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ABSTRACT 
	Sustainable consumption is an important aspect in the global agenda for development, but in emerging markets, behavioral adoption is still low compared to awareness and intention. Although previous studies have focused on the role of marketing communication and digital engagement in this context, there is a lack of consideration for the psychological aspects.

This study proposes a conceptual framework, termed the Green Brain Model (GBM), to account for the process of sustainable consumer decision-making. The framework draws upon insights from neuromarketing and behavioral economics to propose a five-stage process of consumer decision-making, including stages of sensory attention, emotional engagement, cognitive bias, identity integration, and behavioral execution. 
This study contributes to the literature by providing a process-oriented account of how subconscious cognitive processes interact with situational factors in emerging markets to determine consumer decision-making.
The framework offers useful guidelines for developing effective green marketing strategies and can be used as a starting point for testing in the future using various approaches such as experimental, survey, or neuroscientific studies.
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1. INTRODUCTION 

Sustainable consumption has become a core principle of international environmental governance, yet behavior change remains uneven across emerging economies.
Green purchasing behavior remains weaker than pro-environmental attitudes in spite of the growing environmental awareness and commitment to the regulations. This persistent discrepancy, often referred to as the attitude-behavior gap, suggests that the standard informational and rational persuasion techniques are not enough to initiate sustainable behavior change (Joshi and Rahman, 2015; White, Habib, and Hardisty, 2019).
This challenge is not only academic but also policy-relevant. Behavioral change is a priority in ensuring environmental sustainability among the United Nations Sustainable Development Goals (SDGs) which include SDG 12 (Responsible Consumption and Production) and SDG 13 (Climate Action) (United Nations, 2015). The model aligns with international sustainability priorities such as SDG 12 and SDG 13 because it explains the psychological processes underlying sustainable consumption.
The sustainability desires are expressed in Tanzania Development Vision 2025 (although about to transition) and the Third Five Year Development Plan (FYDP III), where environmentally responsible industrialization and green growth rank among the strategic priorities (United Republic of Tanzania [URT], 2021). Nevertheless, whereas the macro-level policy framework promotes a sustainable transition, the micro-level consumer adoption of green products remains inconsistent. This policy-behavioral divide indicates that while structural commitments must be made, they must be supported by psychologically informed market strategies.While macro-level policy frameworks support sustainability transitions, micro-level consumer adoption of green products remains inconsistent, highlighting a persistent policy–behavior gap.
The traditional green marketing has extensively used rational appeals by assuming that the consumer is responsive to environmental information, labeling of transparency, and moral positioning (Polonsky, 1994; Peattie and Crane, 2005). Recent developments in behavioral economics show that decision making is systematically shape by heuristics, framing effects, loss aversion, and limited rationality (Kahneman, 2011; Thaler and Sunstein, 2008). Sustainable products are viewed as either expensive, uncertain or weaker in performance raising the status quo bias and risk avoidance.
The rational actor assumption is also complicated by the fact that Neuromarketing research proves that emotional stimulation, identity activation, and unconscious processing of rewards are critical elements that impact consumer behavior (Plassmann, Ramsoy, and Milosavljevic, 2015; Venkatraman et al., 2015). Emotional salience strengthens memory encoding, increases the likelihood of action, and often precedes deliberate reasoning. However, Neuromarketing scholarship has largely focused on commercial optimization and is yet to be fully incorporated into sustainability studies especially in the new market context.
Emerging economies also present additional structural complexities. This is caused by institutional voids, asymmetries of trust, volatility of income, and community consumption norms, which change the risk perception and assessment plans (Khanna and Palepu, 2010; Meyer and Peng, 2016). In these circumstances, the affective reassurance, social cognition, and the perception of the mitigation of risk also affect sustainable consumption decisions besides price and information.
Against this background, the present study introduces the Green Brain Model, a behavioral model based on Neuromarketing but incorporating behavioral economics and neurocognitive processing to describe how green marketing stimuli affect sustainable consumption in new markets. Rather than treating green choices as a rational evaluation, the model posits a multistage neurobehavioral process that complements the Stimulus-Organism-Response (SOR) approach of consumer behavior by defining how green marketing stimuli are conceptualized into sustainable behavioral responses through a series of cognitive and affective processes.
Green Brain Model incorporates sensory attention, emotional involvement, cognitive bias processing, memory consolidation and identity integration, and behavioral execution into a single behavioral pathway of sustainable consumption choices. The framework provides a process-based approach to green behavior in emerging markets by disaggregating core psychological processes and contextual conditions at the boundaries and separating structural constraints and internal decision making mechanisms.
On the above discussion, the research question that is being addressed in the study is as follows: How do neurocognitive processes, behavioral economic biases, and contextual constraints collectively influence sustainable consumption behavior in emerging markets? In answering the research question above, the study proposes the conceptual model called the Green Brain Model (GBM), which is a neurobehavioral model that aggregates ideas from Neuromarketing, Behavioral Economics, and Institutional Theory in explaining the psychological processes whereby stimuli from green marketing influence sustainable consumption behavior.
The study makes a contribution to the growing body of literature on the "Green Brain Model" by providing strategic guidelines on how sustainable consumption can be fostered in emerging markets. The study also improves the understanding of the impact that marketing communication and engagement through digital tools has on consumer decision-making processes. The study fills a gap in the literature by providing a conceptual framework on this issue. The study also has implications that are relevant to policymakers. It sets the stage for future research on sustainable consumer behavior.
 

2.  THEORETICAL FOUNDATIONS
2.1 Limits of Rational Green Marketing Models
A longstanding assumption in green marketing scholarship has been that environmental awareness and ethical positioning lead to the sustainable purchasing behavior (Polonsky, 1994; Peattie and Crane, 2005). Nevertheless, empirical studies consistently report a gap in attitudes and behaviors, that is, positive attitudes toward the environment are not translated into real green purchasing intentions (Joshi and Rahman, 2015; White, Habib, and Hardisty, 2019).
According to sustainability studies conducted recently, pro environmental behavior is not merely based on the knowledge alone; motivational framing, emotional involvement, and perceived effectiveness play a significant role(Nielsen et al., 2021). Consumers may value sustainability yet still fall back on habitual, price-driven, or risk-averse consumption patterns. Behavioral economics also shows that limited rationality, presence bias and aversion to losses systematically bias environmentally superior decisions (Kahneman, 2011; Thaler and Sunstein, 2008).s
These restrictions are aggravated by emerging market settings. Risk perceptions tend to be stronger under conditions of institutional uncertainty, varying stability of income, and trust asymmetries, which decreases the willingness to experiment with green solutions (Meyer and Peng, 2016; Khanna and Palepu, 2010). In turn, rational persuasion models provide inadequately compelling explanations of sustainable consumption behavior in structurally constrained settings.

2.2 Neuromarketing and Affective Processing in Consumer Choice

Neuromarketing integrates insights from neuroscience and marketing to examine underlying consumer responses. (Plassmann, Ramsoy, and Milosavljevic, 2015). It is shown that emotional involvement, expectation of reward and identity activation is vital determinants of purchase intention that cannot be consciously determined (Venkatraman et al., 2015).

2.3 Behavioral Economics and Cognitive Bias in Sustainable Decision making
Behavioral economics can also provide more explanatory power to sustainable consumption. Loss aversion can put off adoption when green products are positioned as high initial costs (Tversky and Kahneman, 1974). Present bias minimizes the readiness to make a financial loss in the short run in order to achieve environmental gain in the long term (Thaler & Sunstein, 2008). Peer compliance is observable, which can also be a strong mechanism of social norm activation to promote the success of pro environmental behavior (Cialdini, 2009; White et al., 2019).
Nudging interventions have been shown by recent experimental studies to boost sustainable behavior in situations where the default option or framing mechanism is strategically implemented (Sunstein, 2020). However, numerous prodding mechanisms are at the superficial behavioral levels without evoking the complex neuropsychological and emotional mechanisms that promote change in the long run.
Therefore, although behavioral economics contributes to understanding bias-based decisions, it is still incompletely incorporated in the research of Neuromarketing in sustainability studies.

2.4 Emerging Market Sustainability Context
In the emerging markets, the structural limitations, institutional voids, and sociocultural norms influence sustainable consumption (Khanna and Palepu, 2010; Meyer and Peng, 2016). When the institutional enforcement mechanisms are weak, consumers tend to use trust heuristics, communal signaling as well as experiential validation.
The sustainability changes in the developing economies need behaviorally informed interventions instead of regulatory requirements (Nielsen et al., 2021). Consequently, a comprehensive framework involving a combination of neurocognitive activation and contextual behavioral constraints is required to elucidate the adoption of green in those conditions.
Within the GBM these sociocultural and structural conditions are considered as factors of the boundary that influence the intensity and possibility of stage advancement as opposed to a component of the inner decision mechanism.
These situational attributes increase the significance of the behavioral and psychological processes in consumer decision making. Innovations and uncertainties among institutions, income stability, and trust asymmetries in the emerging countries lead to increased dependence on heuristic decision making, emotional reassurance, and identity signaling in the evaluation of new types of products like green options. In turn, it is especially relevant in a new market context to learn the neurobehavioral mechanisms that can make consumption sustainable.
 
2.5 Stimulus Organism Response (SOR) Perspective in Consumer Behavior
SOR framework is a form of background over which the interaction of environmental stimuli on consumer behavior is explained. The SOR model, introduced originally in the environmental psychology (Mehrabian and Russell, 1974), postulates the impact between external stimuli (S) and internal psychological states in the organism (O), which in turn produce behavioral responses (R). This framework has been widely used in the marketing and consumer behavior studies to understand the effect of marketing cues, store setting and message communications on consumer attitudes and purchasing behavior (Donovan and Rossiter, 1982; Jacoby, 2002).
In sustainability studies, green marketing messages, eco labels and environmental framing can be conceptualized as external stimulus which induces internal psychological processing and leads to the occurrence of behavior. The majority of usages of the SOR framework, yet, use the organism part as a simplified construct, in the form of attitudes, feelings, or perceptions. Modern consumer studies are also more inclined to believe that the internal processing processes can include several cognitive and affective steps instead of one psychological state (Vieira, 2013).
Expanding on this view, the Green Brain Model breaks down the organism stage to include a neurobehavioral sequence, consisting of sensory attention, emotional involvement, cognitive bias processing, memory consolidation and identity integration and behavioral execution. Structural feasibility conditions, which include affordability, availability and institutional trust, in emerging market situations, act as boundary conditions in determining whether the identity based motivation eventually results into sustainable consumption behavior.
Although the S-O-R model offers a general account of the mechanisms through which environmental stimuli shape behavioral reactions, it fails to describe the cognitive-affective chain through which the phenomenon of sustainable behavior occurs. The Green Brain Model follows the tradition of the above-mentioned theories by offering a neurobehavioral chain from attentional salience, emotional engagement, cognitive biases, consolidation of identity, to behavioral execution. In this way, the model moves beyond the simplistic organismic constructs by offering a cognitive chain for the phenomenon of sustainable behavior in emerging markets.


3. PROBEMATIZATION AND ANALYTICAL GAP
Despite the fact that each of the three (green marketing, behavioral economics, and Neuromarketing) brought insight to the table, their explanatory contributions remain fragmented. The literature streams show discrete aspects of sustainable consumption but do not provide an integrated process model that can explain the process of green behavior change emergence and stabilization in the new market conditions.
The informational persuasion, Eco-labeling, and ethical positioning have long been traditionally considered as three primary aspects of green marketing scholarship (Polonsky, 1994; Peattie and Crane, 2005). Additional scholarly studies accept motivation framing and social norm activation (White et al., 2019). But, these models are still cognition based and presuppose that consumers make an environmental tradeoff consciously. There is limited theorization of subconscious affective activation, and neural salience, especially when it comes to the context of sustainability.
Behavioral economics takes the debate further and singles out systematic biases in the form of loss aversion, present bias and status quo bias, which are used to derail sustainable decision making (Kahneman, 2011; Thaler and Sunstein, 2008). Nudging frameworks are trying to overcome these biases (Sunstein, 2020). However, the majority of behavioral interventions are targeting the modification of the choice architecture and no model of emotional processing or identity formation processes.
The results of Neuromarketing research prove that emotional arousal, anticipation of the reward, and identity activation are strong factors that impact consumer behavior (Plassmann et al., 2015; Venkatraman et al., 2015). Yet, this is the literature that is more performance oriented and is hardly used in sustainability transitions. Also, it has a weak link with behavioral economics.
The literature on emerging markets emphasizes institutional gaps and trust asymmetric and sociocultural norms in influencing consumer risk perception (Khanna and Palepu, 2010; Meyer and Peng, 2016). But, these macro level analyses fail to describe the neurocognitive processes at the microlevel, in which sustainability decisions are reflected. This theoretical gap is the central issue of the problem, thus, in the lack of cohesive neurobehavioral framework that incorporates:
1. Neuromarketing Subconscious emotional activation,
1. Filtering behavioral economics, cognitive bias.
1. Formation of identity processes,
1. Institutional constraints within emerging market contexts

Devoid of such integration, sustainable consumption can still be described as a rational failure of persuasion, a challenge of bias correction or an emotional influence phenomenon instead of a multistage neuropsychological mechanism, conditioned by structural factors.

3.1 Practical and Managerial Gap:
Practically, companies and policymakers still depend on informational campaigns and superficial nudges, though the accumulating evidence prove that emotional salience and identity incorporation are the key factors that cause long lasting behavior change (White et al., 2019; Nielsen et al., 2021). Such lack of correspondence between behavioral science fact and applied green marketing practice has led to the suspicion that a sophisticated framework is vital that can help in guiding emotionally sensitive, bias conscious, context sensitive sustainability policies.
The Green Brain Model fills in this theoretical and practical gap through the provision of a multistage neurobehavioral process, which incorporates sensory attention, emotional engagement, cognitive bias processing, memory consolidation and contextual moderation within emerging market sustainability environments. The five phases of the GBM are a mediational cognitive affective process whereby the green stimuli are translated into behavioral consequences. This internal mechanism does not include sociocultural and structural variables, but they can be understood as conditions of boundaries, which determine the practicality of interpreting identity integrated environmental motivation into practical sustainable consumption behavior.
Table 1 synthesizes the main theoretical gaps and explains how the Green Brain Model can be used to take forward an integrated multilevel description of sustainable consumption to synthesize the analytical fragmentation of green marketing, behavioral economics, Neuromarketing, and emerging market scholarship

 Table 1. Analytical Gaps in Existing Literature Streams and the Integrative Contribution of the Green Brain Model (GBM).
	Literature Stream
	Core Focus (Representative Studies)
	Key Limitation
	Analytical Gap
	GBM Contribution

	Traditional Green Marketing
	Informational persuasion, eco labeling, ethical positioning (Polonsky, 1994; Peattie & Crane, 2005; White et al., 2019)
	Assumes rational evaluation drives sustainable choice
	Undertheorization of subconscious salience and affective activation
	Introduces sensory attention and emotional engagement as foundational stages in sustainable decision making

	Behavioral Economics
	Cognitive biases (loss aversion, present bias, status quo bias) shaping consumer choice (Tversky & Kahneman, 1974; Thaler & Sunstein, 2008; Sunstein, 2020)
	Focuses on choice architecture without integrating identity formation or neurocognitive salience
	Limited integration with emotional engagement and long term behavioral persistence
	Embeds cognitive bias filtering within a sequential neurobehavioral process linked to identity consolidation

	Neuromarketing
	Emotional salience, neural encoding, reward processing (Plassmann et al., 2015; Venkatraman et al., 2015; Reimann et al., 2012)
	Primarily commercial optimization focus; weak sustainability integration
	Lack of connection to institutional constraints and emerging market contexts
	Integrates emotional engagement and memory consolidation into sustainability transitions

	Emerging Market & Institutional Theory
	Institutional voids, trust asymmetry, structural uncertainty (Khanna & Palepu, 2010; Meyer & Peng, 2016; AmankwahAmoah et al., 2022)
	Macro level emphasis without microlevel psychological specification
	Missing link between structural feasibility and consumer neurocognitive processing
	Incorporates contextual constraints as moderating boundary conditions influencing behavioral execution

	Sustainability Transitions Research
	Systemic environmental transformation and policy alignment (Nielsen et al., 2021; Steg, 2023; Syed et al., 2024)
	Emphasis on policy and technological change over processlevel consumer modeling
	Limited integration between consumerlevel psychological processes and systemic sustainability transition frameworks
	Bridges psychological micromechanisms with macro level sustainability goals (SDG 12 & SDG 13)


Source: Author’s synthesis based on prior literature cited in the table.

As Table 1 demonstrates, the available literature streams shed some light on the key elements of sustainable consumption but are analytically disaggregated. Green Brain Model deals with this fragmentation by creating a coherent neurobehavioral architecture that combines subconscious activation, cognitive bias filtering, identity consolidation, and contextual feasibility.

4.0 GREEN BRAIN MODEL: NEUROBEHAVIORAL PROCESS FRAMEWORK
The concept of the Green Brain Model represents sustainable consumption as a neurobehavioral process consisting of five stages within the context of new structural conditions in the market. In contrast to the traditional rational persuasion models (with deliberate environmental assessment), or behavioral nudging models that largely modify choice architecture, this model combines the neurocognitive activation, affective involvement, filtering cognitive biases, identity consolidation, and contextual feasibility in a single mechanism.
This synthesis is a reaction to a systematic fracturing of the sustainability scholarship. With green marketing research, there is a focus on informational persuasion (White et al., 2019). Systematic decision bias is determined by behavioral economics (Sunstein, 2020). The emphasis of Neuromarketing is on emotional salience (Plassmann et al., 2015). Institutional constraints are explained by the emerging market theory (Meyer and Peng, 2016). However, these streams are analytically distinct. To explain the integrated framework of the proposed plan, Figure 1 illustrates the Green Brain Model in terms of a multilevel neurobehavioral process of sensory attention, emotional involvement, cognitive bias processing, memory consolidation and identity integration, and behaviour execution in the contextual limit of emerging market environments.
In principle, the Green Brain Model is a linear mediation process where the green marketing stimuli can produce behavioral responses in a cascading manner of cognitive and affective processes, and contextual feasibility conditions in the emerging markets are the moderating boundary conditions that determine the decision to translate identity integrated motivation into on hand environmentally prudent use consumption behavior.
In this paper, the term ‘neurobehavioral’ is used conceptually to signify the cognitive and affective activities as defined by neuroscience driven consumer research as opposed to directly suggesting the actual neurological measurement within the conceptual paradigm.
The research on consumer decision making also indicates that the process of purchasing behavior arises due to several processing stages of cognition and affect instead of a single assessment point, and it is important to explain consumer choice with reference to processes (Bettman, Luce, and Payne, 1998; Lemon and Verhoef, 2016).
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[bookmark: _GoBack]Figure 1. The Green Brain Model (GBM): A Neurobehavioral Process Framework for Sustainable Consumption in Emerging Markets.
The Green Brain Model illustrates a sequential process of neurobehavioral mediation. In the first stage of the model, the green marketing stimuli evoke sensory attention and salience recognition, which heightens the probability that sustainability information will enter the consumer’s cognitive process. The attention engagement with green marketing stimuli then leads to emotional involvement (Stage 2), during which moral emotions and identity cues intensify the consumer’s motivational response to sustainability information. The emotional response to green marketing stimuli then mediates with cognitive bias processing (Stage 3), wherein the consumer processes their perceptions of costs, risks, and uncertainties associated with green products. Repeatedly cycled emotional experiences with green marketing stimuli then mediate memory consolidation and identity integration (Stage 4), wherein the consumer’s sustainability behavior becomes congruent with their self-identity. The translation of identity-based motivation to actual sustainability behavior (Stage 5) is contingent upon feasibility conditions within emerging markets.

The stages represent progressively deeper levels of consumer information processing. It is necessary that environmental stimuli must attract sensory attention before they can be emotionally engaged. In turn, the emotional involvement influences the cognition evaluation process and the consumers perceive the costs, risks and benefits perceived based on behavioral bias. The repetition of emotionally reinforced experiences at that time makes the memory consolidation and identity integration so that sustainable behavior becomes congruent with self concept. Lastly, behavioral implementation is contingent on the availability of contextual feasibility conditions so that identity integrated environmental motivation may be converted into actual consumption behavior.
The model thus builds on the classical SOR model by the specification of the multistage neurobehavioral process of the traditional SOR model by the internal organism stage in which the green stimuli are subsequently converted into sustainable behavioral reactions.
It theorizes sustainable consumption as a series of neurobehavioral steps that start with attention and emotional interest in the senses, then cognitive bias processing, memory consolidation identity integration, and behaviour execution. Structural feasibility limit and sociocultural conditions are contextual feasibility conditions, which determine the extent to which psychological readiness is translated into sustainable behavior in the new market conditions.

4.1 Stage 1: Sensory Attention and Salience Activation
(Addressing the neglected attention bottleneck)
In the first stage, stage 1, sensation seeking and salience activation occur.
Despite it being ignored, and was chased across the scene according to its visual spatial characteristics. The attentional information somehow managed to bypass this bottleneck though ignored, and was pursued throughout the scene based on its visual spatial attributes.
The majority of green marketing models presuppose that when environmental messages are provided, they are processed cognitively. Nonetheless, sustainability communication operates in thick sensorial worlds of information overload. Cognitive persuasion is not possible in the absence of attentional capture.
The neuroscientific studies show that emotionally colored, identity related, and morally framed stimuli can better activate attentional networks in comparison with no informational neutral stimuli (Venkatraman et al., 2015; Plassmann et al., 2015). The recent sustainability communication research confirms that the emotionally salient environmental framing facilitates perceptual involvement and retention of messages (Grazzini, Acuti, and Aiello, 2018; Wang, Nguyen, and Dang, 2021).
In addition, attentional prioritization increases with environmental messaging, which resonates with self identity (White et al., 2019). Salience activation is of critical importance in emerging markets where rival consumption priorities are salient.
Proposition 1: Green marketing stimuli that evoke emotional salience and identity relevance are very likely to promote attentional concern in new market situations.

4.2 Stage 2: Emotional Engagement and Moral Resonance
(Extending beyond surface nudging)
Behavioral nudging interventions are interventions which reflect quantifiable behavioral changes in the short term (Sunstein, 2020). Nevertheless, there are numerous nudges which are executed at the decision architecture level and they do not produce profound affective involvement.
Neurocognitive studies indicate that neural encoding and heightened behavioral likelihood in connection to emotional arousal (Reimann et al., 2012). Sustainability research can affirm the fact that moral emotions like pride, guilt, and responsibility contribute greatly to proenvironmental behavior (White et al., 2019; Nielsen et al., 2021).
Recent findings have proved that sustainability information framed emotionally leads to a greater behavioral intention as linked to only information appeals (Wang et al., 2021; Berger and Milkman, 2012). Recent empirical evidence has helped to confirm this pattern by proving that emotional and moral drivers are key predictors of green purchase intention in a wide range of markets (Nguyen, Lobo, and Greenland, 2023; Garcia, Ortega, and Martinez, 2021).
Emotional resonance, in turn, does not play the role of additional persuasion but serves as a primary motivational factor.
Recent sustainability studies also show that emotional aspects of hope, moral motivation, and perceived authenticity are important drivers of sustainable purchasing and consumer commitment to environmental friendly products (Sadiq, 2026).
 
4.3 Stage 3: Risk Interpretation and Cognitive Bias Stage
(Integrating behavioral economics with neural activation)
Both of these areas are essential to comprehend the psychology and reasoning of a criminal, and the authors indicate that one of the ways to explain this phenomenon would be the combination of behavioral economics and neural activation (Siegel 2016).
Consumer choice architecture studies have shown that information about the decision environment will cause consumers to generate different interpretations of risk, alternatives, and preference construction to make the decision during the purchasing process (Dhar and Gorlin, 2013). Even emotive appealing stimuli have to undergo cognitive bias filters. Loss aversion enhances the cost disadvantage of green products (Tversky and Kahneman 1974). Present bias reduces the perceived value of future environmental benefits(Thaler and Sunstein, 2008). Status quo bias strengthens the habitual consumption (Samuelson and Zeckhauser, 1988).
The latest behavioral study proves that the perceived monetary risk also stands out as a major obstacle to green uptake in emerging markets (Khan, Rahman, and Fatma, 2022). Also, the institutional uncertainty increases trust related risk interpretation (Meyer and Peng, 2016).
In such a way, the process of sustainable adoption relies on the interaction between emotional involvement and processes of bias based assessment. This filtering stage is expressly included in the Green Brain Model and it is commonly underspecified in the Neuromarketing literature.
Proposition 3: The process of cognitive bias has a moderating role between emotional involvement and the intention to purchase in green.

4.4 Stage 4: Memory Consolidation and Identity Integration
(Breaking the cycle of persuasion to identity based behavior)
Short term persuasion fails to induce lasting behavior change. Identity integration is needed to be adopted sustainably. Encoding of memory and alignment between the behavior of green and self concept is reinforced by repeated exposure to emotionally as well as reinforced stimuli (Reimann et al., 2012; White et al., 2019).
According to recent sustainability studies, identity based environmental participation influences the long-term behavioral stability better than the informational awareness (Nielsen et al., 2021). The effects of integration of green consumption into personal identity lead to behavioral stability by internal self consistency processes. Recent studies in neuroscience indicate that the impact of salience activation becomes more persuasive when identity based cues increase salience activation (Karmarkar and Tormala, 2020). Recent sustainability studies affirm that the centrality of moral identity reinforces long-term pro environmental action whether in one cultural setting or the other (Garciade Frutos et al., 2021; Steg, 2023). Significantly, this phase is not the same as emotional engagement as it is an indicator of stabilization of recurrent environmentally relevant experiences into a long term self schema, and not an impermanent affective reaction to sustainability messages.
Green Brain Model thus explains identity integration as a separate step, unlike one off persuasive impacts. Identity integration is the solidification of recurrent environmentally relevant experiences in a consistent self map that strengthens consistent behavioral stability over time, that literally converts episodic sustainable actions into perennial components of self concept and enhances behavioral consistency across time.
The identity integration is the process of aligning the self-concept and sustainable behavior. The identity theory implies that the individuals are trying to be consistent in their behavior and the behavior that supports the identity is more likely to be repeated in the future. Environmental identity has proven to be a stronger predictor of sustainable pro environmental behavior than either attitude or awareness in the context of sustainability. The Green Brain Model provides the answer to the question by incorporating identity consolidation into the decision process so that episodic green decisions give rise to fixed behavior patterns.
Recent studies indicate that green self-identity is a predictive variable of sustainable consumption behavior and helps to increase the congruence between environmental values and purchasing decisions (Kim, 2025). As soon as the concept of sustainable consumption becomes part of the identity structure of the person, the consistency of the behavior is enhanced via the processes of self verification and inner motivation.
Proposition 4: Identity integration is a mediating factor between repeated emotionally salient exposures to green and long-term sustained behavior.



4.5 Stage 5: Behavioral Execution Under Structural Feasibility Conditions
(Bridging psychological activation and structural feasibility)
Basing of behavior on psychological preparedness is not sufficient. The feasibility in emerging markets is determined by contextual constraints, such as affordability, product availability, asymmetry of trust, and infrastructural limits (Khanna and Palepu, 2010; Meyer and Peng, 2016).
Recent empirical research suggests that the structural factors influence the practicability of the pro environmental intentions into real consumption behavior in developing economies. (Narayan, Ramaswamy, & Prakash, 2022). In such a way, the interaction between neurocognitive and contextual viability leads to development of sustainable behavior.
This study contributes to sustainability and marketing scholarship in five key ways, making it explicit, which allows it to go beyond the psychological framework and combine institutional theory with neurobehavioral processes.
Proposition 5: Conditions of contextual feasibility determine how the identity integrated environment motivation is translated into the real green purchase behavior within the context of emerging market conditions.

It is also worth clarifying the behavioral results of various stages of the model being put forward before presenting the formal propositions. The initial levels of the Green Brain Model mostly determine attention involvement and sustainability analysis, and intermediate levels define purchase intention and perceived behavioral feasibility. The last phase constitutes the real behavioral implementation, in which the identity combined environmental motivation is changed to the visible consumption that is sustainable. This sequencing represents the movement of the psychological activation to the actual action in the emerging market structural settings.
Table 2 (below) shows the formal propositions based on each step of the Green Brain Model to summarize the logical thinking in the model.
All together, the stages of the Green Brain Model propose a progressive psychological process from environmental stimuli to sustainable consumption behavior. It starts with attentional activation, moves to emotional engagement and evaluation of cognitive biases, and ends with identity integration and stabilization before leading to behavioral execution with contextual feasibility conditions. This is the theory upon which the propositions in Table 2 are based.
 
Table 2. Propositions Derived from the Green Brain Model (GBM): Stages, Theoretical Logic, and Predicted Relationships.
	Proposition
	Stage
	Theoretical Logic
	Predicted Relationship

	P1
	Sensory Attention (Salience Activation)
	Emotionally and identity relevant stimuli activate attentional networks more effectively than neutral informational cues
	Green marketing stimuli that activate emotional salience and identity relevance increase attentional engagement in emerging markets

	P2
	Emotional Engagement (Moral Resonance)
	Moral emotions enhance neural encoding and behavioral motivation
	Emotional engagement mediates the relationship between green stimulus exposure and positive sustainability evaluation


	P3
	Cognitive Bias Processing (Risk Interpretation)
	Bias processing shapes perceived cost, risk, and uncertainty
	Cognitive bias filtering moderates the relationship between emotional engagement and green purchase intention


	P4
	Memory Consolidation & Identity Integration
	Repeated emotionally salient exposure strengthens identity alignment
	Identity integration mediates the relationship between emotional engagement and sustained sustainable behavior


	P5
	Behavioral Execution Under Structural Feasibility Conditions
	Structural feasibility determines implementation of intention
	Contextual feasibility conditions influence whether identity integrated environmental motivation translates into actual green purchase behavior in emerging markets



Source: The development of the concept is the result of the author (this study), which is based on theoretical foundations considered in Sections 24.

Table 2 Theories based on the Green Brain Model (GBM): Stages, Theoretical Logic, and Hypothesized Relationships. Together, these propositions present a series of progressive and moderated neurobehavioral process between sensory stimulation and long lasting behavioral performance in new market environments.

5. THEORETICL CONTRIBUTIONS
The research contributes sustainability and the study of marketing in five major aspects.
First, it transforms the concept of sustainable consumption into a multilevel neurobehavioral process as opposed to a rational attitudinal outcome. Although the literature defines the attitude behavior gap (White et al., 2019; Nielsen et al., 2021), not many of the models reveal the chronological order in which the sensory salience, emotional engagement, cognitive bias processing, identity consolidation, and contextual applicability interact. The integration of these stages in Green Brain Model alters the sustainability research to process based behavioral architecture. This is in line with the recent demand of integrative, multilevel sustainability approaches, which have the potential to bridge the psychological micro mechanisms and the systemic environmental transitions (Aman kwahAmoah et al., 2022; Sarkis, Zhu, and Lai, 2021). Such recent systematic reviews and the emergent empirical research as well reinforce the necessity of sustained frameworks that incorporate psychological, contextual, and structural factors of sustainable consumption. (Syed et al., 2024).
Second, the framework fills the gap between behavioral economics and Neuromarketing as the two literatures have been highly independent of each other in their development. Behavioral economics recognizes the existence of systematic limitations to sustainable choice (Sunstein, 2020), whereas Neuromarketing describes the process of emotional salience and neural encoding (Plassmann et al., 2015; Venkatraman et al., 2015). The model combines the bias filtering and neurocognitive activation in an attempt to explain the processes of green decision making in a more comprehensive way.
Third, the research also adds to the literature on identity based sustainability in that identity consolidation is a mediating phase between persuasion and enduring behavior. Moral identity and self concept are the focus of the recent sustainability scholarship when it comes to environmental engagement (White et al., 2019; Nielsen et al., 2021). Nevertheless, there is hardly ever a systematic neurobehavioral pathway in which identity formation occurs. The current system institutionalizes the concept of identity consolidation as a process of long-term behavior persistence. Identity cues of a cultural and religiosity nature also promote pro environmental commitment in collectivist situations (Zhang et al., 2022).
Fourth, the model builds on the emerging market, and institutional theory by connecting neurocognitive activation to the structural constraints. The institutional void literature describes macro level uncertainty (Khanna and Palepu, 2010; Meyer and Peng, 2016), but it seldom describes the micro level psychological mechanisms on which the sustainability decisions are made. The framework combines the institutional and neurobehavioral views by including contextual moderation of the behavioral sequence. The evidence of emerging economies proves that affordability and perceived economic stability are still the decisive predictors of green purchase (Ofori et al., 2025).
Fifth, the study has a methodological input since it offers a testable conceptual architecture in line with current suggestions of process oriented sustainability research (Nielsen et al., 2021; Becker and Jaak kola, 2020). Measurable constructs salience activation, emotional engagement, bias processing, identity consolidation, and contextual moderation are produced by each stage of the model which empirically validates the model across the emerging market situations.
Together, these contributions make the Green Brain Model an integrative theoretical input at the interface of sustainability marketing and behavioral science and to the emerging market strategy.

6. MANAGERIAL IMPLICATIONS
Green Brain Model has strategic implications to firms and policy makers who want to promote sustainable consumption in the emerging markets.
To begin with, emotional salience must be given priority by green marketing strategies as opposed to information density. It has been demonstrated that emotionally colored sustainability messages yield more powerful behavioral intentions as compared to cognitive appeals only (White et al., 2019; Wang et al., 2021). Companies must thus come up with green campaigns that appeal to moral pride, community identity and environmental responsibility instead of using eco-labeling or technical specifications.
Second, Managers should address bias-driven risk perceptions. The problem of loss aversion and the perceived financial risk are still significant obstacles to green adoption (Khan et al., 2022). The resistance caused by bias can be minimized, with transparent pricing systems, cost offset framing, and performance assurance systems. The ability to signal reparability and even durability of its products adds to perceived value and credibility of sustainability even further (Munten & Vanhamme, 2023).
Third, companies are supposed to develop identity based green positioning. There is evidence that identity congruent green branding helps to increase consumer loyalty and adoption in the long run in a developing economy (Nguyen et al., 2023; Testa, Iovino, and Iraldo, 2020). It has been demonstrated that there is a strong correlation between strategic alignment of brand identity and sustainability positioning with credibility and likelihood of adoption (Gleim et al., 2023). It has also been demonstrated that sustainability focused branding communication and identity related marketing tactics can contribute to a significant change in consumer attitudes and stimulate the use of the environmentally responsible products, especially among younger consumer segments (Theocharis, 2025). The behavioral persistence is strengthened by brand communication which reinforces the green identity, the belonging to the community, and long-term value alignment.
Fourth, sustainable marketing should consider the contextual feasibility. In new market places, structural affordability, distribution and trust asymmetry moderate adoption (Meyer and Peng, 2016). Supply chain preparedness and institutional plausibility should therefore be aligned with green campaigns.
Fifth, conformity to national and international sustainability schemes leads to legitimacy. SDG 12 and SDG 13 focus on responsible consumption and climate (United Nations, 2015). In Tanzania, the Third Five Year Development Plan also emphasizes the environmentally friendly industrialization (URT, 2021). By incorporating neuro -behaviorally informed marketing strategy in conjunction with policy goals, firms can also help in closing policy behavior gap.
Lastly, behaviorally aware communication strategies must be included in sustainability campaigns by the policymakers. Instead of the sole use of regulatory requirements, emotionally appealing and bias conscious communication can strengthen voluntary based adoption and years long behavioral modification (Sunstein, 2020; Nielsen et al., 2021).

7. LIMITATIONS AND FUTURE RESEARCH
Although it has been integrated conceptually, the Green Brain Model is still theoretical and needs to be empirically tested on a wide range of contexts. Despite the fact that each of the stages sensory salience, emotional engagement, cognitive bias processing, identity consolidation, and behavioral response is based on the current sustainability and consumer behavior literature (White et al., 2019; Nielsen et al., 2021; Steg, 2023), the hypothesis of the sequential architecture has not been experimentally tested as a pathway yet. The sequential structure should be empirically tested in future studies through structural equation modeling, experimental designs and neuroscientific measurement tools, including EEG or eyetracking, to prove the sequence of stages and the cause and effect relationships (Karmarkar and Tormala, 2020; Bhattacharyya, Balaji, and Jiang, 2023). Each step of the Green Brain Model could also be operationalized through the use of existing methods of measurement of consumer behavior and sustainability studies in future empirical studies. The sensory attention can be assessed using attention recall, eye tracking indicators or message salience scales. Affective response measures and moral emotion scales can be used in capturing emotional engagement. The processing of cognitive bias can be evaluated in terms of the perceived risk, loss aversion and default preference. The operationalization of memory consolidation and integration of identity can be done using environmental identity scale and self concept alignment scale. Lastly, measuring behavioral execution could be done with either green purchase intention, willing to pay signs or sustainable purchasing behavior. The measurement plans also offer a route in which the suggested framework can be empirically validated in different contexts of emerging markets. New results emphasize the significance of multi method designs that consist of behavioral experiments and measures of environmental impact (Carvalho, Fernandes, and Veiga, 2022).
The structural constraints are theorized as moderating in the model. Nevertheless, sustainability transitions studies have shown that institutional and psychological variables can also dynamically change with time (Aman kwahAmoah et al., 2022).
The digital platforms can potentially increase the emotional contagion and hasten the salience activation. Sustainability communication made by influencers has shown considerable behavioral activation impacts on younger consumers (Johnstone and Lindh, 2022).
Additional studies are also needed in the future to investigate recursive and contextdependent dynamics. Whilst the Green Brain Model is introduced as a sequential model in the analysis of behavioral clarity, the sustainable decision making processes can be associated with feedbacks where experience in repeating the behavioral activities will strengthen the identity integration and emotional involvement as time goes by. Empirical studies can thus seek to determine whether subsequent behavioral consequences empower previous cognitive and affective processes with reinforcement learning and social signalling. (Syed et al., 2024).

8. POLICY IMPLICATIONS TO THE EMERGING ECONOMIES
Green Brain Model provides policy relevant information on governments that would like to reduce the policy behavior gap in sustainable development.
To begin with, sustainability campaigns must incorporate behavioral design principles rather than relying solely on information dissemination. It has been shown that emotionally colored sustainability communication produces more behavioral commitment than rational appeals only (White et al., 2019; Nguyen et al., 2023). To improve SDG 12 and SDG 13 implementation, policymakers can thus incorporate the identity based and value congruent message in the national environmental campaigns. These strategies are consistent with more general sustainability transition models that focus on the coordinated micro and macro level change processes (Aman kwahAmoah et al., 2022).
Second, structural feasibility has to be matched with psychological activation. In the situation where emotional engagement has been secured, affordability and distribution barriers can prevent adoption (Narayan et al., 2022; Khan et al., 2022). The evidence of emerging economies proves that the economic stability and perceived affordability are the decisive predictors of green purchase behavior (Ofori et al., 2025). Combination of policies that include behavioral message with subsidy design, green finance, and supply chain fortification is more effective compared to communication only interventions.
Third, institutional trust is a significant moderating factor in emerging economies (Aman kwahAmoah et al., 2022). The contextual moderation is improved with the help of certification systems, clear labeling standards and reliable enforcement mechanisms and the bias driven skepticism is minimized. Sustainability Credibility and Perceived Long term Value Reparability and durability signaling policies can also serve as a further means of building sustainability credibility and perceived long-term value (Munten and Vanhamme, 2023).
Fourth, the intervention sites with a high level of leverage include youth and educational bodies. The formation of sustainability identity in early adulthood has been observed to result in long lasting pro environmental behavior (Steg, 2023). Incorporating neuro behaviorally grounded sustainability education into higher education programs is also consistent with the long term human capital approach and identity consolidation processes in the Green Brain Model.
Fifth, the design of the digital policies should take into consideration behavioral amplification through platforms. Online channels can enhance the spread of emotions and quicken sustainability interactions. A sustainability communication that is influenced by influencers showed high levels of behavioral activation attributes in young consumers (Johnstone and Lindh 2022). The evidence based digital methods of communication and behavioral experiments should thus be included by policy makers prior to rollout on nationwide basis.
Lastly, governments can also think about formation of behavioral insight units where sustainability messaging can be experimented. The newly developed studies emphasize the usefulness of multi-method behavioral assessment strategies to enhance the effectiveness of sustainability intervention (Carvalho, Fernandes, and Veiga, 2022; Syed et al., 2024). The incorporation of behavioral science in environmental governance improves the performance of the policies and the behavioral congruence in the long term.
After all, as proposed by the Green Brain Model, to achieve sustainable change in the emerging economies, it is necessary to have a concerted balance between psychological activation mechanisms and institutional design. The link between macro level sustainability and neurobehavioral processes at a micro level increases the likelihood of the transition to a sustained environmental.

9. Conclusion

Sustainable consumption is offers a holistic behavioral framework that supports even in light of growing environmental consciousness and policy dedication. Though policy commitments have been increased according to SDG 12 and SDG 13, the behavioral change at a consumer level remains lower than the regulatory aspiration and environmental awareness. The currently available sustainability models such as models that rely on rational persuasion, behavioral nudging, and emotional branding are only partial accounts in that they miss an integrated description of the role of subconscious activation, cognitive bias processing, identity consolidation, and structural feasibility in influencing the process of green adoption.
The Green Brain Model develops the sustainability scholarship by juxtaposing the conceptualization of green consumption into a multistage neurobehavioral process within the context of emergent market institutional conditions. The incorporation of sensory attention, emotional involvement, cognitive bias processing, identity combination, and structural viability requirements makes the framework fill the gap between behavioral economics, Neuromarketing, and institutional theory as an explanation of sustainable consumption in new markets.
With the addition of Neuromarketing knowledge, mechanisms of behavioral economic bias, and institutional considerations, the Green Brain Model offers a holistic behavioral architecture that is capable of supporting the development of sustainability marketing theory as well as the study of the new market consumer.
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