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Attitudinal - individuals are likely to manifest EGB when it corresponds well with their
personal internal attitudes. Employees with internal commitment towards environment
will probably adhere to the organizational green policies.

Normative — employees will display it more often to earn social gains. At workplace
these behavioral norms are formed through organizational rewards & recognition
policies.

Exchange — employees are most likely to involve in EGBs when their leader show
commitment towards green behavior and policies (Cropanzano & Mitchell, 2005).

Motivational — employees do not only generate the drive to engage in EGB but to
intensify the efforts and continuation of the efforts no matter if the impact is low and
taking time to reap the benefits.
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