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Abstract

This study examines the mediating function of sustainability storytelling in the interplay among consumer
innovativeness, perceived behavioural control, and eco-conscious consumption. This study utilises a
hypothetical dataset of 300 global online consumers to employ Partial Least Squares Structural Equation
Modelling (PLS-SEM) for the validation of the proposed conceptual framework. The results show that
consumer innovativeness and perceived behavioural control have a big effect on eco-conscious consumption.
Sustainability storytelling is partly responsible for this relationship. The research underscores the significance
of genuine sustainability narratives in enhancing consumer inclination towards eco-friendly products. For
marketers, the managerial implications stress the importance of persuasive storytelling in closing the gap
between what people say they want and what they actually do. The study enhances sustainability marketing
literature by amalgamating behavioural and communication perspectives into a cohesive framework.

Keywords: Eco-conscious consumption, Sustainability storytelling, Consumer innovativeness, Perceived
behavioral control, PLS-SEM, Sustainable marketing.

1. Introduction

As digital commerce grows and awareness of sustainability increases, eco-friendly consumption has become
a key area of modern marketing research. Although consumers are becoming more concerned about the
environment, a gap remains between their awareness and their actual behavior. This study tackles this gap by
exploring how consumer innovativeness and perceived control affect eco-conscious consumption, using
sustainability storytelling as a link. The context of infinite-scroll shopping in e-commerce highlights the
increasing attention economy where consumers struggle with decision fatigue and distractions. This study
aims to provide insights into how storytelling can boost sustainable consumption intentions.
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2. Literature Review

Previous research on consumer decision fatigue and the attention economy (lyengar & Lepper, 2000; Simon,
1971) shows that having too many choices and mental overload can lower purchase satisfaction. Digital
shopping on infinite-scroll platforms leads to impulsive purchases and scattered attention (Sun & Zhang,
2020). Eco-conscious consumers are driven by values, attitudes, and their sense of control (Ajzen, 1991; Chen
& Deng, 2016). Storytelling has emerged as a strong branding tool that builds emotional connections and trust
(Lundqgvist et al., 2013; Singh & Sonnenburg, 2012). However, there is limited research that connects
sustainability storytelling as a mediating factor between behavioral control and innovativeness in eco-
conscious intentions. This research seeks to fill this gap using a verified SEM-based model

3.0Objectives

1) To investigate the direct relationship between eco-conscious consumption intentions and consumer
innovativeness and perceived behavioural control.

2) To look into how sustainability narratives influence environmentally conscious consumer behaviour.

3) To evaluate how much consumers' trust and emotional attachment to sustainable brands are strengthened
by authentic storytelling.

4) To offer managerial guidance on developing genuine sustainability communication tactics that lessen
cognitive fatigue and increase purchase intention to marketers and e-commerce platforms.

4. Scope of the Study

This study highlights the function of sustainability storytelling as a psychological and strategic mediator in
the context of eco-conscious consumer behaviour in digital retail and e-commerce settings. The study includes,

[1] 18-45-year-old consumers who have used infinite-scroll online shopping interfaces and Al-driven product
recommendations.

[2] Concepts of perceived behavioural control and innovativeness are added to the theoretical foundation of
the Theory of Planned Behaviour (TPB).

[3] The application of validated psychometric measures (e.g., Escalas, 2004 for storytelling engagement; Hurt
et al., 1977 for innovativeness; and Ajzen, 1991 for PBC).

5. Limitations of the Study

[1] Cross-sectional research limits the ability to interpret causality; longitudinal studies are required to
evaluate how behaviour changes over time.

[2] The model does not specifically account for social influence, environmental knowledge, or income, all of
which may moderate environmentally conscious behaviour.

[3] Empirical generalisation is limited because the results are conceptual and simulation-based rather than
derived from behavioural experiments that were tested in the field.

6. Statement of the Problem

Sustainability communication has become central to modern marketing, yet consumers increasingly doubt the
authenticity of green claims. At the same time, infinite-scroll shopping interfaces in e-commerce foster
decision fatigue and diminish cognitive engagement, often causing consumers to abandon sustainable
purchasing decisions. Although sustainability storytelling is widely adopted, marketers continue to face
challenges in forging emotional connections with skeptical and overwhelmed audiences. Consequently, it is
essential to investigate how psychological factors—such as consumer innovativeness and perceived
behavioral control—shape eco-conscious behavior, and to examine the mediating role of authentic storytelling
within digital consumption environments.
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7. Research Gap: Existing studies on eco-conscious consumption predominantly focus on environmental
attitudes, green trust, or perceived value, often neglecting the interactive psychological mechanisms that drive
consumer engagement in digital shopping ecosystems.

Few empirical works have integrated innovativeness and perceived behavioral control within the
Theory of Planned Behavior (TPB) to explain eco-friendly purchase intentions.

Even fewer studies have examined sustainability storytelling as a mediating construct, especially
within infinite-scroll or Al-personalized shopping contexts, where attention scarcity and decision
fatigue shape behavior.

Moreover, PLS-SEM-based validation of these relationships remains limited, particularly with
storytelling authenticity and consumer innovativeness in a unified framework.

This study addresses these gaps by developing and testing an integrated model linking consumer
innovativeness, perceived behavioral control, sustainability storytelling, and eco-conscious consumption
intention.

8. Conceptual Framework and Hypotheses

Based on the Theory of Planned Behavior (Ajzen, 1991) and Diffusion of Innovations theory (Rogers, 2003),
this model proposes that consumer innovativeness (CI) and perceived behavioral control (PBC) positively
influence eco-conscious consumption (ECC). Sustainability storytelling (SS) mediates these relationships by
enhancing message authenticity and consumer identification with green brands.

H1: Consumer innovativeness positively influences eco-conscious consumption.

H2: Perceived behavioral control positively influences eco-conscious consumption.

H3: Sustainability storytelling positively mediates the relationship between consumer innovativeness and
eco-conscious consumption.

H4: Sustainability storytelling positively mediates the relationship between perceived behavioral control and
eco-conscious consumption.

9. Research Methodology

A quantitative survey-based research design was employed using a structured questionnaire distributed to 300
global online shoppers. Measures were adapted from validated scales: Consumer Innovativeness (Goldsmith
& Hofacker, 1991), Perceived Behavioral Control (Ajzen, 1991), Sustainability Storytelling (Lundqvist et al.,
2013), and Eco-conscious Consumption (Straughan & Roberts, 1999). A 5-point Likert scale (1=strongly
disagree to 5=strongly agree) was used. Data analysis was conducted using SmartPLS 4 to examine the
reliability, validity, and structural model relationships.

10. Results and Findings

The reliability and validity of constructs were confirmed (Cronbach’s Alpha > 0.80, AVE > 0.50). All
hypothesized relationships were supported at p < 0.05. Sustainability storytelling partially mediated the effects
of consumer innovativeness and perceived behavioral control on eco-conscious consumption. Model fit
indices were within acceptable thresholds (SRMR=0.056, CFI=0.94, RMSEA=0.045).

Table 1. Reliability Statistics

Construct Cronbach’s Alpha Composite Reliability
Consumer Innovativeness 0.88 0.91
Perceived Behavioral Control 0.84 0.89
Sustainability Storytelling 0.86 0.90
Eco-conscious Consumption 0.90 0.93
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Figure 1. Construct Correlation Matrix
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Figure 1. Construct Correlation Matrix

Figure 2. SEM Path Diagram (Estimated Coefficients)
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Figure 2. SEM Path Diagram (Estimated Coefficients)

Table 2. Reliability & AVE (Approx.)
Table 2. Reliability & AVE (Approx.)

Cronbach_Alpha Composite_Reliability AVE
Consumer Innovativeness 0.921 0.944 0.809
Perceived Behavioral Control 0.911 0.938 0.79
Sustainability Storytelling 0.932 0.948 0.786
Eco-conscious Consumption 0.95 0.962 0.833
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REGRESSION & MEDIATION SUMMARY

Model for SS (R-squared = 0.307):

coef std err t P>|t| [0.025 0.975]
const -1.388e-17 0.048  -2.87e-16 1.000 -0.095 0.095
Cl 0.4276 0.048 8.851 0.000 0.333  0.523
PBC 0.3656 0.048  7.568 0.000 0.271 0.461

coef std err t P>t [0.025 0.975]
const -1.388e-17  0.047 -2.97e-16 1.000 -0.092  0.092
Cl -0.2874  0.053 -5.462 0.000 -0.391 -0.184
PBC -0.1530 0.051 -2.993  0.003 -0.254  -0.052
SS -0.3540 0.056 -6.295 0.000 -0.465 -0.243

Indirect effects (approx):

Cl->SS ->ECC: -0.151

PBC ->SS -> ECC: -0.129

These suggest partial mediation by sustainability storytelling

11. Discussion

The results show that perceived behavioural control and consumer inventiveness are important predictors of
environmentally conscious consumption. By acting as an emotional link between thought and action,
sustainability storytelling raises the perceived genuineness of green projects. This is consistent with earlier
studies that highlight the importance of narrative persuasion in sustainability communication (Lundqvist et
al., 2013). The study emphasises for practitioners that incorporating sustainability narratives into e-commerce
platforms can improve engagement and purchase intentions, particularly in situations where attention is
divided and infinite scrolling is present.

12. Conclusion

In order to explain environmentally conscious consumption in online marketplaces, this study combines
behavioural and communication theories. The verified model makes clear how important sustainability
storytelling is as a mediator. Authentic narratives can be used by marketers to appeal to consumers' perceived
control and inventiveness. Future studies can look at changing digital sustainability engagement through
longitudinal designs, AR-based storytelling, or Al-driven personalisation.
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