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Abstract
Following Stakeholders' Theory, stakeholders’ positive behavioural change towards green banking is essential for banks to adopt green banking. Employing Behavioural Response Theory (BRT), we examined retail bank customers’ intention to adopt green banking in New Zealand using 254 online survey responses. We examine whether retail bank customers’ environmental knowledge moderates the association between attitude towards green banking and intention to adopt green banking. We find retail bank customers prefer green banking although some of them do not yet intend to adopt green banking. The findings confirm that environmental knowledge has a weak negative moderating effect on the association between attitude towards green banking and intention to adopt green banking. The responses from this study indicate there are specific factors that affect and limit retail bank customers’ intentions to adopt green banking. 


Environmental consciousness is rising worldwide prompting greater environmental responsibility among the most profitable businesses (Ma et al., 2023), with environmental disclosures common as businesses show their commitment to environmental responsibility (Z. Li et al., 2021). While profit was traditionally banks’ central focus, they now consider environmental and social responsibilities to enhance their image and reduce potential risks (Bhaskaran et al., 2023). Banks rarely harm the environment directly but may finance projects that harm the environment (Ellahi et al., 2023), and the banking industry has been criticised for contributing to climate change (Rehman et al., 2021).
Banks have been identified as key influencers in addressing climate and environmental issues (An et al., 2021), as they can, for example, reduce fossil fuel funding to reduce environmental pollution. While some of the biggest fossil fuel funding banks, such as JPMorgan Chase, and Goldman Sachs, have set targets to reduce their financing for high emitting sectors by 2023, their policies on restricting financing for certain high-risk projects in such sectors are modest (Shraiman, 2023). On the other hand, banks can provide funds for environmentally friendly financing and support their customers to use green friendly banking. In response to increasing consumer demand for environmentally friendly options, banks are developing services and there is a trend towards green banking (Tyagi et al., 2023).
Green banking helps address environmental issues by investing in and financing environmental projects, providing green loans, issuing green bonds and stopping funding for polluting projects (Aizawa & Yang, 2010; Dörry & Schulz, 2018; Falcone et al., 2018; Galema et al., 2008; Peeters, 2005; Tolliver et al., 2021). Green financial technologies such as mobile and internet banking are common in many countries. Green FinTech connects the essential people in the value chain, such as consumers, banks, insurers, non-banks (startups, big tech companies), technology providers, and regulators (Mirza, Umar, et al., 2023; Murinde et al., 2022). 
Green banking refers to a new banking ideology and not just the use of technology covering a wide scope and putting the environment before banking. The definition of sustainable or green banking is still evolving, and definitions differ across communities, practices, cultures, and contexts; therefore, green banking assessments face limitations (Sustainability Banking Network, 2017). For this study we define green banking as:
Green banking means conducting banking in an environmentally friendly manner, not materially harming the environment either directly or indirectly, and supporting the protection of the planet for the benefit of current and future generations.
Triodos Bank, with the motto “Planet Earth First”, can be used as an exemplar of a “green bank” (Triodos Bank, 2021). Over three years (2021 – 2024) Triodos Bank had an increase of 48.8% in their customer base (Triodos Bank, 2021; Triodos Bank, 2024), indicating that their customers have accepted the bank’s strategic vision for positive changes towards people and the planet, attracting a considerable number of new customers to the bank. 
In Stakeholder Theory, Freeman (1984, p. 46) defines a stakeholder as “any group or individual who can affect or is affected by the achievement of the organization’s objectives”. Retail bank customers are a key stakeholder group that affects banks attainment of their objectives. In New Zealand, loans and advances account for around 80% of banking system assets, with 65% of the total loans given to households, 23% to the business sector and 12% to the agricultural sector (Reserve Bank of New Zealand, 2022). The Reserve Bank of New Zealand (2019a) reports almost every adult in New Zealand has a bank account, with banking products available nationwide. As key stakeholders in New Zealand’s banks the acceptance by, and positive behavioural changes of, retail bank customers are essential to the successful implementation of green banking in New Zealand.
As New Zealand’s banks apply green practices in line with the country’s green goals, and New Zealanders are deemed environmentally friendly (Milfont et al., 2020), we examine whether New Zealand’s retail bank customers welcome green banking and identify the key drivers of their intention to adopt green banking.
There are country and population characteristics that indicate New Zealanders would be willing to more readily adopt green banking. Firstly, New Zealand is positioned as a clean and green country (Gan et al., 2008) with a green-friendly population (Milfont et al., 2020). U.S. Department of Commerce (2024) notes New Zealanders show their pride in living in a clean and green country by helping and leading global climate change initiatives. Moreover, Milfont et al. (2020) report New Zealanders have a superordinate environmental identity, pro-environmental tendencies and collective pro-environmental actions[footnoteRef:1] which is underutilized, and environmentalism is a salient norm in New Zealand. Porter Novelli and Sustainable Business Council (2019) found 85% of New Zealanders believe everyone has a responsibility to live respecting sustainability.  [1:  Pro-environmental actions include support for government regulation of carbon emissions and subsidisation of public transport etc. Milfont et al., (2020), page1.] 

Second, New Zealand’s ethnic profile may encourage the adoption of green banking. Triodos Bank’s customers are from five European countries, and help positive change in the world by accepting green banking. Gan et al. (2008) studying green purchasing behaviours, with a sample consisting mainly of New Zealand Europeans (77.4%) found that environmentally conscious consumers are more inclined to buy green products. A cross-cultural study found European New Zealanders show significantly higher scores of biospheric[footnoteRef:2] environmental factors than Asian New Zealanders (Milfont et al., 2006). In addition, the EU and New Zealand were the first countries to implement emissions trading schemes (Holland & Kelly, 2012).  [2:  Biospheric value orientation–people judge environmental issues based on costs or benefits to ecosystems. Milfont, T. L., Duckitt, J., & Cameron, L. D (2006), page 747.] 

[bookmark: _bookmark0]Third, as a step toward greening New Zealand’s banking system, the Reserve Bank of New Zealand became a member of Network for Greening the Financial System (Reserve Bank of New Zealand, 2019b) and New Zealand’s government introduced new laws that motivate businesses to apply green concepts. The Reserve Bank of New Zealand (2019) highlights the importance of customer focus and customer confidence while protecting the environment through the banking system and promoting environmentally friendly businesses. The New Zealand government has created a conducive environment for green banking and the government motivates banks to disclose environmental information.  However, much of this regulatory change is recent.  For example, banks need to make climate-related disclosures relating to the financial year 2023, while the adoption of the Paris Agreement ratified in 2016 was not applied until 2020 in New Zealand (New Zealand Foreign Affairs & Trade, 2023). The COVID-19 pandemic also caused delays. Time will be needed to see the full effect of these changes.
Fourth, although a Triodos Bank equivalent is not found in New Zealand, the New Zealand banks do promote green applications. By 2021, all the banks in New Zealand had phased out paper-based cheques (Ministry of Justice New Zealand, 2024). Westpac Bank has introduced green banking products and services: e-banking; green loans; electronic communication; and e-money etc. 
Fifth, BCG’s annual global retail banking survey, reveals New Zealanders are highly digitally engaged with banks indicating the likelihood of a favourable uptake of Fin-tech-related green banking applications if and when they are introduced (Phillip et al., 2022). The survey found 30% of customers are likely to pay more for green products in the future. 
However, there are some factors that would hinder New Zealanders’ adoption of green banking practices. First, face-to-face communication with bank staff and close acquaintances is considered the most reliable and persuasive source for banking information in New Zealand (Tran & Corner, 2016), but many green banking activities are conducted online.
Second, studies examining sustainability reporting in New Zealand are comparatively limited (De Villiers & van Staden, 2012; Dobbs & Van Staden, 2016; Farooq & De Villiers, 2019; Milne et al., 2009). New Zealanders believe financial institutions do not try to become sustainable (Porter Novelli and Sustainable Business Council, 2019). With insufficient environmental information disclosures, and the novelty of banks’ in New Zealand, the public may be unaware of banks’ green practices.
Fourth, Tan et al. (2016) posit that among Australian and New Zealand customers, some perceive being environmentally friendly is not an issue requiring immediate attention.
Green banking is a broader practice with long term implications for the wider society. However, most studies are focused only on retail bank customers’ mobile banking adoption and internet banking adoption in the New Zealand context, which represents only a minor aspect of green banking (Azeem, 2020; Shergill & Li, 2005; Yu & Asgarkhani, 2015). The lack of research relating to green banking practices in New Zealand suggests a need for research into the transformation of conventional banking practices into green banking. Retail bank customers’ views are an important area of study so that we can identify the behavioural dynamics of customers that impact the successful implementation of green banking practices.  It is unclear whether New Zealand’s retail bank customers are ready to adopt green banking. 
This study uses Behavioural Reasoning Theory (BRT) to examine the empirical gaps relating to retail bank customers’ intention to adopt green banking in New Zealand. First, applying BRT, we examine whether New Zealand retail bank customers’ values and attitudes affect their intention to adopt green banking. Second, we investigate what drives retail bank customers to adopt green banking and what factors limit their intention to adopt green banking. Third, we examine whether customers’ environmental knowledge moderates the association between their attitudes towards green banking and their intention to adopt green banking. New Zealand banks as corporate citizens, have a responsibility to promote green banking to protect the country’s environment and its future. 
The findings provide insights for banks in articulating suitable policies and strategies to transform their customer intentions to actual behaviour. In terms of theoretical contribution, we test eco-anxiety as a reason for green banking adoption which is a novel contribution to BRT. Eco-anxiety is widely used in medical research, and we introduce it in the business context, particularly in bank marketing. Our findings support understanding of the impact of eco-anxiety on retail bank customers’ purchasing intention. 

Prior Research
New Zealand has long been perceived as a “clean and green” country (Gan et al., 2008). New Zealand's most prized asset — the environment — is under more pressure than ever (NZ Herald, 2020). New Zealand is expected to experience increasing temperatures, stronger winds, lower rainfall, and humidity due to climate change which will result in problems for wildlife and freshwater (Stats NZ, 2019). Datastream (2021) reports New Zealand’s environmental stability has sharply declined from 2014 to 2019, the Department of Conservation (2023) emphasises climate change brings significant risks to New Zealand’s native species, ecosystems, outdoor recreation, and cultural heritage.
[bookmark: _bookmark2]The OECD (2017) claims New Zealand has achieved strong economic growth at the expense of environmental quality, putting the country’s “green” reputation at risk. This could be detrimental to the competitiveness and attractiveness of New Zealand’s economy in global markets due to shifting global consumers and investor preferences towards other countries which pursuing strong environmental performance. Ausseil et al. (2019) explain New Zealand is highly affected by climate change and economic changes because of its isolation and its dependency on a land-based economy which is vulnerable to climate change. 
New Zealand has committed to environmental protection by participating in several environmental agreements and standards including greenhouse gas emission reduction, the transition from fossil fuels, and providing finance to vulnerable countries (New Zealand Foreign Affairs & Trade, 2023). 
Stakeholders surveyed in New Zealand believed the current financial system is not sustainable or inclusive (Sustainable Finance Forum, 2020). The Sustainable Finance Forum (2020) highlights the current financial system of New Zealand is contributing to environmental degradation and entrenching inequality across many measures, and as a result of the rapid consumption of finite pools of natural and social capital to produce financial capital, it has become unsustainable. The Sustainable Finance Forum (2020) argues that the financial system is the engine of New Zealand’s economy, creating an urgent need to re-direct capital to enable a smooth transition and scale up finance for sustainability solutions, by taking collective actions to change the way investment and lending decisions are made. 
New Zealand is the first country in the world to make climate-related financial disclosures mandated by law for the financial sector including listed companies, large insurers, banks and investment managers (New Zealand Government, 2020). Consequently, all registered banks with total assets of more than $1 billion need to adhere to the new legislation from 2023 (New Zealand Government, 2020). The present requirements addressing climate change in New Zealand, the government, banking authorities and banks are providing motivation for the adoption of green banking.
Banks dominate New Zealand’s financial sector of New Zealand with total assets of around 188% of the GDP of New Zealand in 2022 (RBNZ, 2022). Of the 27 registered banks (Reserve Bank of New Zealand, 2024b), four large Australian-owned banks (ANZ, ASB, BNZ, and Westpac) are responsible for 85% of bank lending, while only 9% of bank lending is provided by the five New Zealand-owned banks. The total value of the sustainable finance market in New Zealand now exceeds $13 billion, and sustainability-linked loans are the biggest growing lending product, according to KPMG International Limited (2022).
The Reserve Bank of New Zealand became a member of the Network for Greening the Financial System (NGFS) in 2018, joining 34 other central banks to coordinate climate risk management and promoted green technology investments (RBNZ, 2019b). To address the potential issues for New Zealand’s economy and financial system, related to climate change, the Reserve Bank of New Zealand (2019) developed a Climate Change Strategy, which helps to better understand and mitigate both the risks associated with the physical impacts of climate change and the risks from transitioning to a low-carbon economy (RBNZ, 2023). 
Kiwibank, the largest local bank, have limited their business activities in the areas of polluting industries. For example, they applied a zero lending policy for fossil fuels; they were the first bank in New Zealand to offer the Cogo Carbon Management Tool to their business customers; they measured their business customers' carbon footprints and provided them personalised suggestions on how to reduce and improve carbon emissions; and they abolished the use of paper-based cheques from 2020[footnoteRef:3] (Kiwibank, 2024). In addition, Kiwibank has declared other achievements in line with green banking including biodiversity and ecosystems, an environmental footprint from operations, a sustainable supply chain, and climate change challenges (Kiwibank, 2023). As noted, New Zealand’s banking industry dominated by four Australian banks. Australian banks also finance less on fossil fuels compared to other fossil fuel funders (Rainforest Action Network, 2022) and have introduced green banking services, including offering environmentally friendly banking products such as green vehicle loans, and green building loans. [3: All New Zealand banks phased out the use of paper-based cheques by 2021, Ministry of Justice New Zealand. (2024). https://www.justice.govt.nz/about/news-and-media/news/the-ministry-is-phasing-out-payment-by-cheque/
] 

New Zealand’s banks are facing high risks on loans due to environmental issues such as floods, erosion in coastal properties, and devaluation of properties located in low-lying areas due to sea levels rising. Banks, insurance companies and councils are open to substantial risks due to lending on stranded assets. Many homeowners with houses located on New Zealand’s coast no longer have access to affordable insurance, providing evidence that climate change is altering the pattern of risks (Gibson, 2020).
A survey by the Reserve Bank of New Zealand (2019) found all banks and 90% of non-life insurance companies recognise climate change as a risk for their business, in the form of default risks, investments, and market dynamics. On the positive side, some opportunities exist in the form of products/services and funding (Reserve Bank of New Zealand, 2019a). In 2023, the Reserve Bank of New Zealand conducted a second industry assessment survey and found climate change is compounding a range of business risks and entities expect an increase in the future (Leaney et al., 2023). The Reserve Bank of New Zealand (2024a) emphasises that if left unmanaged climate-related risks could reduce financial system resilience. 
Many environmental problems are linked to human behaviour (Gardner & Stern, 2002; Vlek & Steg, 2007) and thus can be reduced by changing these behaviours (Steg & Vlek, 2009).  It is argued that the public has a responsibility to change their behaviour and adopt more pro-environmental habits to address climate change, with changes in public behaviour needed to achieve national interests (IPCC, 2022). Consumers may be willing to pay a premium for environmentally friendly products (Barber et al., 2009; Gregory-Smith et al., 2017). Green products are less risky to the environment and support achieving high living standards for consumers and society (Zhuang et al., 2021). In general, the relationship between products’ green benefits and consumers’ purchase intentions differs across countries, cultures, and consumer values (De Silva et al., 2021). While some studies find this relationship is positive and significant (Cho et al., 2013; Cleveland et al., 2012; Kilbourne & Pickett, 2008), other scholars posit the relationship between products’ green benefits and consumers’ purchase intention is negative and insignificant (Leary et al., 2014; Luchs et al., 2010; Ramirez et al., 2015). Similarly, environmental problems positively impact customers' attitudes towards their purchase intention of green products (Yuriev et al., 2018). In addition, Hanss and Doran (2020, p. 535) define perceived consumer effectiveness as “a consumer’s estimate of his or her ability to contribute to specific sustainable development related outcomes through specific behaviour”. In South Korea and the United States, perceived consumer effectiveness positively affects environmental attitude, indicating that pro-environmental commitment leads to specific behavioural intentions (Cho et al., 2013). There is an increasing trend towards green banking which will continue to the next decade, and banks respond to customer demand by developing environmentally friendly services (Tyagi et al., 2023).
Burhanudin et al. (2021) claim customers from both developed and developing countries are interested in green banking due to the negative impacts of environmental degradation, and their study concluded customers experience guilt when they become aware their bank supports projects that disregard consideration of the environment. Green banking can be helpful for both banks and customers by eliminating paper waste and by banks providing online banking (Tyagi et al., 2023). Some authors highlight a positive relationship between depositors’ bank choice and banks’ environmental performance (Taneja & Ali, 2021), while others say the correlation is negative (Galletta et al., 2021). Therefore, the relationship between depositors’ bank choices and banks’ environmental performance are inconclusive (Athanasia et al., 2023).
Banks cannot effectively act alone on going green without the support and agreement with banks’ stakeholders. On the other hand, customer and competitor pressures affect banks’ adoption of green banking (Bukhari et al., 2022).
“Banks could risk alienating themselves from environmentally conscious customers and stakeholders through unsustainable practices. A failure to invest in sustainable products, services, and practices could prove detrimental not only to a bank’s credibility going forward but also to its profitability” (World Finance, 2019, para. 8).
Banks cannot effectively go green without the support and mutual agreement of their stakeholders. More importantly, the public needs to change their behaviour and adopt more pro-environmental habits for addressing climate change by accepting new business models such as green banking.

Methodology
For this study, we follow a positivistic research paradigm and deductive research approach with the main theoretical underpinning of our study being Behavioural Reasoning Theory (BRT). BRT, originally proposed by Westaby (2005) and further developed by Westaby et al. (2010), argues that intention leads to actual behaviour as illustrated in Figure 1.
[bookmark: _bookmark5]Figure 1: Behavioural Reasoning Theory (BRT) (Source:  Claudy et al. (2015), p. 532)
[image: A diagram of a child adoption process  Description automatically generated]

We use BRT as the theoretical model of this study.  Alternative theories such as the Theory of Planned Behaviour (Ajzen, 1991) and the Technology Acceptance Model (Davis, 1989) have been criticised for not discussing the reasons for consumer resistance to understand an individual’s behaviour (Claudy et al., 2015; Dhir et al., 2021). Psychological models such as Decisional Balance Theory (Janis & Mann, 1977), Cost-Benefit Models (Thaler, 1999), and Reason Theory (Westaby, 2005; Westaby & Fishbein, 1996) posit that consumers evaluate the reasons both for and against when engaging in behaviours, such as innovation adoption. BRT allows us to investigate both reasons for (RF) and reasons against (RA) in a single decision-making model.
BRT has been identified as an extension of the theory of planned behaviour (Ajzen, 1991) as it explains context-specific reasons as major determinants of attitude formation and intention (Gupta & Arora, 2017a). Steg and Vlek (2009) explored which behaviours should be changed, and argue that rather than studying specific types of behaviour, it would be better to examine common antecedents such as generalised pro-environmental attitudes or contextual factors.  BRT is a relatively new theory that determines the linkage between beliefs, reasons, motives, intentions, and behaviours (Sahu et al., 2020). Many authors have used BRT in their studies on consumer behaviour, for example, (see for example, Ashfaq et al., 2021; Claudy & Peterson, 2014; Claudy et al., 2013; Gupta & Arora, 2017a; Sahu et al., 2020).
BRT is a well-known theory for explaining customers’ behavioural intentions leading to actual behaviour making it a useful theoretical tool for an examination of retail bank customers’ intentions of green banking adoption. BRT allows us to study the reasons for and against that affect retail bank customers’ intentions to adopt green banking. In doing so, we would be able to examine the associations between retail bank customers’ values, attitudes and their intention to adopt green banking.
BRT Variables
Values and Environmental Values:  Peoples’ values have been defined in different ways. Westaby (2005, p. 102) says values serve as a “critical precursor to the reasons individuals use to justify and support their anticipated behaviour”, while according to Schwartz (1992, p. 60), “values are desirable, trans-situational goals, varying in importance, that serve as guiding principles in people’s lives”. Dietz et al. (2005) posit values are moral principles, suggesting standards about how we should value various states of the world and the actions of ourselves and others.  There is considerable variation in the importance of individual values both within groups and across societies (Schwartz & Bardi, 2001). People act according to their values because there is a need for consistency between one’s beliefs and one’s actions (Rokeach, 1973). Literature highlights a high correlation between values and intentional behaviours (Bardi & Schwartz, 2003; Eyal et al., 2009; Sagiv & Schwartz, 1995), with consumers adopting innovations when they are compatible with their values (Gupta and Arora, 2017a).
The key independent variable of this study, environmental values (green values) refer to the values of affirmative or supportive behaviours directly aimed at environmental protection and environmental obligations, and are directly associated with green consumption (McMillan et al., 2004). Green value is defined as “a consumer's tendency to consider the environmental impact of their purchase and consumption behaviours” (Haws et al., 2014, p. 337). Accordingly, environmental values relating to green banking adoption will reflect customers’ concerns towards the environmental impacts of their banking transactions. 
“People’s impact on the environment is a result of complex socio-cultural, economic, and technological factors. These, ultimately, are embedded in systems of values – how we treat the environment we live in comes down to what we collectively view as most important” (Ministry for the Environment, 2022, p. 17).
The “clean and green” image has been portrayed as intrinsic to contemporary national identity in New Zealand (Milfont et al., 2020, p. 2). We therefore argue that, in New Zealand, individual’s environmental values would have an impact on their intention to adopt green banking, and we consider retail bank customers’ environmental values as a key predictor of their intention to adopt green banking. 
Attitudes Leading to Consumer Purchasing Behaviour and Purchasing Intention:  An attitude is defined by Ajzen (1991, p. 188) as “the degree to which a person has a favourable or unfavourable evaluation or appraisal of the behaviour” and in the technology acceptance model (Davis, 1989), attitude is a strong predictor of intention. Consumer attitude plays a mediation role in the development of green purchase intention (Zaremohzzabieh et al., 2021). Attitude leads to consumers’ likes and dislikes (Zarei & Maleki, 2018), and has been identified as a significant predictor of individual consumers’ intention to adopt green banking services (Iqbal et al., 2024). The Theory of Reasoned Action (Fishbein & Ajzen, 1977) and The Theory of Planned Behaviour (Ajzen, 1985) suggest behaviour is determined by intentions. This suggests attitude plays a significant role in determining one’s green purchase intentions and green banking adoption in particular.  As a type of attitude, environmental attitude is defined as “a psychological tendency expressed by evaluating the natural environment with some degree of favour or disfavour” (Milfont & Duckitt, 2010, p. 80). A positive relationship has been found between consumers’ environmental attitudes and environmental behaviour (Chan et al., 2016; Lai & Cheng, 2016; Zhao et al., 2014). Chen and Tung (2014) state strong purchase attitudes towards green products affect the development of constructive belief in purchase decisions, which, in turn, will help build purchase intention.
A UK study found the most consistent predictor of pro-environmental purchasing behaviour is attitude (Schlegelmilch et al., 1996), while it is the most crucial variable in determining the purchase intention of the types of less harmful gasoline that causes less air pollution (Mostafa, 2007). We consider retail bank customers’ attitudes towards green banking adoption as another predictor of their intention to adopt green banking. 
Reasons For (RF) and Reasons Against (RA) in BRT:  Reasons Theory proposes reasons serve as critical psychological determinants of behaviour (Westaby & Fishbein, 1996), while Westaby (2005, p. 571) claims “reasons are also theorised to provide pragmatic insight into behavioural change processes”. The reasons can be studied using the concepts of reasons for (RF) and reasons against (RA) (Claudy et al., 2015; Claudy et al., 2013). Empirical research has shown that while RF is positively associated with attitude and intention (Pillai & Sivathanu, 2018), RA is negatively related to attitude and intention (Claudy et al., 2013), but social psychology suggests the RF and RA dimensions are not always logical opposites (Westaby et al., 2010). According to BRT, both reasons for and against are elements affecting attitudes and intentions.  
In this study, RF comprises the perceived usefulness, perceived environmental benefits, eco-anxiety, social influence, and receptivity to green communications as the reasons retail bank customers would intend to adopt green banking.
Perceived Usefulness is “the perception to which users believe that using a particular system or technology improves the efficiency of their behavioural task” (Zhu et al., 2023, p. 868). Perceived usefulness shows a positive relationship with continuance usage intention (Agarwal & Karahanna, 2000; Bhattacherjee, 2001; Bhattacherjee & Premkumar, 2004). In the contexts of the chatbot (Ashfaq et al., 2020) and mobile texting (Oghuma et al., 2016), the relationships are positive among those two variables. Perceived usefulness demonstrates a positive relationship that affects attitudes (Bhattacherjee & Hikmet, 2008). We follow the definition of Zhu et al. (2023) for the perceived usefulness in the context of green banking.
Eco-Anxiety “a concept used for understanding the link between climate change and anxiety associated with perceptions about the negative impacts of climate change” (Coffey et al, 2021, p.5), and represents the distress caused by climate change where people are becoming anxious about their future.  The American Psychology Association (APA) describes eco-anxiety as “the chronic fear of environmental cataclysm that comes from observing the seemingly irrevocable impact of climate change and the associated concern for one's future and that of next generations” (Iberdrola, 2023, p. 1). Climate change anxiety is often used interchangeably with the broader concept of eco-anxiety (Albrecht, 2011). Many people across the world see climate change as a major threat and are worried about its projected consequences (Fagan & Huang, 2019; Gustafson et al., 2019). Children and young people may struggle to see a future for themselves due to the destruction of the planet before they have a chance to start to fully take their place in the world (Hickman, 2020). In behavioural finance, emotions are the drivers of investment (Ackert et al., 2003). Retail bank customers’ worries about the projected consequences of environmental issues, and eco-anxiety may be leading to green banking adoption. A study from 25 countries found eco-anxiety creates negative emotional responses, such as distress and a sense of despair (Ogunbode et al., 2021). Eco-anxiety and climate anxiety affects pro-environmental behaviours (Kabasakal-Cetin, 2023; Whitmarsh et al., 2022), with eco-anxiety and connectedness to nature having a significant impact on deciding to invest in green funds, but, interestingly, not exerting any influence on the amount invested (Hervé & Marsat, 2023). 
[bookmark: _bookmark6]Perceived Environmental Benefits are the sum of advantages that meet a customer’s needs or wants (Wu, 2003). Al-Debei et al. (2015) define perceived benefits in terms of convenience and time savings related to online shopping, while Kim et al. (2008) have defined perceived benefit in the context of online transactions by highlighting the extent to which someone becomes better off from using a certain website. The relationship between consumers’ awareness of green benefits and their purchase intention is positive and significant (De Silva et al., 2021). Consumers’ doubts about the benefits and reality of green products cause a decrease in their willingness to make green purchases (Leonidou & Skarmeas, 2017). In digital finance adoption, perceived benefits show a higher influence over the perceived risk (Jain & Raman, 2023, p. 373). 
Social Influence “refer to how other people influence a person’s decisions” (Wang, 2014, p. 739). The theory of consumer behaviour notes that social factors are one of the main drivers affecting a consumer’s purchase decision (Engel et al., 1986). Lee (2008) claims social influence as the top predictor of adolescents’ green purchasing behaviour. Consumers respond to their partners’ unsustainable behaviours, but their responses depend on power dynamics within their relationship (Van Tonder et al., 2023). Family, reference group, and social class affect green purchasing intention and social factors, from societal pressure and collectivist ideas, affect individuals’ behaviour and decisions (Zhuang et al., 2021).  Countries may be categorised as individualistic and collectivistic[footnoteRef:4], with collectivism found to have ”a positive effect on green purchase intention” (Zhuang et al., 2021, p. 1), and collectivists being more willing to sacrifice personal interests for group welfare (Zhao & Chen, 2008). On the contrary, in individualistic countries, intention has significant possibility to turn into actual environmentally friendly behaviour, and attitudes toward the environment affect environmental intentions (Morren & Grinstein, 2016).  [4:  “Collectivism is defined as a set of feelings, beliefs, behavioural intentions, and behaviours related to solidarity and concern for others”. Hui, C. H. (1988). Page 1, https://doi.org/https://doi.org/10.1016/0092-6566(88)90022-0] 

[bookmark: _bookmark7]Receptivity to Green Communication refers to bank customers’ response to banks’ green communications relating to green banking.  Receptivity to green communication positively affects individual buying behaviour (Do Paco et al., 2019), and “green consumption values positively impact green buying behaviour and receptivity to green advertising” (p. 998). In general, marketers communicate the green benefits of products to consumers through advertising (Tewari et al., 2022). However, consumers react differently to environmental communication (Bailey et al., 2016), and whether customers differ in receptivity to such communications is a major concern (Do Paco et al., 2019). Pollay (1986) claims defensive advertising leads customers to broadly become distrustful of advertising as a whole, and Darke et al. (2008) make the similar point that misleading advertising leads consumers to be become broadly distrustful toward future advertising, even when it has been corrected later. In fact, correction may harm, and not help, the consumer’s ability to recognise valid information and make good judgements. 
In this study, RA comprises green scepticism, corporate image, and perceived usage barriers as reasons that may negatively affect retail bank customers’ intention to adopt green banking.
Green Scepticism is the “consumers’ tendency to doubt the environmental benefits or the environmental performance of a green product” (Mohr et al., 1998, p. 33).  Leonidou and Skarmeas (2017, p. 402) has identified scepticism as “an individual’s attitude to doubt and overall propensity to question”, which is a predictor of consumers’ perceptions and behaviours (Darke & Ritchie, 2007; Zhang et al., 2016). Mostafa (2006) posits there is a negative association between consumers’ scepticism of environmental claims and their purchase intentions of green products. Leonidou and Skarmeas (2017) say green scepticism is an important concern for consumers, companies, investors, governments, and society in general. Green scepticism leads consumers to raise questions, communicate and share their doubts and warn others about green products (Ferguson et al., 2011). Green scepticism may adversely affect the relationship between green purchase intention and green purchase (Zarei & Maleki, 2018). Scepticism may be useful in predicting environmentally conscious purchasing behaviour (Mohr et al., 1998, p. 33). 
Corporate Image may be defined as the immediate mental picture audiences have of an organisation and indicates a value judgement about the company’s attributes (Gray & Balmer, 1998) and refers to “customers’ emotional stereotypes associated with the service provider” (Zins, 2001, p. 276). Gray and Balmer (1998, p. 697) posit that “corporate reputation evolves over time as a result of consistent performance”. The green corporate image is identified by Chang and Fong (2010, p. 2839) as “the perceptions developed from the interaction among the institute, personnel, customers and the community that are linked to environmental commitments and environmental concerns”. Amores-Salvadó et al. (2014) claim a good green corporate image signals to the firm’s key stakeholders about its environmental commitment which improves a firm's environmental legitimacy, reputation and profitability. Lewis & Soureli (2006) posit customers' green needs are met when products are stable and credible which enhances the environmental reputation of the bank to their customers. 
Perceived Usage Barriers are one of the reasons against adopting innovations (Claudy et al., 2015). They further added that customers reject new products and services due to barriers associated with those products and services. Ram and Sheth (1989) identify usage barriers as the extent to which an innovation requires changes to consumers’ routines. Although consumers have environmental concerns, if perceived barriers affect their environmentally friendly behaviour, they may not engage in pro-environmental behaviour (Nguyen et al., 2018). Possible usage barriers include perceived high price, lack of availability and information, and inconvenience when purchasing and consuming (Gleim et al., 2013). Usage barriers negatively influence users’ attitudes and user intentions (Ashfaq et al., 2021). 
Green Purchase Intention:  Various terms are used interchangeably to address behaviour concerning the environment including pro-environmental behaviour, environmentally friendly behaviour, environmentally sustainable behaviour, environmentally significant behaviour, and green behaviour (Nguyen et al., 2018). Academic literature has used words like “green purchasing”, “adoption of green product” and “green acquisition” to explain consumer environmental purchasing behaviour (Joshi & Rahman, 2015). Esmaeilpour and Bahmiary (2017, p. 297) note green product purchase intention refers to “the tendency of consumers to buy products with the best environmental characteristics rather than the usual ones”. Purchase intention consists of different motives that influence consumers’ purchasing behaviour and help predict their actual purchasing behaviour (G. Li et al., 2021). Intentions capture the motivational factors that influence the green purchasing behaviour of consumers (Ramayah et al., 2010). This study uses the definition of  Esmaeilpour and Bahmiary above.
Connections among Values, Attitudes, and Intentions with Reasons For (RF) and Reasons Against (RA) in BRT: Dietz et al. (2005) differentiate between values and attitudes, claiming that values are general, and attitudes are more specific. They provide an example, “we might value wilderness, and we might oppose a proposal for oil development in a wildlife refuge. The former is more general and would be considered a value; the latter is more specific and considered an attitude” (p. 346). Values are widely regarded as principles that guide the formation of attitudes and actions (Ball-Rokeach & Loges, 1994; Kluckhohn, 1951; Stern et al., 1995; Williams Jr, 1968). Compared with attitudes, values are regarded as more central, deeply considered, strongly held, stable, limited in number and connected with many other beliefs (Braithwaite, 2009). Intention and behaviours are identified as the outcome of attitude (Chaihanchanchai & Anantachart, 2023, p. 290).
RF and RA are strongly influenced by values (Claudy et al., 2015; Claudy & Peterson, 2014; Gupta & Arora, 2017b). Consumers’ deep-rooted values are likely to affect RF and RA, and value is the fundamental construct in BRT that influences RF, RA, and attitude (Westaby, 2005). Attitudes positively influence intention (Sahu et al., 2020) and RF and RA are the key variables of intention (Claudy et al., 2013).
Moderating Effects — Environmental Knowledge:  Environmental knowledge is often assumed to drive green consumer behaviour (Bartkus et al., 1999; Schlegelmilch et al., 1996), and when someone has high environmental knowledge, it leads to pro- environmental behaviour (Kollmuss & Agyeman, 2002). Environmental knowledge significantly transforms eco-friendly behaviour (Wang et al., 2014). However, the association between consumers' environmental knowledge and ecologically favourable behaviour is contradictory (Laroche et al., 2001). Lee (2011) says environmental knowledge does not translate into a willingness to pay more for eco-friendly apparel.  
Several definitions of environmental knowledge exist. For example, Fryxell and Lo (2003, p. 48) say it is “a general knowledge of facts, concepts, and relationships concerning the natural environment and its major ecosystems”, while Zhuang et al. (2021, p. 4) describe it “as a person’s perception of one’s own understanding of general environmental issues” which is the definition used for this study.  Chan and Lau (2000, p. 343) claim “ecological knowledge refers to the amount of knowledge an individual has about environmental issues”. 
Subjective as well as objective knowledge is important in measuring environmental knowledge (Barber et al., 2009). Individuals possess different levels of knowledge which affects their attitudes and behaviour toward green purchase decisions (Zafar et al., 2021). A positive relationship is shown between environmental knowledge and environmental attitude (Leonidou & Skarmeas, 2017), with knowledge found to positively affect the general environmental attitudes of US consumers and their general behavioural intentions (Arcury, 1990). Similarly, Wang (2014) says environmental knowledge significantly and positively affects consumers’ intention to purchase environmentally friendly products. In contrast, although purchase intention and environmental knowledge significantly and independently predicted purchase behaviour, it was not significantly related to attitudes (Levine & Strube, 2012).
In studying the moderating effect between attitude and purchase intention, there are some contradictory findings. For example, Ashfaq et al. (2021) say that environmental knowledge moderates the relationship between attitude and continuance intention. Tamar et al. (2021) find that environmental knowledge negatively moderates the relationship between pro-social values and environmental attitudes. Ashfaq et al. (2021) also used environmental knowledge as a moderating variable between attitudes and continuance intention which followed BRT. 
Control Variables:  According to Nguyen et al. (2018) age, income, gender, and location are the main parameters used to explain consumer green preferences. Consumers’ income is a positive predictor of green purchasing behaviour (Kinnear et al., 1974), while a user’s age, education, and gender might influence technology adoption (Ashfaq et al., 2020). In Hong Kong female adolescents showed greater levels of environmental attitudes, environmental concerns, perceived seriousness of environmental problems, perceived environmental responsibility, peer influence and green purchasing behaviour than male adolescents (Lee, 2009). Women are willing to pay more for environmentally friendly products (Laroche et al., 2001), while men were more knowledgeable about environmental issues (Levine & Strube, 2012). 

Research Model
We developed our model adopting from Ashfaq et al. (2021), Claudy et al. (2013) and Claudy et al. (2015). In our model, reasons for (RF) and against (RA) are modelled as second-order constructs with seemingly distinct but related constructs (Marsh & Hocevar, 1985). We can thus identify the relative importance of specific reasons for retail bank customers' intention to adopt green banking. BRT suggests “individuals are often expected to have considerable variability in how they rate the different reasons explaining behaviour” (Westaby, 2005, p. 104). The second-order factor approach modelling is useful for identifying the varying effects of different reasons on attitudes and/or behaviours (Claudy & Peterson, 2014). Our application is in line with BRT, according to which, value affects all the other latent variables, and we selected retail bank customers' environmental values to study the attitudes and intentions to adopt green banking in New Zealand. In addition, it is in line with Measurement Theory, which suggests second-order models should be applied when lower-order factors correlate with each other. Figure 2 demonstrates the research model of this study which is based on BRT.  
[bookmark: _bookmark8]Figure 2: Research Model
[image: A diagram of a diagram  Description automatically generated with medium confidence]

Note: Adopted from Claudy et al. (2015), Claudy et al. (2013) and Ashfaq et al. (2021)
We identified perceived environmental benefits, perceived usefulness, eco-anxiety, receptivity to green communications and social influence as reasons that may affect the intention to adopt green banking. On the other hand, we use green scepticism, perceived usage barriers, and corporate image as the reasons against adopting green banking. We use the environmental knowledge of a bank customer as a moderator between attitudes and intention to adopt green banking. Retail bank customers’ age, gender, education, and income are control variables for this study.

Hypotheses Development
The BRT model suggests consumers’ deep-rooted values are likely to affect RF and RA (Westaby, 2005), with a direct and significant impact on RF (Gupta & Arora, 2017a, 2017b; Sivathanu, 2018). Consumers adopt products rapidly when they perceive compatibility or alignment with their values (Claudy et al., 2013). On this basis we develop the following hypotheses:
H1. Retail bank customers' environmental values positively influence their reasons for green banking adoption.
H2. Retail bank customers’ environmental values negatively influence their reasons against green banking adoption.
Empirical evidence proves values significantly influence attitude without a mediating effect on intention (Sivathanu, 2018; Westaby, 2005), while value is a key antecedent of attitudes (Claudy et al., 2015). Consequently, we also expect retail bank customers’ environmental values would affect attitudes towards green banking directly, as reflected in the following hypothesis:
H3. Retail bank customers’ environmental values positively influence their attitude towards green banking adoption.
BRT is differentiated from other consumer behaviour theories as it discusses two types of context-related reasons leading to behavioural decisions (Claudy et al., 2015; Ryan & Casidy, 2018).
Consumers may not think through their global motives but form an intention based on a critical reason that is relevant to the adoption context. For example, consumers might hold very positive attitudes towards renewable energy systems, but might still decide against adoption because of a crucial reason like high upfront costs (Claudy et al., 2013, p. 277). 
RF are positively associated with attitudes and intention, and RA are negatively associated with attitudes and intention (Ashfaq et al., 2021; Claudy et al., 2015; Claudy & Peterson, 2014; Claudy et al., 2013; Westaby, 2005; Westaby et al., 2010). Reasons enable people to justify behavioural choices if they are aligned with their attitudes (Claudy et al., 2013). Consequently, we argue perceived environmental benefits, perceived usefulness, eco-anxiety, receptivity to green communication and social influence positively influence green banking adoption. On the other hand, we expect green scepticism, perceived usage barriers, and corporate image would negatively influence green banking adoption. This leads to the following hypotheses:
H4. Retail bank customers’ reasons for green banking adoption positively impact their attitudes toward green banking adoption.
H5.  Retail bank customers’ reasons against green banking adoption negatively impact their attitudes toward green banking adoption.
BRT also highlights those reasons for and against that influence intentions. This association is positive for RF and negative for RA, as reflected in the following hypotheses:
H6.  Retail bank customers’ reasons for green banking adoption positively impact their intention to adopt green banking.
H7. Retail bank customers’ reasons against green banking adoption negatively impact their intention to adopt green banking.
In BRT, attitudes are one of the antecedents of intention, leading to the following hypothesis:
H8. Retail bank customers’ attitudes toward green banking will have a positive impact on their intention to adopt green banking.
Environmental knowledge moderates the relationship between attitude and continued intention to use (Ashfaq et al., 2021). We argue retail bank customers’ environmental knowledge positively moderates the relationship between attitude and intention to adopt green banking:
H9. Retail bank customers’ environmental knowledge moderates the relationship between attitude and intention to adopt green banking.

Data 
The study followed a quantitative research approach under a positivistic research paradigm. We collected primary data using an online survey, which are more flexible, customisable, and confidential (Dillman et al., 2014) with internet surveys are increasingly popular over traditional survey modes (Manfreda et al., 2008).  We published the survey on online platforms such as Facebook, Twitter/X, LinkedIn, Mastodon and community pages. Second, we published notices in public places, including billboards and student notice boards on the Wellington, Auckland and Palmerston North Massey Campuses, and distributed leaflets that contained a QR code link to the online survey. We distributed handbills in the Saturday market in Palmerston North on three Saturdays and sent emails to publicly available email addresses inviting people to participate in an online survey and inviting the recipients to share with their networks.
Our research model is adopted from Claudy et al. (2015), Claudy et al. (2013), and Ashfaq et al., (2021). In order to obtain responses consistent with our working definition of green banking, we provided our definition of green banking at the top of every page of the questionnaire. A five-point Likert Scale was used to measure responses. The constructs we used are adopted from the previous studies and modifications were done as appropriate to match with our current research context. While Environmental value, corporate image, eco anxiety and intention to adopt green banking are measured using four sub constructs, all the other constructs are measured using three sub constructs referring to previous studies. Those constructs are:
· Environmental value; adopted from Chen et al. (2021).
· Attitudes; adopted from Claudy et al. (2015); and Kim et al. (2019).
· Environmental knowledge; adopted from Zarei and Maleki (2018) and (Leonidou & Skarmeas, 2017)
· Eco anxiety; adopted from Ogunbode et al. (2022); Bareket-Bojmel et al. (2021); and Marteau and Bekker (1992).
· Corporate image; adopted from Chen (2010).
· Green scepticism; adopted from Mostafa (2006); and Matthes and Wonneberger (2014).
· Receptivity to green communication; adopted from Bailey et al. (2016).
· Social influence from Sivathanu (2018); adopted from (Cho et al., 2013).
· Environmental benefits; adopted from Claudy et al. (2015).
· Perceived usage barriers: adopted from Gupta and Arora (2017a) Ashfaq et al. (2021); and Zhang et al. (2020).
· Intention of adoption; adopted from Bardi and Schwartz (2003).
· Perceived usefulness; adopted from Claudy et al. (2015); Kim et al. (2019); Claudy and Peterson (2014); Cho et al. (2013); and Srivastava and Gupta (2023).
· Attitudes; adopted from Claudy et al. (2015); Kim et al. (2019), Claudy and Peterson (2014); and (Ashfaq et al., 2021).
We collected data from anyone over the age of 18 years, with a bank account, and who lives in New Zealand permanently. The sample we collected for this research consists of 254 retail bank customers from across New Zealand, with the profile shown in Table 1.  As there is no direct access to banks’ databases, we were unable to follow probability sampling techniques, and we used convenience sampling.
[bookmark: _bookmark9]

Table 1: Sample Profile.
	Demographic variable
	Categories
	Frequency
	Percentages

	Gender
	Male
	113
	44.4%

	
	Female
	131
	51.6%

	
	Other
	4
	1.6%

	
	Prefer not to answer.
	6
	2.4%

	
	
	
	

	Age
	18-24 Years
	51
	20.0%

	
	24-34 Years
	51
	20.0%

	
	35-44 Years
	61
	24.0%

	
	45-54 Years
	47
	19.0%

	
	55-64 Years
	31
	12.0%

	
	65 Years and above
	13
	5.0%

	
	
	
	

	Annual income (NZD)
	$40,000 or less
	70
	28.0%

	
	$ 40,001-$70,000
	79
	31.0%

	
	$ 70,001-$100,000
	51
	20.0%

	
	$100,001 or more
	37
	15.0%

	
	Prefer not to answer.
	14
	6.0%

	
	
	
	

	Educational Qualifications
	No secondary school education
	1
	0.0%

	
	Secondary school
	7
	3.0%

	
	NCEA or Equivalent
	52
	21.0%

	
	Polytechnic/trade /or other vocational qualification
	35
	14.0%

	
	Bachelor’s degree
	61
	24.0%

	
	Postgraduate Qualification
	97
	38.0%

	
	
	
	

	Ethnicity
	New Zealand European
	141
	56.0%

	
	Māori
	11
	4.0%

	
	Pacific peoples
	4
	2.0%

	
	Asian
	54
	21.0%

	
	Other European
	19
	8.0%

	
	Other
	24
	9.0%

	
	
	
	

	Marital status
	Never married
	77
	30.6%

	
	Now married/civil union/living
	151
	59.9%

	
	Divorced/separated
	22
	8.7%

	
	Widowed
	2
	00.7%

	
	
	
	

	Children in your household
	Yes
	109
	43.2%

	
	No
	143
	57.7%



We employ Composite-Based Partial Least Square Structural Equation Modelling (PLS-SEM) for the analysis of this study, using SmartPLS 4, and 5000 bootstrap samples to estimate the level of significance of path coefficients.  PLS-SEM aims to maximise the variances explained by the endogenous variables and can be regarded as “an attractive alternative” to CB-SEM, especially for exploratory studies (Hair et al., 2013, p. 15).

Results and discussion
Overview
Table 2 reveals 95%[footnoteRef:5] of respondents believe they should take responsibility for environmental issues, demonstrating an important insight into the environmental responsibility of New Zealanders, and creating a strong background to implement green banking in the New Zealand context. Of the respondents, 94% believe they have a responsibility to behave in an environmentally friendly way because they need to minimise the impact of climate issues on future generations, while 87% are worried their future will be affected by ecological disasters. These worries may motivate them to improve their green behaviours to minimise ecological disasters at individual levels, and they will demand green banking products. [5:  The percentages are calculated by combining the Agree and Strongly Agree responses] 


[bookmark: _bookmark10]Table 2: New Zealand Retail Customers' Environmental Values and their Concerns about Environment and Climate Change.
	Statement
	Strongly
Disagree
	Disagree
	Neither Agree
Nor disagree
	Agree
	Strongly
Agree

	We should take responsibility for environmental issues.
	1
	1
	11
	81
	159

	If I do not protect the natural environment, I believe our future generations will bear the consequences.
	3
	4
	8
	87
	151

	I am worried my future will be affected by ecological disasters.
	1
	8
	24
	113
	106


Retail customers' environmental values, their environmental responsibility towards future generations, their worries about the climate change impact on future generations and worries about their own future being affected by ecological disasters are important concerns affecting their positivity towards green banking. Most New Zealanders have strong environmental values, and they are cautious about the environmental impact on both their futures and future generations. These findings suggest New Zealand retail customers are supportive of implementing green banking, and banks could make use of this opportunity using suitable strategies.
[bookmark: _bookmark11]Table 3: New Zealand Retail Customers' Views Towards Green Banking and Intention to Adopt Green Banking.
	Statement
	Strongly
Disagree
	Disagree
	Neither Agree
Nor disagree
	Agree
	Strongly
Agree

	The use of green banking is a good idea.
	4
	3
	19
	112
	116

	Given a choice between two substitute banking products, I prefer the one with a less harmful future environmental impact.
	1
	0
	21
	98
	131

	I will use green banking in the near future.
	5
	7
	71
	106
	54



[bookmark: _bookmark12]Table 3 shows 90% of respondents think the use of green banking is a good idea, and 86% think the use of green banking will contribute positively to the environment. Of the respondents, 75% think green banking would help address climate change while 91% will select banking products with less harmful future effects. These findings support green banking being welcomed by New Zealanders and provide a message to banks that retail bank customers are ready to buy green banking products and services. While 75% of respondents think green banking products and services will be useful to them, there is a sizeable minority, 25%, that needs further explanations to understand how green banking will help them. Only 61% of retail customers think there are wise financial choices available within green banking. Banks need to convince retail customers about the financial benefits of green banking products by providing knowledge about green banking products. Though retail bank customers are very positive about green banking, only 67% say that they intend to use green banking. These findings confirm there are good opportunities to implement green banking for retail bank customers successfully using correct segmenting, targeting, and positioning strategies and applying correct marketing communication strategies.

Model
We use a two stage approach for the endogenous construct — intention to adopt green banking — to overcome the variance issues because the higher order construct is also a dependent construct in the path model (Sarstedt et al., 2019, p. 199). The reason for (RF) and against (RA) are modelled as second order formative constructs because we used different first order reflective constructs to measure RF and RA, thus, all dimensions of RA and RF may not reflect the same thing and there are no strong correlations among the dimensions of RF and RA. We thus used a reflective formative approach to develop our model and evaluation was also done accordingly. We began by assessing the reliability and validity of first and second-order constructs in the measurement model, and followed by an assessment of the structural model, before concluding by testing the hypotheses.
We tested the reliability of reflective latent constructs using both Cronbach’s Alpha and Composite Reliability. Table 4 shows Cronbach’s Alpha scores range from 0.702 to 0.919 and Composite, and reliability values range from 0.834 to 0.942, above the minimum value of 0.7 (Hair et al., 2019). Therefore, it confirms the reliability of all the constructs used in this study.  We tested the convergent validity of reflective latent constructs using the average variance extracted (AVE). The convergent validity measures the degree to which individual items in a questionnaire measure an underlying construct. Table 18 shows that AVE values range from 0.626 to 0.846. The AVE scores are above the minimum value of 0.50, confirming they are relatively satisfactory (Hair et al., 2019). We also introduce the abbreviations that we use later in the discussion.
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Table 4: Internal Consistency and Convergent Validity Assessment (First Order Constructs)
	Construct
	Cronbach’s Alpha
	Composite Reliability
	Average variance Extracted (AVE)

	Attitudes (ATTI)
	0.896
	0.935
	0.828

	Perceived environmental benefits (BENF)
	0.892
	0.933
	0.822

	Perceived barriers (BRRI)
	0.702
	0.834
	0.626

	Receptivity to communication (COMM)
	0.823
	0.895
	0.739

	Ecoanxiety (ECOA)
	0.919
	0.942
	0.804

	Environmental Value (EVAL)
	0.753
	0.858
	0.669

	Banks’ Green image (IMAG)
	0.907
	0.941
	0.842

	Intention to adopt green banking (INT)
	0.898
	0.930
	0.769

	Environmental Knowledge (KNWL)
	0.774
	0.869
	0.688

	Green scepticism (SCEP)
	0.821
	0.894
	0.738

	Social influence (SOCI)
	0.908
	0.943
	0.846

	Perceived Usefulness (USFL)
	0.803
	0.884
	0.717



Discriminant validity examines whether the individual items measure the intended underlying latent construct and relate to other latent constructs simultaneously — or the extent to which a given test is not a test that measures other constructs in a study. Discriminant validity of the first-order constructs was measured following √AVE values. If √AVE is higher than the off-diagonal elements, the discriminant validity of the constructs is established (Fornell & Larcker, 1981). As depicted in Table 5, √AVE (diagonal values) is higher than the off-diagonal or intercontact correlations, confirming the discriminant validity of all the constructs in this study.
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Table 5: Discriminant Validity Assessment - Fornell Larcker Criterion (First Order Constructs)
	
	ATTI
	BENF
	BRRI
	COMM
	ECOA
	EVAL
	IMAG
	INT
	SCEP
	SOCI
	USFL

	ATTI
	0.91
	
	
	
	
	
	
	
	
	
	

	BENF
	0.72
	0.907
	
	
	
	
	
	
	
	
	

	BRRI
	-0.107
	-0.296
	0.791
	
	
	
	
	
	
	
	

	COMM
	0.546
	0.647
	-0.13
	0.86
	
	
	
	
	
	
	

	ECOA
	0.589
	0.623
	-0.183
	0.509
	0.896
	
	
	
	
	
	

	EVAL
	0.541
	0.581
	-0.229
	0.483
	0.638
	0.818
	
	
	
	
	

	IMAG
	0.059
	0.045
	0.117
	0.219
	0.016
	0.04
	0.918
	
	
	
	

	INT
	0.669
	0.699
	-0.232
	0.573
	0.559
	0.611
	0.077
	0.877
	
	
	

	SCEP
	0.027
	-0.013
	0.279
	0.138
	0.051
	-0.022
	0.363
	-0.036
	0.859
	
	

	SOCI
	0.41
	0.439
	-0.158
	0.458
	0.442
	0.367
	0.179
	0.424
	0.028
	0.92
	

	USFL
	0.675
	0.726
	-0.241
	0.608
	0.539
	0.481
	0.132
	0.798
	-0.003
	0.434
	0.847



We tested the reliability of second-order formative constructs using Composite Reliability. Table 6 shows Cronbach’s Alpha scores range from 0.704 to 0.860, which is above the minimum value of 0.7 (Hair et al., 2019) and confirms the reliability of second-order constructs in this study.
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	Second order constructs
	Composite reliability
	Average variance extracted (AVE)

	RF (Reasons for)
	0.704
	0.553

	RA (Reasons against)
	0.860
	0.535



We tested the discriminant validity of the second order formative constructs using the Fornell Larcker Criterion and the results are shown in Table 7. As depicted in Table 7, √AVE (diagonal values) is higher than the off-diagonal or intercontact correlations which confirms the discriminant validity of the second order constructs of this model.
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Table 7: Fornell Larcker Criterion (Second order constructs)
	Second Order Constructs
	RA (Reasons Against)
	RF (Reasons For)

	RA (Reasons against)
	0.744
	

	RF (Reasons for)
	-0.244
	0.732



Harman’s one-factor test was used to test the common method biases of the dataset using SPSS (Harman, 1976). The results of Harman’s one-factor test score confirmed that common method bias is not a severe issue in our study. A single factor would not adequately represent data and accounted for only 33.54
% of the variance, which is below the proposed acceptance level of 50% (Fuller et al., 2016).
To check the goodness of the structural model, we first used PLS-SEM to estimate Variance Inflation Factors (VIFs) of the constructs to examine the presence of collinearity. According to Table 8, the highest VIF value recorded is 2.275, less than the recommended threshold value of 5 (Hair et al., 2017).
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	Multicollinearity Assessment
	VIF

	ATTI -> INT
	2.275

	EVAL -> ATTI
	1.770

	EVAL -> REAG
	1.000

	EVAL -> REF
	1.000

	KNWL -> INT
	1.344

	REAG -> ATTI
	1.014

	REAG -> BRRI
	1.000

	REAG -> INT
	1.059

	REAG -> SCEP
	1.000

	REF -> ATTI
	1.753

	REF -> BENF
	1.000

	REF -> COMM
	1.000

	REF -> ECOA
	1.000

	REF -> IMAG
	1.000

	REF -> INT
	2.581

	REF -> SOCI
	1.000

	REF -> USFL
	1.000

	KNWL x ATTI -> INT
	1.057



Second, the proportion of explained variation in the endogenous latent variables or the coefficient of determination denoted by the R2 is a key criterion for assessing the adequacy of a structural model. The coefficients report three types: weak, moderate, or substantial models and they are represented by values of 0.25, 0.50 or 0.75 respectively (Hair & Christian, 2011). Table 9 shows, except for the bank image, that all the other constructs represent moderate or substantial models confirming the adequacy of a structural model. Considering the constructs report greater than the threshold value of P < .05 (Hair et al., 2017).
[bookmark: _bookmark18]Table 9: Assessing the Adequacy of the Structural Model.
	Construct
	
R2
	R2Adjusted
	P Values

	ATTI
	0.562
	0.557
	0.000

	BENF
	0.762
	0.761
	0.000

	BRRI
	0.485
	0.483
	0.000

	COMM
	0.629
	0.628
	0.000

	ECOA
	0.667
	0.666
	0.000

	IMAG
	0.018
	0.014
	0.037

	INT
	0.635
	0.628
	0.000

	SCEP
	0.717
	0.716
	0.000

	SOCI
	0.442
	0.440
	0.000

	USFL
	0.680
	0.678
	0.000




Structural Model Analysis
We estimate the associations between constructs identified in our conceptual model. Consequently, we use these associations to test hypotheses. 
Table 10 and Figure 3 show the associations between, environmental values, attitudes, and reasons for and against green banking adoption with intention to adopt green banking. We identify the significance of those associations at P<0.05 and P<0.1 confidence levels. The associations between environmental values and attitudes, environmental values, and reasons for green banking adoption, are positive and significant. Further, associations between environmental attitudes and reasons for green banking adoption, attitudes and intention to adopt green banking are positive and significant. On the other hand, environmental values and the reasons against green banking adoption show a negative and significant association.
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Table 10: Direct Effects
	Paths
	Path Coefficient
	P Values
	Nature of the Association

	ATTI -> INT
	0.244
	0.000**
	Positive and significant

	EVAL -> ATTI
	0.097
	0.069*
	Positive and significant

	EVAL -> REAG
	-0.116
	0.055*
	Negative and significant

	EVAL -> REF
	0.655
	0.000**
	Positive and significant

	REAG -> ATTI
	0.034
	0.196
	Positive and insignificant

	REAG -> BRRI
	0.697
	0.000**
	Positive and significant

	REAG -> INT
	-0.048
	0.109
	Negative and insignificant

	REAG -> SCEP
	0.847
	0.000**
	Positive and significant

	REF -> ATTI
	0.684
	0.000**
	Positive and significant

	REF -> BENF
	0.873
	0.000**
	Positive and significant

	REF -> COMM
	0.793
	0.000**
	Positive and significant

	REF -> ECOA
	0.817
	0.000**
	Positive and significant

	REF -> IMAG
	0.133
	0.037**
	Positive and significant

	REF -> INT
	0.520
	0.000**
	Positive and significant

	REF -> SOCI
	0.665
	0.000**
	Positive and significant

	REF -> USFL
	0.824
	0.000**
	Positive and significant

	KNWL x ATTI -> INT
	-0.065
	0.079*
	Negative and significant

	Note: “**” indicates that the P-value is significant at the 5% confidence level and “*” indicates that the P-value is significant at the 10% confidence level.
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Considering first-order constructs, Table 10 and Figure 3 show that positive and significant associations are reported among reasons for green banking adoption. Perceived usefulness perceived environmental benefits, eco-anxiety, social influence, receptivity to green communications, and corporate image show a positive and significant association with RF, and confirming they are reasons for green banking adoption, RF shows a positive and significant association with intention to adopt green banking. On the other hand, perceived usage barriers and green scepticism show a positive and significant association with RA confirming they are the reasons against green banking adoption. A negative and insignificant association is reported between reasons against green banking adoption and intention. According to Table 10 environmental benefits (P = 0.873), perceived usefulness (P = 0.824) and eco anxiety (P = 0.817) are the most important reasons for green banking adoption. However, bank image is the least important reason for green banking adoption. Similarly, green scepticism is the key reason against green banking adoption.

[image: A screenshot of a computer  Description automatically generated]Figure 3: The Structural Model and Path Coefficients.

We expected that retail bank customers’ environmental knowledge would positively moderate the relationship between attitude and intention to adopt green banking. We hypothesise this relationship by referring to the literature (Arcury, 1990; Ashfaq et al., 2021; Kollmuss & Agyeman, 2002). However. our results show that retail bank customers’ environmental knowledge negatively moderates the relationship between attitude and intention to adopt green banking and is significant at P<0.1.
Table 11 shows an overview of the total indirect effects of the paths — environmental values and reasons and intention to adopt green banking. The total indirect effects between environmental values and perceived environmental benefits, receptivity to communication, eco-anxiety, social influence, perceived usefulness and bank image are positive and significant. Similarly, the total indirect effects between reasons for adopting green banking and intention to adopt green banking are positive and significant. On the other hand, the total indirect effects between environmental values and perceived barriers and green scepticism are negative and significant. The total indirect effect between reasons against adopting green banking and intention to adopt green banking is insignificant.
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Table 11: Total Indirect Effects between Environmental Values and Reasons.
	Paths
	Path Effects
	P Values
	Nature of the Association

	EVAL -> BENF
	0.57
	0.000**
	Positive and significant

	EVAL -> BRRI
	-0.08
	0.063*
	Negative and significant

	EVAL -> COMM
	0.52
	0.000**
	Positive and significant

	EVAL -> ECOA
	0.54
	0.000**
	Positive and significant

	EVAL -> IMAG
	0.09
	0.035**
	Positive and significant

	EVAL -> INT
	0.48
	0.000**
	Positive and significant

	EVAL -> SCEP
	-0.10
	0.053*
	Negative and significant

	EVAL -> SOCI
	0.44
	0.000**
	Positive and significant

	EVAL -> USFL
	0.54
	0.000**
	Positive and significant

	REAG -> INT
	0.00
	0.212
	Positive and insignificant

	REF -> INT
	0.17
	0.001**
	Positive and significant

	Note: “**” indicates that P-value is significant at the 5% confidence level and “*” indicates that 
P-value is significant at the 10% confidence level.	



Table 12 shows the overview of the specific indirect effects of the paths in the model. The associations among environmental value, reasons for adopting green banking, attitudes towards green banking adoption, and intention to adopt green banking are positive and significant. There is a positive and significant association between the reasons for adopting green banking adoption, attitudes towards green banking adoption and the intention to adopt green banking. Similarly, the associations among environmental value, reasons for adopting green banking and intention to adopt green banking are positive and significant.
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Table 12: Specific Indirect Effects
	Path
	P values
	Nature of the Association

	EVAL -> REAG -> BRRI
	0.063*
	significant

	EVAL -> REAG -> SCEP
	0.053*
	significant

	EVAL -> REF -> ATTI -> INT
	0.001**
	significant

	REF -> ATTI -> INT
	0.001**
	significant

	EVAL -> REF -> BENF
	0.000**
	significant

	EVAL -> REF -> COMM
	0.000**
	significant

	EVAL -> REF -> ECOA
	0.000**
	significant

	EVAL -> REF -> IMAG
	0.035**
	significant

	EVAL -> REF -> INT
	0.000**
	significant

	EVAL -> REF -> SOCI
	0.000**
	significant

	EVAL -> REF -> USFL
	0.000**
	significant

	Note: “**” indicates that the P-value is significant at the 5% confidence level and “*” indicates that the P-value is significant at the 10% confidence level.	



We tested all the hypotheses developed using path coefficients noted in the structural model as depicted in Figure 3 and Table 10. Table 13 provides a summary of the hypothesis testing results.
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Table 13: Hypothesis Testing Results.
	Hypotheses
	Path
Effects
	P Value
	Supported / not
Supported

	H1: Retail bank customers' environmental values positively influence their reasons for green banking adoption.
	0.655
	0.000
	Supported **

	H2: Retail bank customers’ environmental values negatively influence their reasons against green banking adoption.
	-0.116
	0.055
	Supported *

	H3: Retail bank customers’ environmental values positively influence their attitude towards the intention of green banking adoption.
	0.097
	0.069
	Supported *

	H4. Retail bank customers’ reasons for green banking adoption positively impact their attitudes toward the intention of green banking adoption.
	0.684
	0.000
	Supported **

	H5. Retail bank customers’ reasons against green banking adoption negatively impact their attitudes toward the intention of green banking adoption.
	0.034
	0.196
	not supported

	H6. Retail bank customers’ reasons for green banking adoption positively impact their intention to green banking adoption.
	0.52
	0.000
	Supported **

	H7. Retail bank customers’ reasons against green banking adoption negatively impact their intention to banking adoption.
	-0.048
	0.109
	not supported

	H8. Retail bank customers’ attitudes toward green banking adoption positively impact their intention to green banking adoption.
	0.244
	0.000
	Supported **

	H9. Retail bank customers’ environmental knowledge moderates the relationship between attitude and intention to green banking adoption.
	0.0650
	0.079
	Supported *

	Note: Note: “**” indicates that P-value is significant at the 5% confidence level and “*” indicates that P-value is significant at the
 10% confidence level.	



New Zealand is facing critical climate change and environmental issues which affect New Zealand’s economy and the lives of New Zealanders (Ministry for the Environment, 2023). For example, one-third of the country’s population was affected by Cyclone Gabrielle in February 2023, the worst storm of this century, incurring a total cost of approximately $8.43 billion (Center for Disaster Philanthropy, 2023). Hence, finding solutions for environmental issues and minimising climate change is vital for all New Zealanders. As an alternative banking model, we examine New Zealand's retail customers’ intention to adopt green banking. Overall, the findings of this research confirm that 90% of retail bank customers perceive green banking as a good concept, and 67 % of customers intend to adopt green banking. 
According to our findings, retail bank customers’ environmental values affect their attitudes towards green banking positively and thus affect their intention to adopt green banking. This confirms the findings of Iqbal et al. (2024) and Chen and Tung (2014). Researchers have highlighted how values predict intentions (Bardi & Schwartz, 2003; Eyal et al., 2009; Sagiv & Schwartz, 1995). G. Li et al. (2021) state the importance of environmental values in deciding customer purchase intention. Our findings are also compatible with the findings of G. Li et al. (2021), and New Zealanders’ environmental values affect their intention to adopt green banking. Our results also reveal that environmental values affect customers’ reasons to adopt green banking, in turn, the reasons affect positively on intention to adopt green banking. The findings of this study provide evidence that New Zealanders’ environmental values play a major impact in greening the New Zealand’s banking system.
On the contrary, retail bank customers’ environmental values negatively affect their reasons against adopting green banking. Therefore, even though retail bank customers have positive environmental values, some reasons can limit their green banking behaviours. Banks need to eliminate such reasons to implement green banking successfully in New Zealand. However, our study marginally supports the idea that reasons against green banking significantly affect the intention to adopt green banking. This weak identification of reasons against green banking adoption may occur due to three reasons. First, a smaller number of reasons against green banking are used in this study and there may be other reasons against green banking adoption. Though we assumed bank image also as a reason against green banking in line with the literature, in the New Zealand context, it becomes a reason to adopt green banking. Second, we can argue many other reasons may exist than the reasons which we examined as reasons against green banking adoption in New Zealand context. Thirdly, in the New Zealand context, reasons against green banking adoption may not strongly impact retail bank customers’ attitudes and intentions to adopt green banking.
Among the retail bank customers’ reasons for green banking adoption, environmental benefits have been identified as the most influential. According to the responses received for the survey, retail bank customers think green banking products and services will improve both the global and local environment and think green banking would help address climate change. Similarly, the second most influential reason for green banking adoption is perceived usefulness. Retail bank customers perceive that banking products and services will be useful and include wise financial choices and help them use quick and convenient ways to access banks. The third influential reason for green banking adoption is eco-anxiety. As New Zealand faced a recent environmental disaster — Cyclone Gabrielle in February 2023 — many customers may feel eco-anxiety about their and their children’s future being affected by environmental and climate change disasters. The fourth influential reason for green banking adoption is receptivity to communication. Our findings show many retail bank customers support advertisements that support the environment, respond favourably to advertising with positive messages about the environment and they like businesses to use green messages in their advertisements. The fifth influential reason for green banking adoption is social influence. We question whether retail customers’ family members, friends, and people around them are influencing them to adopt green banking. Finally, banks' green image has been reported as the last influential reason to adopt green banking. It is thus very important for banks to improve their green image before introducing green banking products and services to retail banking customers because the green image would persuade them to adopt green banking. Further, our results justify banks’ advertising budgets and marketing promotions to increase green banking product sales.
In our study, we found two reasons that limit New Zealand retail bank customers’ green banking adoption. Among them, the single most influential reason against green banking adoption is green scepticism and findings are in line with Mostafa (2006). Retail bank customers think most green claims by businesses are intended to mislead their customers and they do not believe most green claims by businesses, thus limiting their green banking adoption. The second most influential reason against green banking adoption is perceived barriers. Some customers think green banking services require special rules and regulations, information technology skills, and technical knowledge are required to use green banking, consequently, they think traditional banking products are easier to use than green banking products. In line with Claudy et al. (2013, p. 277) “consumers might hold very positive attitudes towards renewable energy systems, but might still decide against adoption because of a crucial reason like high upfront costs”. We also argue that although banks provide many positive reasons for retail bank customers to adopt green banking, they still may limit adopting to green banking due to one or few unfavourable reasons.
As discussed in the literature, we argue retail bank customers’ environmental knowledge would positively moderate attitudes toward green banking and intention to adopt green banking. In contrast, our result reports a weak but negative moderating effect on the association between attitudes towards green banking and intention to adopt green banking. Consumers' environmental knowledge affecting their ecologically favourable behaviour is contradictory (Laroche et al., 2001). The relationship between environmental knowledge and behaviour is complex (Chan, 1999, 2001; Zsóka, 2008). Prior research, however, discusses similar results. There is a weak relationship between the consumers’ level of knowledge and environmental concern, attitude, and actual green purchase (Bang et al., 2000). Knowledge does not necessarily directly affect behaviour (Bartiaux, 2008; Pedersen & Neergaard, 2006). Levine and Strube (2012) concluded that consumers’ knowledge and intention significantly predict their environmental behaviour through different pathways, albeit both not being significantly linked with one another. Environmental knowledge negatively moderated the relationship between pro-social values and environmental attitudes (Tamar et al., 2021, p. 329).
On the other hand, a basic understanding of ecological and social problems is not sufficient to adopt sustainable consumption and shift towards green consumption, unless there is a deeper understanding of the consequences of irresponsible consumption (Joshi & Rahman, 2015). In addition, although retail bank customers have environmental knowledge, that knowledge is not sufficient enough for them to adopt green banking. This may create a negative moderating effect on the association between attitudes toward green banking and intention to adopt green banking. Darnall et al. (2018) highlight two types of green knowledge
— general knowledge and action-based knowledge. General knowledge involves a broad awareness of basic terminologies and concepts about environmental issues, whereas action-based knowledge relates to consumers’ understanding of the activities and solutions required to reduce environmental problems. Konuk et al. (2015) differentiated factual knowledge from action-based knowledge (Schahn & Holzer, 1990) and identified that action-related knowledge is more likely to influence behaviour.
In addition, even though consumers have positive attitudes towards green products, if they do not have strong personal motivation towards the prosperity of the environment and society, they may not be willing to select green products, especially when they have different options (Joshi & Rahman, 2015, p. 137). Though customers are very positive towards environmental and social consequences, they may attach more strongly to individual consequences seeking functional attributes in a product but failing to translate this positive attitude into actual buying behaviour (Follows & Jobber, 2000). There is no association between environmental knowledge and willingness to pay more which says though people are knowledgeable they may not become consumers of green products (Lee, 2011). We also argue even though retail bank customers are highly knowledgeable about environmental issues, if banks are unable to meet expected product attributes, those customers will not adopt green banking. As discussed, we can justify the negative moderating effect on the association between attitudes toward green banking and intention to adopt green banking.

Conclusions
Employing Behavioural Reasoning Theory (BRT), we examined retail bank customers’ intention to adopt green banking in New Zealand using 254 online survey responses. The study finds retail bank customers prefer green banking although some of them do not yet intend to adopt green banking. As discussed, our findings show retail bank customers’ environmental values significantly and positively affect retail bank customers’ attitudes towards green banking and intention to adopt green banking. We identify the leading reasons for and against retail bank customers’ intention to adopt green banking, and suggest banks need to address these. This research contributes to the literature by filling knowledge gaps in the general lack of green banking research in developed countries, particularly in the New Zealand context. As a novel contribution to banking and to Behavioural Reasoning Theory, we find eco-anxiety is a key reason affecting retail bank customers’ intention to adopt green banking. 
These findings bring important insights for the New Zealand government in making national policies to achieve their green financing objectives. Improving environmental values of the public will bring favourable green attitudes and those attitudes positively affect green banking adoption intentions. The Reserve Bank of New Zealand can suggest suitable educational and financial tools for the New Zealand government to improve the environmental values of the public. Moreover, the Reserve Bank of New Zealand can support research to improve understanding of New Zealanders’ environmental values and designing banks’ financial policies to align with the environmental value system. Importantly, the Reserve Bank of New Zealand can support banks in using stress testing methods concerning banks’ green loan and investment portfolios by providing or expanding opportunities for bank employee training to pass the relevant technical knowledge. This can be achieved by organising seminars or introducing training courses with the help of bankers’ professional education providers. The younger generation needs to be targeted to improve their environmental values through the national education system.
Banks can follow green concern as a key business philosophy and all banks’ activities need to align with this philosophy by converting their traditional banking into green banking. Banks can demonstrate to the public how they value the environment through their vision and mission statements and their environmental policies and strategies, displaying these in branches and on their websites. Banks can use both rational and emotional appeals to promote their environmental products and services indicating how those products and services support environment improvement and pollution reduction. Banks can use advertising campaigns and communication programs to enhance the environmental values of their customers and the public, and support environmentally friendly school programmes or introduce environmental projects to schools as green banks are already engaged in such activities. For example, Triodoes Bank provides support to school children in planting trees.
Following Germany and the Netherlands, the New Zealand Government can also consider introducing a carbon tax and linking it to bank loans for farmers. With the guidance of the regulator, banks need to classify green banking products and their direct and indirect impact on the environment. This would support them to obtain benefits and share those with their identified customers. The tax authorities may consider implementing special tax codes, consequently, banks can claim tax concessions or tax-free benefits on the profits earned on green banking products aiming to encourage banks to sell such products for individual customers. For example — giving tax benefits on the profits earned on a given number of ecofriendly car loans. Banks can provide their account summaries related to green banking products, for instance, financing for sustainable green projects and direct investments in green projects. With auditors' approval banks would be able to claim special tax benefits with their tax return applications.
Among the retail bank customers’ reasons for green banking, environmental benefits have been identified as the most influential reason that drives their intention to adopt green banking. They perceive that banking products and services will be useful to them and those products include wise financial choices and banks need to provide more benefits for the users of green banking products. Banks need to engage in marketing programmes to reach many banking customers by explaining the added advantages of such products to individuals as well as common benefits to New Zealand, and the rest of the world and future generations. Eco-anxiety is found to be a leading factor in the intention to adopt banking adoption. Many customers reported eco-anxiety about their and their children’s future being affected by environmental and climate change disasters. The government can communicate the importance of public contributions to reducing climate change and encourage the public to become more environmentally friendly at individual levels.
Banks promote green banking products by highlighting how these products support reducing climate change. The findings highlight that New Zealand’s retail bank customers respond favourably to green communication, which is a very strong point for advertising and promoting green banking products. Banks need to design marketing and advertising strategies to reach green-conscious customers, and they need to advertise to inform as well as remind about green banking products. Banks' green image has been reported as one of the reasons to adopt green banking. Banks can finance environmentally friendly projects under their CSR budgets and improve their green image by committing to protect and enhance New Zealand’s environmental state. Banks use their environmental policies, loan, policies, and investment policies and communicate those to the public to show their green consciousness. Similarly, banks can obtain ISO 14000 certifications and participate in environmental awards, and sustainability awards to improve their green image as well as obtain environmental ratings through recognised rating agencies and display them on their websites. Banks can introduce green banking products as well as banking operations and they need to stop fossil fuel funding.
Considering the reasons against the intention to adopt green banking, the most influential reason is green scepticism. Bank customers think most green claims by businesses are intended to mislead their customers and they do not believe most green claims. Banks need to build bank customers’ trust through green communication to confirm they are not engaging in greenwashing. Banks should never promise green products which they are unable to deliver to customers’ expectations. To remove the customers’ doubts further, banks can reveal their green achievements through their practices. For instance, they can embed their green awards and green certifications obtained from recognised organisations into their advertisements and promotional materials as appropriate.
Retail bank customers’ perceived barriers to adopting green banking, include the belief by some that green banking products require special rules and regulations, and information technology skills, and therefore traditional banking products are easier to use. While special rules and regulations may apply to green products, banks need to ensure they do not limit access to green banking products. If bank customers need IT skills and knowledge to use green banking products, banks can employ their staff to provide support for their customers and banks should communicate the availability of such services widely. Central banks and the government also need to intervene in introducing financial literacy and green banking product recommendations to bank customers and the public.
Although banks provide many positive reasons for retail bank customers to adopt green banking, they may still limit green banking adoption for some strong unfavourable reasons, which brings important implications for banks. Hence, banks need to identify reasons for and against affecting customers’ adoption of green banking as well as their gravity to address those reasons correctly by employing consumer behavioural research.
Moreover, our findings confirmed environmental knowledge does not positively moderate the association between attitudes towards green banking adoption and intention to adopt green banking providing new insights. This may be due to a lack of financial literacy levels and action-based knowledge levels of retail bank customers, product attributes not being designed to their expectations, barriers to adopting green banking limiting retail bank customers’ attitudes and intentions to adopt green banking, and bank customers not currently experiencing negative environmental effects. While they believe green banking supports improvements to environmental issues, they are not interested in addressing environmental issues urgently, and they would not make use of their environmental knowledge as a factor to adopt green banking.
Overall, we find retail bank customers are ready to welcome green banking. Therefore, the time has come for New Zealand to welcome a new banking philosophy. With the support of the government and Reserve Bank, banks need to phase out traditional banking products. For example, during COVID-19, all banks in Sri Lanka discontinued issuing passbooks which was a practice for decades and introduced online banking for retail bank customers. This has continued, leaving retail bank customers with no option other than to adopt the changes. Similarly, in introducing a green banking model to New Zealand, alternative traditional banking products should be reduced as much as possible.
For future research, we propose identifying individual factors that may affect green banking adoption such as bank employee support, product attributes, product complexities etc.  It would also be useful to study demographic factors and their impact on the intention to adopt green banking, with the possible addition of financial literacy levels of retail bank customers as a moderating variable. We use New Zealand as a case study and future researchers can test this study for other countries or can be used in a global study in the future to examine retail bank customers’ intention to adopt green banking.
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