Dear reviewer 2: 
First, we want to thank you for allowing us to revise and resubmit our paper called “COVID-19 effects on environmentally responsible behavior: a social impact perspective from Latin American countries”.(Manuscript ID: ijerph-2145566).
We have carefully considered all the comments raised by reviewers. Below, we explain in more detail how our paper's new version addresses your suggestion raised.
The manuscript has been edited using the Journal template and format. To facilitate the evaluation of the changes, we work with "Track Changes" 
Hopefully, you will agree that our changes have resulted in a stronger paper, and we thank you for the constructive and helpful comments. 
Yours sincerely
The authors

Comments and Suggestions for Authors:
	Reviewer Report 
	1. From the title, we can see that the theme of the paper is related to COVID-19. However, there is no variable related to COVID-19 in the research model. There is an inconsistency between the two.

	 Answer (Authors)

	Thank you very much for all your comments. We have worked hard to be able to respond to all your requests.
The main purpose of this study was to evaluate the impact of Covid-19 within the environmentally responsible consumption. In doing so, all the constructs and items used in this research (detailed in "Table 2"), were adapted to the context of COVID-19. Each item begins with the following phrase "The COVID-19 Pandemic has caused me...". For example:
ATT1) The COVID-19 Pandemic has caused me usually to favor buying products that make use of eco-friendly materials. 
ATT2) The COVID-19 Pandemic has caused me usually to buy products that can be recycled. 	
ATT3) The COVID-19 Pandemic has caused me to buy eco-friendly products even if they are not from a well-known company.	
SN1) The COVID-19 Pandemic has caused the people I listen to could influence me to purchase organic products. 	
SN2) The COVID-19 Pandemic has caused people important to me to think I should purchase eco-friendly products.	
SN3) The COVID-19 Pandemic has caused my family and friends to think purchasing eco-friendly products is good.	
In turn, the concept of COVID-19 and Environmentally Responsible Purchase Intention has been included in the “Theoretical Framework” to strengthen the relationship between both concepts. Nonetheless, our understanding of COVID-19 is that it is a particular and atypical situation that affects the context in the measurement of each construct, which is why the items evaluated in each participant were edited (Lines 124 to 178).
2.1. COVID-19 and Environmentally Responsible Purchase Intention 
The intention has to do with the willingness to adopt a particular behavior, and purchase intention is a prerequisite to stimulate and push consumers to buy products and services [35,36]. Consumers' concern about the environment affects their purchasing decisions [35,37]. Nowadays, consumers deciding on the type of product to buy requires being informed about both the environmental situation and the benefits responsible consumption brings to its conservation [38]. That is, green purchase intention is directly and strongly influenced by perceived value, attitude, and trust [39]. Whereas perceived behavioral control, perceived consumer effectiveness, subjective norm, perceived green quality, and environmental concern are moderately related to green purchase intention [35]. In previous research, environmentally responsible purchase intention (ERPI) has been extensively studied, taking into account intention in the Theory of Planned Behavior (TPB), which is made up of three elements: Attitude, subjective norm, and perceived behavioral control [40–43].
With the arrival of the COVID-19 pandemic, several studies have explored its influence on consumers' sustainable consumption behavior [3,18,25,44–46]. For instance, Severo et al. [4] found that the COVID-19 pandemic is essential in changing people's behavior, affecting environmental sustainability and social responsibility. Notably, the impact of the COVID-19 pandemic had a more significant impact on sustainable consumption fluency, followed by environmental awareness and, to a lesser extent, social responsibility. Valenzuela et al. [3] analyzed the impact of the COVID-19 pandemic on consumer behavior in four Latin American countries and found that consumers reported that their behavior had become more ecologically and socially responsible. In addition, these respondents indicated that they had increased their interest in sustainable consumption and purchasing environmentally friendly products to reduce waste and negative environmental impacts. For their part, Dayanto et al. [47], found that people's beliefs that the pandemic was caused by humanity's excessive intrusion into nature have a positive impact on their environmental awareness. This, in turn, demonstrates a positive behavioral change toward the environment. Another study by Dangelico et al. [45] found that COVID-19 generated relevant changes in consumer behavior. Those who have increased their purchase frequency and willingness to pay for sustainable products show increasing attention to environmental issues and behave more sustainably. 
Furthermore, the extent of change is strongly affected by sociodemographic variables such as gender, age, income, and education. For example, women reported a greater shift towards sustainable consumption and behavior than men. Brzustewicz and Singh [44] found six relevant themes related to sustainable consumption: 1) organic food consumption, 2) food waste, 3) vegan food, 4) sustainable tourism, 5) sustainable transportation, and 6) sustainable energy consumption. They also identified four clusters: lifestyle and climate change, responsible consumption, energy consumption, and renewable energy. ´
The COVID-19 pandemic has not only impacted individual consumption behavior; some studies indicate that industrial consumption has also been affected. For instance, the study by Ruttis [46] highlights the positive impact of COVID-19 on the raw material production, raw material processing, and packaging manufacturing stages of the value chain, as well as the neutral impact in the product manufacturing stage and the negative impact in the retail stage. All this background suggests that the COVID-19 pandemic has impacted the consumers' consumption decisions and thus purchase intent, making it more conscious and focused on sustainability.



	Reviewer Report 
	2. In the introduction, the environmental problems caused by COVID-19 should be strengthened. At the same time, it should clearly highlight what the research problem is.

	 Answer (Authors)

	We agree that a more precise related of the purpose of the research is needed. Following your recommendations, we have edited this section as follow (Lines 39-122):

Introduction
Currently, society has shown a massive interest in Environmental Consciousness (CE), where industries are concerned with mitigating environmental damage resulting from their economic activities [1–4]. Since December 2019 the international health crisis related to COVID-19 allowed the evaluation of environmental impacts in different contexts. In this vein, COVID-19 has deeply affected economic structures, social, and commercial relations. Particularly, the pandemic has been a phenomenon that has generated positive and negative effects on the global environment [4–9]. Restrictions to the free movement between and through the region's urban areas decreased economic activity as well as the use of cars, trucks, and other motorized vehicles. As a result, many cities in Latin America experienced a short-run air pollution reduction. For example, Bogotá showed the most significant decrease (-83%), and Guayaquil, Rio de Janeiro, and São Paulo were the cities with the lowest reduction of 30% [10], places that historically have problems with environmental pollution. In this sense, the pandemic and lockdown measures have temporarily reduced urban pollution in many Latin American cities. Also, COVID-19 has positively decreased water and noise pollution due to confinement in homes and travel restrictions [11], improving the efficiency of the consumption of a natural resource in permanent monitoring for its potential shortages in the coming years. An additional positive consequence of this pandemic is the generation of a collective awareness regarding protecting the environment and the need to conserve natural resources [12]. Indeed, negative environmental contexts positively affect the responsible environmental behavior of the population, which has been observed in the context of COVID-19 [13].
On the other side, we face a consumer society of manufactured products and services that negatively affect the environment [14,15]. This situation was aggravated with the arrival of COVID-19, where individuals around the world have adopted an excessive use of disinfectants and disposable materials such as face shields, masks, bags, and other products related to the prevention of the spread of the virus that caused a high amount of plastic and sanitary waste [16]. 
Environmentally responsible behavior can facilitate improving the environment and advancing a sustainable society [17–19]. In this context, emergent research findings have linked the effects of COVID-19 on consumers' perceptions, environmental awareness, or/and purchase intention [20–23]. However, the literature on the relationships proposed in the explanatory model is still scarce at a theoretical and practical level, with no empirical evidence in Latin America
Based on the above, the experience of this world crisis could lead to changes in behavior at the collective and individual levels. Therefore, there is a research gap to empirically evaluate if this is observed in different contexts, especially in Latin American consumers, since there is very little evidence exploring this phenomenon in this geographical area. The importance of a better understanding of the potential effects of COVID-19 in environmentally responsible behavior is the insights that new evidence can provide for designing behavior-based government and business policy instruments that focus on changing consumption and production patterns [24].
The Theory of Planned Behavior (TPB) is one of the most relevant social psychology theory that explains individual behavioral intentions [25] and is the theoretical approach applied in this research. This theory was built based on the seminal work of Fishbein and Ajzen [26] and the Theory of Reasoned Action (TRA), which explains human actions as a consequence of behavioral intentions that are influenced by attitudes and perceived social pressure. Later, in 1985, Ajzen argued that in addition to the Theory of Reasoned Action, when it comes to human behavior, it is necessary to consider the perception of perceived control of internal or external factors that influence determined behavior (locus of control) [27]. According to Ajzen [28], three main factors in TPB influence individual behavior: First, attitudes refer to the degree to which a person values, positively or negatively, a behavior [27,29]. Second, Subjective Norms, as the social pressure or normative expectations of social groups to which individuals belong. Third Perceived Behavioral Control (PBC) is a predictor that reflects the ease or difficulty of the individual's perception of performing a particular behavior [28,30]. In this sense, this variable is analyzed from self-efficacy, which corresponds to the individual's degree of effort to conduct a potential behavior [30,31]. Therefore, the three determinants of this theoretical approach can be observed at individual and social levels. While in 1992 it was argued that TPB is a better theoretical framework than TRA to predict human behavior [27], recent research suggests and recommends the application of TPB as a broader and more appropriate predictor to understand consumer behavior [32–34].
The main purpose of this study is to contribute to the theoretical and empirical gap about the effects of COVID-19 on environmentally responsible behavior in Latin American countries from a TPB perspective. Therefore, the main contributions of this article are (1) to understand and corroborate the effect of COVID-19 on Latin American consumers' declaration of Environmentally Responsible Purchase Intention (ERPI); (2) to test the validity, reliability, and statistical significance of each hypothesis of the explanatory model by using structural equation modeling (SEM) (3) examine the estimation performance of the extended TPB model for Latin American consumers; (4) test moderating effect and test invariance for the hypothesis of the model, by using multigroup of generations. 
Thus, to fill this gap, this study responds to the lack of research to examine the relationship between the following dimensions a) Theory of Planned Behavior (TPB), composed of Attitudes (ATT), Subjective Norms (SN), and Perceived Behavioral Control (PBC); and b) Environmental Consciousness (CE), on the dependent variable of Environmentally Responsible Purchase Intention (ERPI) from the perspective of the Latin American consumer in a pandemic context. Building upon Severo et al. [4] and Xu et al.[23] this study presents a quantitative statistical analysis employing Structure Equation Modelling (SEM).
The rest of the article is structured as follows: Section 2 provides the conceptual background and hypotheses of this research. Section 3 details the research methodology. Section 4 presents the results. Section 5 offers a discussion of our evidence based on theoretical and managerial implications identified in the field. Finally, the article presents the main conclusions and identifies future research avenues. 




	Reviewer Report 


	3. In the Theoretical background, the previous research on Environmentally Responsible Purchase Intention should be added. At the same time, the author should explain why choose environmental awareness rather than other variables.

	 Answer (Authors)


	After reading the theoretical background written in the paper, we agree that this could be improved. This section was edited as you suggested. You will see this in lines 123 to 321. Specifically, a section focused on Environmentally Responsible Purchase Intention in the context of COVID-19 has been introduced (lines 132-178).
In addition, for a better understanding, the title of figure 1 was changed. You can see this change on line 131 “Figure 1. Illustration of research model hypotheses”.
2. Theoretical background 
Following the objectives of this research and the context in which it was carried out, the literature review is based on the formative model proposed by Kumar et al. [15] and the hypothesis proposed in the context of the COVID-19 pandemic (See Figure 1). Below is a theoretical framework that supports the constructs that are the basis of our hypotheses and theoretical model:
2.1. COVID-19 and Environmentally Responsible Purchase Intention 
The intention has to do with the willingness to adopt a particular behavior, and purchase intention is a prerequisite to stimulate and push consumers to buy products and services [35,36]. Consumers' concern about the environment affects their purchasing decisions [35,37]. Nowadays, consumers deciding on the type of product to buy requires being informed about both the environmental situation and the benefits responsible consumption brings to its conservation [38]. That is, green purchase intention is directly and strongly influenced by perceived value, attitude, and trust [39]. Whereas perceived behavioral control, perceived consumer effectiveness, subjective norm, perceived green quality, and environmental concern are moderately related to green purchase intention [35]. In previous research, environmentally responsible purchase intention (ERPI) has been extensively studied, taking into account intention in the Theory of Planned Behavior (TPB), which is made up of three elements: Attitude, subjective norm, and perceived behavioral control [40–43].
With the arrival of the COVID-19 pandemic, several studies have explored its influence on consumers' sustainable consumption behavior [3,18,25,44–46]. For instance, Severo et al. [4] found that the COVID-19 pandemic is essential in changing people's behavior, affecting environmental sustainability and social responsibility. Notably, the impact of the COVID-19 pandemic had a more significant impact on sustainable consumption fluency, followed by environmental awareness and, to a lesser extent, social responsibility. Valenzuela et al. [3] analyzed the impact of the COVID-19 pandemic on consumer behavior in four Latin American countries and found that consumers reported that their behavior had become more ecologically and socially responsible. In addition, these respondents indicated that they had increased their interest in sustainable consumption and purchasing environmentally friendly products to reduce waste and negative environmental impacts. For their part, Dayanto et al. [47], found that people's beliefs that the pandemic was caused by humanity's excessive intrusion into nature have a positive impact on their environmental awareness. This, in turn, demonstrates a positive behavioral change toward the environment. Another study by Dangelico et al. [45] found that COVID-19 generated relevant changes in consumer behavior. Those who have increased their purchase frequency and willingness to pay for sustainable products show increasing attention to environmental issues and behave more sustainably. 
Furthermore, the extent of change is strongly affected by sociodemographic variables such as gender, age, income, and education. For example, women reported a greater shift towards sustainable consumption and behavior than men. Brzustewicz and Singh [44] found six relevant themes related to sustainable consumption: 1) organic food consumption, 2) food waste, 3) vegan food, 4) sustainable tourism, 5) sustainable transportation, and 6) sustainable energy consumption. They also identified four clusters: lifestyle and climate change, responsible consumption, energy consumption, and renewable energy. ´
The COVID-19 pandemic has not only impacted individual consumption behavior; some studies indicate that industrial consumption has also been affected. For instance, the study by Ruttis [46] highlights the positive impact of COVID-19 on the raw material production, raw material processing, and packaging manufacturing stages of the value chain, as well as the neutral impact in the product manufacturing stage and the negative impact in the retail stage. All this background suggests that the COVID-19 pandemic has impacted the consumers' consumption decisions and thus purchase intent, making it more conscious and focused on sustainability.




	Reviewer Report 
	4. Further enrich managerial implications.  

	 Answer (Authors)


	The managerial implications have been reorganized in section “5.1 Practical and managerial implications”. Specifically, this section has been strengthened by developing new managerial impacts between the lines 593-611.
This research offers suggestions and implications for managerial decision-making. Our findings provide strong evidence of environmental developments in Latin American countries during the pandemic of COVID-19, allowing us to propose realistic prepositions for governments and companies. For example, Environmental Consciousness has increased significantly during the COVID-19 pandemic, manifested in consumers making efforts to prefer green products that are less harmful to the environment [85]. Therefore, companies should adopt sustainable and eco-friendly business practices to align with customers' individual behavior. For example, businesses should promote the recycling and disposal of supplies in their packaging and stores, to educate the population and facilitate the process [7]. In turn, advertising campaigns raise awareness of a brand that is friendly and close to its clients. In addition, business owners and executives must test new business models in response to the rise of online purchases and buy withdrawals at the collecting point. Since the quarantine and isolation during the COVID-19 pandemic, customers have temporarily or permanently altered their shopping habits.
Finally, local governments should evaluate this social context and support activities that positively influence our world from a national approach. The authorities should develop policies that help the transformation towards a more sustainable world—for example, proposing public programs to reduce pollution, recycling incentives, and promoting efficient water consumption.
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