. Buying green products/services will not make me feel worse TD3

4. Buying green products/services will not bring me any harm TD4

5. I think buying green products/services is a good idea TD5

Green Purchase
Inclination (QX)

1. I am willing to buy green products/services QX1

2. I plan to buy green products/services from now on QX2

3. I plan to buy green products/services in the future QX3

4. I am willing to pay more cash for green products/services QX4

5. The proportion of green products/services consumption in my
future expenses will increase QX5
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Table 2. Cont.

Variable Item Number

Compensatory
Consumption

Symbolic (XZ)

1. I usually buy green products/services to enhance positive evaluations from
others XZ1

2. I am willing to buy green products/services if they can enhance my
interpersonal attractiveness XZ2

3. I usually buy green products/services that reflect my environmental image XZ3

4. Green products/services that reflect environmental protection usually
increase my purchasing interest XZ4

Elevating (TS)

1. I am willing to buy green products/services if they can enhance my
personality charm TS1

2. I am willing to buy green products/services if they can enhance my social
value TS2

3. I am willing to buy green products/services if they can improve my moral
quality TS3

Hedonic (XL)

1. I will buy green products/services to increase topics and enhance
relationships with friends and family XL1

2. I will buy green products/services to celebrate important moments XL2

3. I will buy green products/services to gain new experiences XL3

Emotion Repair (XF)

1. Buying and experiencing green products/services can repair my mood when
I am not feeling well XF1

2. Buying and using green products/services can uplift my mood XF2

3. Buying and using green products/services can release my negative emotions XF3

Resilience (KN)

1. If the ideal self is very environmentally friendly and does not match the real
self, I will reduce discomfort by buying green products/services KN1

2. If others focus on environmental protection, I will buy green
products/services to reduce threats to their identity KN2

3. If green products/services can help reduce my worries about environmental
damage, then I am willing to buy them KN3

Pro-environmental Behavior (QHJ)

1. Publicly expressing support for environmental protection (such as speeches,
essays, etc.) QHJ1

2. Discussing environmental issues with others QHJ2

3. Reusing plastic bags QHJ3

4. Actively participating in activities organized by schools or environmental
organizations QHJ4

5. Bringing reusable shopping bags when purchasing daily necessities QHJ5

6. Actively participating in various forms of environmental awareness and
education activities QHJ6

7. Actively following environmental issues or conservation information
reported in the media QHJ7

8. Turning off lights or fans when leaving the room if no one is there QHJ8

9. Accumulating empty beverage bottles, wine bottles, etc., and then selling
them QHJ9

10. Advising others to stop environmental damage behaviors (such as littering,
discharging sewage, etc.) QHJ10

11. Reusing the other side of waste paper or printing paper QHJ11

4. Empirical Test and Results
4.1. Measurement Reliability and Validity
4.1.1. Measurement Reliability

Reliability testing refers to the process used to evaluate the stability and consistency
of measurement tools (such as questionnaires, tests, and observations), commonly used in
statistics and quantitative research. This process ensures that the measurement tools can
produce reliable and consistent results in different contexts. Methods of reliability testing
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include test–retest, internal consistency testing (such as Cronbach’s Alpha coefficient,
denoted as α coefficient), and the split-half reliability method. This article uses the α

coefficient as the standard for reliability analysis. Generally, when the α coefficient is below
0.7, it indicates low consistency among the items in the scale and requires revision; when
the α coefficient is between 0.7 and 0.9, it suggests acceptable internal consistency within
the scale; if the α coefficient is above 0.9, it indicates the very good reliability of the scale,
ensuring the full guarantee of the questionnaire’s validity and reliability.

According to Table 3, the α value of the green purchase intention scale is 0.855, the
α value of the compensatory consumption scale is 0.858, and the α value of the pro-
environmental behavior scale is 0.938. The α value of the green purchase intention scale
for the green purchase attitude dimension is 0.880, and the value for the green purchase
intention scale for the green purchase intention dimension is 0.880; The α value of the
symbolic dimension of the compensatory consumption scale is 0.838, the α value of the
enhancing dimension is 0.813, the α value of the enjoyment dimension is 0.809, the α value
of the repairing dimension is 0.826, and the α value of the resisting dimension is 0.812.
According to the reliability test results of the three variables, Cronbach’s α values are all
above 0.8, indicating that the measurement results of the scales used in this study are highly
consistent, stable, and reliable.

Table 3. Reliability analysis of samples.

Variable Cronbach’s Alpha of
the Subscales Dimension Items Cronbach’s Alpha

After Deletion
Cronbach’s Alpha of

Subscales

Willingness to
Purchase Green
Products

0.855

Attitude towards
Green Purchases

TD1 0.840

0.880
TD2 0.844
TD3 0.840
TD4 0.838
TD5 0.844

Green Purchasing
Intention

QX1 0.844

0.880
QX2 0.842
QX3 0.843
QX4 0.839
QX5 0.841

Compensatory
Consumption 0.858

Symbolic

XZ1 0.850

0.838
XZ2 0.849
XZ3 0.852
XZ4 0.852

Enhancement
TS1 0.850

0.813TS2 0.850
TS3 0.851

Hedonic
XL1 0.852

0.809XL2 0.852
XL3 0.851

Emotion Repair
XF1 0.848

0.826XF2 0.847
XF3 0.847

Resilience
KN1 0.850

0.812KN2 0.854
KN3 0.852

Pro-Environmental
Behavior

0.938 Pro-Environmental
Behavior

QHJ1 0.879

0.938

QHJ2 0.879
QHJ3 0.883
QHJ4 0.882
QHJ5 0.884
QHJ6 0.881
QHJ7 0.880
QHJ8 0.879
QHJ9 0.880

QHJ10 0.877
QHJ11 0.875
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4.1.2. Measurement Validity

Validity testing is used to assess whether a measuring tool accurately measures the
desired concepts or traits. This process aims to examine whether the items effectively
express the conceptual information of the research variables or dimensions. In contrast
to reliability analysis testing the overall scale, validity analysis primarily examines the
appropriateness of individual items within the scale. This study employs the KMO (Kaiser–
Meyer–Olkin) measure and Bartlett’s test of sphericity for validity analysis. The KMO
measure is used to test the intercorrelations among variables, and a KMO value closer to
1 indicates stronger intercorrelations among variables. Bartlett’s test of sphericity is used to
test whether the sample comes from a population following a normal distribution, with a
smaller significance level being more desirable. It is widely accepted in academia that, for
validity analysis, the KMO value should be greater than 0.7, and the significance level of
Bartlett’s test of sphericity should be less than 0.05.

As shown in Table 4, the KMO value of the green purchase intention scale is 0.889,
the compensatory consumption scale is 0.838, and the pro-environmental behavior scale is
0.964. In addition, the significance levels of Bartlett’s sphericity tests for the three scales are
all less than 0.05. Therefore, the validity of this survey questionnaire is good.

Table 4. Validity analysis of the samples.

Variable KMO Value Bartlett Sphericity Test Significance

Green purchasing intention 0.889 <0.05
Compensatory consumption 0.838 <0.05
Pro-environmental behavior 0.964 <0.05

4.2. Common Method Variance

This study conducted a Harman single factor test on the collected data, examining
the 27 items of the three variables in the study. The results extracted seven factors with
eigenvalues greater than 1, with the maximum factor variance explained to be 29.78% (less
than 40%), indicating that there is no serious common method bias in this study.

4.3. Differentiation Analysis

According to the results in Table 5, independent samples t-tests were conducted to
examine whether there were gender differences in green buying intention, compensatory
consumption, and pro-environmental behavior. The results of the tests on green buy-
ing intention showed that, as the significance p-values were all greater than 0.05, there
were no significant differences between genders in green buying intention, compensatory
consumption, and pro-environmental behavior.

Age differences test: Using the one-way ANOVA test to analyze whether there are
the age differences in green purchase intention, compensatory consumption, and pro-
environmental behavior. As shown in Table 5, the significance of the green purchase
intention scale and its dimension is p > 0.05, so there is no significant difference in green
purchase intention among consumers of different ages; the significance of the compensatory
consumption scale and its symbolic, enhancing, hedonic and restorative dimensions is
p > 0.05, so there is no overall significant difference in compensatory consumption behavior
among consumers of different ages, but because the resilience dimension of compensatory
consumption is significant at p < 0.05, there is a significant difference in consumers’ re-
silience in compensatory consumption; the significance of the pro-environmental behavior
scale is p < 0.05, so there are significant differences in pro-environmental behavior among
consumers of different ages.
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Table 5. Analysis of differences in samples.

Variable Gender n M ± SD t
Significance p

Gender Age Education Occupation Income

Green purchasing
intention (GPI)

Male 205 3.70 ± 0.79
0.938 0.349 0.954 0.954 0.611 0.945Female 220 3.63 ± 0.88

Green purchasing
attitude (TD)

Male 205 3.69 ± 1.02
1.050 0.294 0.796 0.577 0.812 0.370Female 220 3.58 ± 1.07

Green purchasing
tendency (GPT)

Male 205 3.72 ± 1.01
0.451 0.652 0.398 0.785 0.641 0.798Female 220 3.68 ± 1.06

Compensatory
consumption (CC)

Male 205 3.72 ± 0.67 −0.507 0.613 0.149 0.922 0.129 0.663Female 220 3.75 ± 0.71

Symbolic Male 205 3.74 ± 1.02 −1.381 0.168 0.294 0.962 0.396 0.366Female 220 3.87 ± 0.94

Enhancement
Male 205 3.93 ± 0.89

1.258 0.209 0.468 0.968 0.177 0.850Female 220 3.81 ± 1.09

Hedonism
Male 205 3.73 ± 1.04 −0.430 0.667 0.609 0.906 0.976 0.979Female 220 3.78 ± 1.00

Restoration
Male 205 3.57 ± 1.05 −0.410 0.682 0.496 0.905 0.094 0.647Female 220 3.61 ± 1.12

Resilience
Male 205 3.60 ± 1.08 −0.387 0.699 0.016 0.408 0.131 0.385Female 220 3.65 ± 1.08

Pro-environmental
behavior (PEB)

Male 205 3.64 ± 1.00 −0.786 0.432 0.006 0.146 0.366 0.254Female 220 3.71 ± 0.97

Analysis of educational differences: Using the one-way ANOVA test to analyze the
existence of occupational differences in green purchase intention, compensatory consump-
tion, and pro-environmental behavior. As shown in Table 5, because the significance
level p > 0.05, there is no significant difference in green purchase intention, compensatory
consumption, and pro-environmental behavior levels among consumers with different
educational backgrounds.

Analysis of occupational differences: Using the one-way ANOVA test, we analyzed
whether there are occupational differences in green purchase intention, compensatory con-
sumption, and pro-environmental behavior. As shown in Table 5, because the significance
level p > 0.05, there is no significant difference in green purchase intention, compensatory
consumption level, and pro-environmental behavior level among consumers with differ-
ent occupations.

Analysis of differences in monthly income levels: Using the one-way ANOVA, the
analysis was conducted on whether there are the occupational differences in green pur-
chasing intention, compensatory consumption and pro-environmental behavior. As shown
in Table 5, since the significance level p > 0.05, there is no significant difference in green
purchasing intention, compensatory consumption and the pro-environmental behavior
among consumers with different monthly incomes.

4.4. Relevance Analysis

The correlation analysis of consumers’ willingness to purchase green products, com-
pensatory consumption, and pro-environmental behavior is shown in Table 6. In the table,
* indicates p < 0.05, ** indicates p < 0.01, and *** indicates p < 0.001. The results show that there
is the significant positive correlation between willingness to purchase green products and
pro-environmental behavior (p < 0.01), supporting Hypothesis 1. Pro-environmental behavior
is significantly positively correlated with compensatory consumption (p < 0.01), supporting
Hypothesis 2. There is a significant positive correlation between willingness to purchase green
products and compensatory consumption (p < 0.01), supporting Hypothesis 3.
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Table 6. Correlation analysis of variables.

GPI TD QX CC XZ TS XL XF KN PEB

GPI 1
TD 0.803 ** 1
QX 0.800 ** 0.284 ** 1
CC 0.566 ** 0.486 ** 0.421 ** 1
XZ 0.341 ** 0.268 ** 0.278 ** 0.683 ** 1
TS 0.370 ** 0.336 ** 0.256 ** 0.662 ** 0.304 ** 1
XL 0.393 ** 0.347 ** 0.282 ** 0.638 ** 0.269 ** 0.285 ** 1
XF 0.474 ** 0.397 ** 0.362 ** 0.721 ** 0.359 ** 0.337 ** 0.389 ** 1
KN 0.324 ** 0.292 ** 0.227 ** 0.635 ** 0.216 ** 0.354 ** 0.249 ** 0.335 ** 1
PEB 0.312 ** 0.260 ** 0.240 ** 0.567 ** 0.190 ** 0.301 ** 0.244 ** 0.310 ** 0.881 ** 1

** indicates p < 0.01.

4.5. Regression Analysis

There is a significant relationship between consumers’ willingness to purchase green,
compensatory consumption, and pro-environmental behavior, which preliminarily con-
firms the research hypothesis of this paper. To further examine the causal relationships
between these variables, regression analysis is needed. This paper plans to use linear
regression to test the causal relationships between these variables and has established two
indicators as regression standards, including the significance of F-test and R2. When the
p value is less than 0.05, it indicates that the regression model is effective. The higher the
value of R2, the better the model’s goodness of fit. If the VIF is less than 5, it proves that
there is no multicollinearity between variables.

Regression analysis of green purchasing intention on pro-environmental behavior:
This linear regression takes two dimensions of green purchasing intention, green pur-
chasing attitude and green purchasing tendency, as independent variables, and views
pro-environmental behavior as the dependent variable. The data in Table 7 shows that the
F value is 22.871, and the statistical significance p is less than 0.001, confirming the validity
of the regression model. The VIF values are all less than 5, indicating that there is no
multicollinearity between the two independent variables. Since the regression coefficient is
0.195 greater than zero, this indicates that green purchasing attitude has a significant posi-
tive impact on pro-environmental behavior. Since the regression coefficient is 0.170 greater
than zero, this indicates that green purchasing tendency has a significant positive impact
on pro-environmental behavior, both of which support Hypothesis H1.

Table 7. Regression analysis of green purchase intention on pro-environmental behavior.

Unstandardized Coefficients Standardized
Coefficients Beta

Collinearity Statistics

Model B Standard Error t Significance Tolerance VIF

(Constant) 2.336 0.204
0.209

11.476 0.000
0.919 1.088Green Purchase

Attitude 0.195 0.045 4.329 0.000

Green Purchase
Intention 0.170 0.045 0.181 3.751 0.000 0.919 1.088

R2 0.098
Adjusted R2 0.094

F 22.871
p <0.001

Regression analysis of parental environmental behavior on compensatory consump-
tion: This linear regression takes parental environmental behavior as the independent
variable and views compensatory consumption as the dependent variable. The data in
Table 8 shows that the F value reaches 200.689, with a statistically significant p less than
0.001, confirming the validity of this regression model. Since the regression coefficient
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is 0.567 and greater than zero, this indicates that parental environmental behavior has a
significant positive impact on compensatory consumption, supporting Hypothesis H2.

Table 8. Regression analysis of filial piety behaviors on compensatory consumption.

Unstandardized Coefficients Standardized
Coefficients Beta

Collinearity Statistics

Model B Standard Error t Significance Model B

(Constant) 2.268 0.107
0.567

21.186 0.000
1.000 1.000Pro-

environmental
behavior

0.399 0.028 14.166 0.000

R2 0.322
Adjusted R2 0.320

F 200.689
p <0.001

Green purchase intention and the return analysis of compensatory consumption. This
linear regression takes green purchase intention as the independent variable and views
compensatory consumption as the dependent variable. As shown in Table 9, the F value
reaches 100.675, with a statistical significance of p less than 0.001, confirming the validity
of the regression model. The VIF values are all less than 5, indicating the absence of
multicollinearity between the two independent variables. Since the regression coefficient
is 0.262 greater than zero, this indicates that the green purchase attitude has a significant
positive impact on compensatory consumption. Since the regression coefficient is 0.203
greater than zero, this indicates that green purchase tendency has a significant positive
influence on compensatory consumption which supports Hypothesis H3.

Table 9. Regression analysis of purchase green products on compensatory consumption.

Unstandardized Coefficients Standardized
Coefficients Beta

Collinearity Statistics

Model B Standard Error t Significance Model B

(Constant) 2.029 0.124
0.399

16.374 0.000
0.919 1.088Green Purchase

Attitude 0.262 0.027 9.545 0.000

Green Purchase
Intentions 0.203 0.028 0.307 7.351 0.000 0.919 1.088

R2 0.323
Adjusted R2 0.320

F 100.675
p <0.001

The mediating role of environmental behavior: This study utilized Bootstrap statistical
techniques to explore the mediating role and conducted an in-depth empirical analysis
of the mediating effect of environmental behavior using the fourth model of the SPSS
26.0 software Process plugin. The Bootstrap test relies on the range of the indirect effects
(BootLLCI, BootULCI) to determine the presence of the mediating effect by whether it
surrounds 0. Specifically, when the range of the indirect effect excludes 0, it indicates a
significant mediating effect; conversely, if it includes 0, the mediating effect is not signifi-
cant. Furthermore, when the indirect effect is significant, if the range of the direct effect
(BootLLCI, BootULCI) includes 0, it means the mediating variable plays a fully mediating
role; whereas if the range of the direct effect does not include 0, it indicates the mediating
variable is a partial mediator.

As shown in Table 10, the indirect interval of green purchase intention and compen-
satory consumption is (0.078, 0.1453), with the indirect interval not including 0, the direct
interval is (0.2952, 0.4137), and the direct interval also does not include 0. This indicates
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that pro-environmental behavior plays a partially mediating role between green purchase
intention and compensatory consumption, supporting Hypothesis H4.

Table 10. Testing the mediating effect of pro-environmental behavior.

Effect se t p LLCI ULCI

Total effect 0.4657 0.033 14.1152 0 0.4009 0.5306
Direct effect 0.3545 0.0301 11.7603 0 0.2952 0.4137

Indirect effect
Effect Boot SE Boot LLCI Boot ULCI
0.1112 0.017 0.078 0.1453

5. Discussion

Based on a comprehensive review of the literature in the areas of green purchase inten-
tion, pro-environmental behavior, and compensatory consumption, this paper constructs a
new theoretical model and proposes corresponding research hypotheses. The theoretical
model is empirically tested using a mediation model, leading to a series of empirical analy-
sis results. This chapter will summarize the research conclusions based on these empirical
findings, providing guidance for governments and businesses on managing consumer
compensatory behaviors. Additionally, the paper outlines future research directions and
analyzes the limitations of the study.

5.1. The Effect of Green Purchase Intention on Pro-Environmental Behavior

In today’s society, environmental protection has become a hot topic of global concern.
The publicity of the government and the media has promoted this concept, ensuring it is
deeply rooted in the hearts of people, and the environmental awareness of ordinary people
has gradually increased. Therefore, green purchase intention has become an important
subject of academic research. In this context, it is easy to foresee a clear correlation between
consumers’ green purchase intention criteria and pro-environmental behavior norms. Un-
der today’s social norms that focus on environmental protection, consumers may increase
their willingness to buy green when making green decisions so that more and more people
will adopt personal norms of environmental behavior and make positive behaviors in order
to protect the environment and reduce environmental damage. Empirical studies have
confirmed the positive impact of green purchase intention on pro-environmental behavior.
This impact is not only reflected in consumers’ willingness to buy environmentally friendly
products but also in practical actions, such as reducing energy consumption, waste sorting,
and choosing renewable resources.

Between the purchasing decision and behavior practice, consumers’ choice consti-
tutes a close link between green purchasing intention and pro-environment behavior. The
awareness and attitude towards environmental protection have a direct impact on con-
sumers’ green purchase intention. When they are aware of the environmental impact
of their purchasing decisions, they are more likely to choose environmentally friendly
products. This perception is not only driven by an individual’s internal moral code, but is
also shaped by social circumstances such as family education, peer influence, and media
advocacy. However, we must note that there is a gap between green buying intentions
and actual environmental behavior. Although consumers express a willingness to buy
environmentally friendly products, actual action can be influenced by a variety of factors,
including product price, convenience and quality.

5.2. The Effect of Pro-Environmental Behavior on Compensatory Consumption

With the government’s support and promotion of green policies, the wide spread of
green concepts and the increasingly visible pro-environmental behavior norms among
modern people have been encouraged. People have the more long-term consideration for
the future and know that human survival is closely related to a stable environment, so only
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by protecting the environment can we achieve more lasting and sustainable development.
When consumers are faced with environmental damage events, due to the normative
influence of pro-environmental behavior awareness, anxiety and other negative emotions
will emerge, and the heart is eager to get rid of such negative emotions, so people often
compensate for this themselves by buying green products and carrying out other behaviors,
so as to alleviate the guilt and helplessness caused by environmental damage. This kind
of compensatory consumption behavior is facilitated by individual pro-environmental
behavior norms which reflects consumers’ concern and sense of responsibility for environ-
mental issues.

When a person begins to recognize that their actions may have an impact on the envi-
ronment, they will often be inclined to take positive environmental actions to counteract
this negative impact. Buying green products is not only an action performed for personal
needs but also as a positive response to the environment. It can meet the needs of individ-
uals while minimizing the damage to the environment. Therefore, the pro-environment
behavior code has a positive impact on the compensatory consumption of consumers. Con-
sumer environmental awareness and behavior often go hand in hand. They are willing to
express their concern and support for the environment by purchasing green products, thus
practicing environmental protection concepts in their daily lives. This positive behavior
not only reflects the individual’s sense of environmental responsibility but also provides
impetus and support for society to establish more sustainable consumption patterns.

However, it is important to note that compensatory consumption, while it can alleviate
an individual’s environmental anxiety, is not a substitute for actual pro-environmental
actions. Merely relying on the purchase of green products to alleviate negative emotions,
without changing their lifestyle and consumption habits, ultimately cannot fundamentally
solve environmental problems. Therefore, with today’s social norms for environmental
protection gradually imperceptible and eventually internalized into the individual norms of
consumers’ pro-environment behaviors, governments and enterprises should continuously
optimize consumers’ moral feedback experience in compensatory consumption so as to
better predict and control this consumption trend.

5.3. The Effect of Green Purchase Intention on Compensatory Consumption

Green purchase intention has a positive impact on compensatory consumption. Green
consumption is not only an environmentally friendly behavior but also a complex social
phenomenon. It involves the shaping of individual identity and the pursuit of social group
identity. In today’s society, environmental protection has become a value, and adopting
green consumption behavior is often seen as an expression of this value. However, for
consumers who have not yet dabbled in green consumption or purchased environmentally
friendly goods or services, there is a certain cognitive barrier that sets them apart from those
who have. Individuals may establish a sense of social belonging through consumption,
and when the sense of belonging is lacking, compensatory consumption becomes a way
of relief. In today’s society, an individual’s sense of belonging is often affected by social
exclusion or rejection which has led to an increase in preference for and compensatory
purchases of environmentally friendly products. By increasing the willingness to buy green,
and eventually leading to the actual behavior of compensatory consumption, this way can
enable consumers who are not very interested in this before to integrate into a specific
social group so as to obtain the required social identity. Therefore, the social consumption
performance of the masses in contemporary society, in which the high-standard green
purchase intention is transformed into compensatory consumption behavior, has become
an important way for individuals to pursue social identity.

6. Conclusions
6.1. Theoretical Contributions

The study on the impact of green purchase intention on compensatory consumption
has important theoretical contributions in broadening the perspective of consumer behavior
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research, deepening the understanding of the mechanism of pro-environmental behavior,
revealing the changing trend in consumer values, promoting the formation and the develop-
ment of green consumption market, and enriching relevant theoretical applications. These
contributions not only help us to understand the diversity and complexity of consumer be-
havior more comprehensively, but also provide an important theoretical basis and practical
guidance for formulating scientific and reasonable consumption policies and promoting
the development of green consumer market. The study of the effect of green purchase
intention on compensatory consumption, especially in exploring the moderating effect of
pro-environmental behavior, has important theoretical contributions. These contributions
are mainly reflected in the following aspects:

(1) Broadening the perspective of consumer behavior research: Traditional consumer
behavior research focuses on the influence of individual factors (such as demand,
motivation, attitude, etc.) on consumer behavior. The study of green purchase inten-
tion and compensatory consumption extends the perspective to a broader field such
as environmental protection and social responsibility. This helps us to understand
the diversity and complexity of consumption behavior more comprehensively and
provides a theoretical basis for formulating more scientific and reasonable consump-
tion policies.

(2) Deepening the understanding of the mechanism of pro-environmental behavior: Pro-
environmental behavior not only reflects consumers’ concern and sense of responsibil-
ity for environmental protection but also may have a positive impact on subsequent
compensatory consumption behavior. By exploring the influence of green purchase
intention on compensatory consumption and the regulating role of pro-environment
behavior in this process, we can further understand the mechanism of pro-environment
behavior and reveal its internal psychological and social motivations.

(3) Revealing the changing trend in consumer values: The increased willingness to buy
green reflects the changing trend in consumer values; that is, from pure material
pursuit to a direction that is more environmentally friendly and socially responsible.
This change is not only reflected in the purchase behavior but also may affect the
overall lifestyle and consumption concept of consumers. By studying the influence of
green purchase intention on compensatory consumption, we can grasp the changing
trend in consumer values more clearly, and provide a useful reference for the product
development and market positioning of enterprises.

(4) Promoting the formation and the development of green consumer market: The en-
hancement of green purchase intention and the popularization of pro-environment
behavior are important driving forces to promote the formation and the development
of green consumption market. By studying the impact of green purchase intention
on compensatory consumption, we can reveal the potential demand and develop-
ment, indicated by the trend in a green consumption market, and provide theoretical
support and practical guidance for the government the enterprises and all sectors of
society to jointly promote the development of a green consumption market.

(5) Enriching the application of planned behavior theory and other related theories: The
research on green purchase intention and compensatory consumption can draw on the
planned behavior theory, the attitude–behavior–situation theory, and other relevant
theories, and verify the applicability of these theories in the field of green consump-
tion through empirical research, and further enrich and improve these theories. For
example, the theory of planned behavior holds that behavioral intention is an impor-
tant prerequisite for the occurrence of behavior, and green purchase intention, as a
manifestation of behavioral intention, can indirectly promote the formation and the
development of green consumption market by influencing consumers’ compensatory
consumption behavior.
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6.2. Practical Implications

In conclusion, the study on the impact of green purchase intention on compensatory
consumption provides implications for management practice. By strengthening the aware-
ness of green consumption, optimizing the supply of green products, promoting the
formation of pro-environmental behaviors, paying attention to the changes in consumer
psychology, and building a green consumption ecosystem, we can promote the formation
and the development of green consumption market and achieve a win–win situation for
economy, society and the environment. The study of the influence of green purchase inten-
tion on compensatory consumption, especially the moderating role of pro-environmental
behavior in this process, provides important implications for management practice. Here
are some management lessons:

(1) Strengthening the awareness of green consumption: The first is education and pub-
licity. Enterprises should increase their efforts to promote the concept of green con-
sumption and communicate the importance and benefits of green consumption to
consumers through various channels, such as advertising, social media, and corporate
websites. The government and social organizations can also participate in creating
a social atmosphere for green consumption. The second is the spread of knowledge.
Improve consumer awareness of green products so that they understand the charac-
teristics and advantages of green products. Through holding lectures, exhibitions,
activities and other methods, let consumers personally experience the advantages of
green products so as to enhance their green purchase willingness.

(2) Optimizing the supply of green products: The first is product innovation. Enterprises
should continue to develop and innovate green products, improve the environmen-
tal performance and cost performance of products, and meet the diversified needs
of consumers for green products. At the same time, focus on product quality and
brand image to improve consumer trust and loyalty to green products. The second
is market segmentation. According to the needs of different consumer groups, mar-
ket segmentation and the positioning are carried out, and green products suitable
for different consumer groups are developed. For example, for young consumers,
more fashionable and convenient green products can be launched; for high-income
consumer groups, more high-end, high-quality green products can be launched.

(3) Promoting the formation of pro-environmental behavior: The first is the incentive
mechanism. Establish an effective incentive mechanism to encourage consumers to
carry out green consumption. For example, consumers can obtain certain benefits
and rewards when buying green products through points and discounts. In addition,
green consumption awards can be set up to recognize consumers who have made
outstanding contributions to green consumption. The second is social acceptance.
Strengthen the guidance of public opinion and improve the social recognition of green
consumption. Through media publicity, demonstrations by public figures, etc., make
green consumption a fashion and trend so as to attract more consumers to participate.

(4) Paying attention to changes in consumer psychology: The first is to understand
consumer needs. An in-depth understanding of consumer psychological changes
and demand changes, and the timely adjustment of marketing strategy and product
strategy. For example, when the consumer demand for green products increases,
enterprises should increase the production and sales of green products; When con-
sumers’ doubts about certain green products increase, enterprises should actively
respond and explain. The second is to improve service quality. In the process of sales
and service, focus on improving the quality of service to meet the expectations and
needs of consumers. Through the provision of high-quality pre-sale consultation,
sales service, and after-sales service, consumers feel more satisfied and assured with
the purchase and use of green products.

(5) Building a green consumption ecosystem: The first is cooperation and a win–win
scenario. We will promote multi-party cooperation among governments, enterprises
and social organizations to jointly build a green consumption ecosystem. Through
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policy guidance, market regulation, social supervision and other means, the formation
and the development of green consumption market can be promoted. The second
is sustainable development. In the process of promoting green consumption, focus
on sustainable development through energy conservation, emission reduction, re-
source recycling and other ways, to reduce environmental pollution and resource
consumption in the production process.

6.3. Limitations and Future Research

There are many shortcomings in this study which need to be further explored and
analyzed by future scholars. By summarizing the article, future research can be further
explored in the following aspects:

(1) First, the existing studies did not consider the setting of control variables when con-
structing the mediation model. Future studies can add other appropriate moderating
variables as control variables when examining the mediating effects of green purchase
intention, compensatory consumption and the pro-environmental behavior, so as to
observe the experimental results more accurately. For example, factors such as gender
and age can be considered to comprehensively consider the impact of these variables
on the relationship, so as to better understand the relationship between them.

(2) Second, the data samples in this paper are insufficient, and the experiment has ac-
cidental bias. Future studies need to use more repeated experiments to prove the
authenticity of the conclusions. By expanding the sample size and increasing the
number of repetitions of the experiment, the reliability and generalization ability of
the study can be improved, so as to verify the validity of the model more accurately.

(3) Third, the results only show the mediating role of pro-environmental behavior in
promoting green purchase intention and inhibiting compensatory consumption and
the other possible roles of pro-environmental behavior in this relationship are not
fully studied. For example, the study did not delve into whether pro-environmental
behaviors play a moderating role between the two.

(4) Fourth, the main weakness of this article is the assumption that people have a clear
idea of what is “green” and what is not. If such a clear assignment of right and
wrong does not exist in individual cases, then the model is no longer valid. To
solve this problem, the future research can be improved from the two aspects of
questionnaire survey design and in-depth interview. In terms of the questionnaire
and the survey, scholars can design scientific and reasonable questionnaires, covering
consumers’ cognition, attitude, behavior and the discrimination of green consumption
behavior. The questionnaire design should ensure the clarity, comprehensiveness,
and objectivity of the questions, and adopt an appropriate scale or scoring system
to quantify the responses of the respondents. Sending questionnaires using online
or offline methods to collect sufficient sample data. In terms of in-depth interviews,
scholars can select some representative respondents to conduct in-depth interviews to
further understand their views on green consumption behavior, confusion, and the
influencing factors in the identification process. In-depth interviews can provide more
detailed and in-depth information, which is helpful in supplementing the deficiencies
of the questionnaire.
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