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Abstract:

This paper reports on a structured review to synthesize the literature on consumers’ personal
values (CPVs) towards green consumption. The review identified 14 empirical studies, which
modeled green offering-related CPVs. The studies capture three unique values such as
altruistic, biospheric, and egoistic. They also reveal the value-action gap in green consumption,
i.e., even consumers with strong environmental concern (i.e., altruistic and biospheric
consumers) do not show the consistent preferences towards green purchasing. The review
highlights that empirical research into green consumption in newly industrial countries of
Asian region, such as China, Malaysia, and Singapore is lagging. This review contributes to
the literature on CPVs in relation to green consumption. It also indicates to green marketers
strategies on how to enhance marketing strategies by drawing on CPVs.
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Introduction

Consumption activities of people around the world exacerbate environmental degradation
(Yadav et al., 2019). Accordingly, a shift toward green consumption has, in recent years
become a key priority of global organisations such as the OECD and the UN (Nguyen et al.
2017). However, consumers are still reluctant to participate in pro-environmental behaviours
and green purchasing due to the conflict between collective social gains (environmental
protection) and self-interests (high price and inferior performance of green offerings) (Nguyen
et al. 2017). A good understanding of consumers’ personal values (CPVs) towards green
consumption may be particularly important due to the previously outlined conflict between
pro-social and self-centred benefits of green consumption (Verma et al., 2019).

CPVs refer to as ‘personal beliefs that consumers hold with respect to themselves and the
personal goals (i.e., needs and desires) for which they strive’ (Schwartz, 1994). CPVs-based
models in environmentally sustainable consumption mainly emphasis the Value-belief-norm
(VBN) theory (Stern, 2000) in explaining the association between CPVs and green
consumption. The theory suggests the role of three key CPVs in predicting pro-environmental
behaviours. Such values are: 1) altruistic values — personal beliefs emphasising the welfare of
others; 2) biospheric values — personal beliefs emphasising environmental protection and the
biosphere itself and 3) egoistic values - personal beliefs emphasising the self-centred benefits.
By understanding consumers’ personal beliefs concerning green consumption, green
marketers and retailers can find the ways to enhance green consumption. Because, consumers’
personal beliefs known as ‘values’ is the root causes of their purchasing behaviours (Stern,
2000). Despite the preceding arguments, there is no review paper that specifically collates the
existing findings in relation to CPVs towards green consumption. This is the gap in the
literature. We answer the recent calls made to review the literature on CPVs in green
consumption context (Verma et al., 2019).

Methods

A structured literature review approach (Massaro et al. 2016) was adopted, in which articles
were identified based on three key criteria: (1) Quality (articles published in peer-reviewed
journals, graded Q1, Q2, and Q3 in Scimago journal quality list); (2) time period (2000 -2019)
and (3) variables under study (CPVs in relation to green consumption — altruistic (Av),
biospheric (Bv), egoistic (Ev) values). The online databases EBSCOhost, ProQuest, Scopus,
Science Direct and Web of Science were searched using the keywords ‘altruistic values’,
‘biospheric values’, ‘egoistic values’, ‘green products/eco-friendly products’, and ‘green
consumption/environmentally sustainable consumption’.

Results and Discussions

The structured literature search yielded 14 empirical studies, which are summarised in Table
1. The studies identified were undertaken across high income (HI), middle income (MI) or low
income (LI) countries based on the World Bank (2019) classifications and in a range of green
products. Two observations about these studies can be made: Firstly, the studies reveal that
even consumers with strong environmental concern (i.e., altruistic and biospheric consumers)
do not show the consistent preferences towards green purchasing (Becker-Leithold, 2018;
Doorn & Verhoef, 2015; Ojea & Loureiro, 2007). This is known as value-action gap in green
consumption context. The green purchasing barriers such as high price, lack of availability,
inferior performance, and lack of trust are the leading causes of such gap (Nguyen et al. 2017).
Future researchers can adopt the consumption values (CVs)—oriented lens into green consumer
behaviour research to bridge such gap, since CVs are the specific motives in enhancing
consumer choices for particular offerings. The concept of CVs refers to as consumers’
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assessment of the benefits they receive from using a particular offering — functional (quality),
economic (value for money), emotional (affective feelings), social value (social credits),
conditional value (rewards and promotion), epistemic value (novelty) etc. (Sheth et al., 1991).
Secondly, limited empirical research into green consumption has been undertaken in newly
industrial countries of Asian region, such as China, Malaysia, and Singapore.

This review consolidates our understanding of CPVs towards green consumption. It also
provides directions for future research to study these CPVs (i.e., consumer concern) along with
CVs (i.e., product concern) in a more comprehensive framework. Such research is warranted
given the need to accelerate green consumption globally.

Table 1. Empirically studied CPVs based-models in green consumption

Ref Context Type of  Key outcome variable Relationship Product
CPVs
Ojea and HI Av,Bv,Ev  Willingness to pay for Av (+),Bv (-),Ev Wildlife
Loureiro (Spain) green )
(2007)
Janssonetal.  HI Bv Green purchase intention ~ Bv (+) Generic
(2010) (Sweden) green
product
Perkins and HI Bv, Ev Interest towards nature- Bv (+), Ev (-) Eco-tourism
Brown (2012)  (Australia) based tourism
Werff et al. HI Bv Environmental self- Bv (+) Generic
(2014) (Netherlands) identity towards green green
purchasing product
Doorn and HI Av,Bv,Ev  Organic purchasing Av (-),Bv (+),Ev (-) Organic
Verhoef (Netherlands) behaviour products
(2015)
Han (2015) HI Bv Ecological world views Bv (+) Eco-tourism
(USA) and visit intention
towards green hotels
Perlaviciute HI Bv, Ev Perceived environmental ~ Bv (+), Ev (-) Renewable
and Steg (Netherlands) consequences energy vs
(2015) nuclear
energy
Teng et al. HI Av Visit intentions towards Av (+) Eco-
(2015) (Taiwan) green hotels tourism
Rahmanand  HI Bv Willingness to sacrifice Bv (+) Eco-
Reynolds (USA) for the environment and tourism
(2016) Visit intentions towards
green hotel
Han et al. HI Av,Bv,Ev  Environmental beliefs Av (+),Bv (+),Ev (-  Eco-
(2017) (USA) and visit intentions ) tourism
towards green hotels
Nguyenetal. MI Av,Bv,Ev  Attitude towards Av (+),Bv (+),Ev (- Energy
(2017a) (Vietnam) environmental protection ) efficient
through green purchasing appliances
Becker- HI Av,Bv,Ev  Green purchase intention ~ Av (-),Bv (-),Ev (+) Sustainable
Leifhold (Germany) fashion
(2018) consumption
Verma et al. MI Av,Bv,Ev  Environmental concern Av (+),Bv (+),Ev Eco-
(2019) (India) and visit intentions () tourism
towards green hotels
Yadav et al. MI Bv Attitude towards green Bv (+) Eco-
(2019) (India) hotels and visit intentions tourism

towards green hotel

400 ANZMAC Conference 2019 | Proceedings



References

Becker-Leifhold, C. V. (2018). The role of values in collaborative fashion consumption-A critical
investigation through the lenses of the theory of planned behavior. Journal of cleaner
production, 199, 781-791.

Doorn, J., & Verhoef, P. C. (2015). Drivers of and barriers to organic purchase behavior. Journal
of Retailing, 91(3), 436-450.

Han, H. (2015). Travelers' pro-environmental behavior in a green lodging context: Converging
value-belief-norm theory and the theory of planned behavior. Tourism Management, 47,
164-177.

Han, H., Hwang, J., & Lee, M. J. (2017). The value—belief—emotion—norm model: Investigating
customers’ eco-friendly behavior. Journal of Travel & Tourism Marketing, 34(5), 590-607.

Jansson, J., Marell, A., & Nordlund, A. (2010). Green consumer behavior: determinants of
curtailment and eco-innovation adoption. Journal of consumer marketing, 27(4), 358-370.

Massaro, M., Handley, K., Bagnoli, C., & Dumay, J. (2016). Knowledge management in small and
medium enterprises: a structured literature review. Journal of Knowledge Management,
20(2), 258-291.

Nguyen, T. N., Lobo, A., & Greenland, S. (2017). Energy efficient household appliances in
emerging markets: the influence of consumers' values and knowledge on their attitudes and
purchase behaviour. International Journal of Consumer Studies, 41(2), 167-177.

Ojea, E., & Loureiro, M. L. (2007). Altruistic, egoistic and biospheric values in willingness to pay
(WTP) for wildlife. Ecological Economics, 63(4), 807-814.

Perkins, H. E., & Brown, P. R. (2012). Environmental values and the so-called true ecotourist.
Journal of Travel Research, 51(6), 793-803.

Perlaviciute, G., & Steg, L. (2015). The influence of values on evaluations of energy alternatives.
Renewable energy, 77, 259-267.

Rahman, I., & Reynolds, D. (2016). Predicting green hotel behavioral intentions using a theory of
environmental commitment and sacrifice for the environment. International Journal of
Hospitality Management, 52, 107-116.

Schwartz, S. H. (1994). Are there universal aspects in the structure and contents of human values?
Journal of social issues, 50(4), 19-45.

Sheth, J. N., Newman, B. L., & Gross, B. L. (1991). Why we buy what we buy: A theory of
consumption values. Journal of Business Research, 22(2), 159-170.

Stern, P. C. (2000). New environmental theories: toward a coherent theory of environmentally
significant behavior. Journal of social issues, 56(3), 407-424.

Teng, Y. M., Wu, K. S., & Liu, H. H. (2015). Integrating altruism and the theory of planned
behavior to predict patronage intention of a green hotel. Journal of Hospitality & Tourism
Research, 39(3), 299-315.

Verma, V. K., Chandra, B., & Kumar, S. (2019). Values and ascribed responsibility to predict
consumers' attitude and concern towards green hotel visit intention. Journal of Business
Research, 96, 206-216.

Werft, E., Steg, L., & Keizer, K. (2014). I am what I am, by looking past the present: the influence
of biospheric values and past behavior on environmental self-identity. Environment and
Behavior, 46(5), 626-657.

World Bank. (2019). World Bank country and lending groups: Country classification. Retrieved
from https://datahelpdesk.worldbank.org/knowledgebase/articles/906519-world-bank-
country-and-lending-groups.

Yadav, R., Balaji, M. S., & Jebarajakirthy, C. (2019). How psychological and contextual factors
contribute to travelers’ propensity to choose green hotels?. International Journal of
Hospitality Management, 77, 385-395.

401



ANZMAC 2019 == =2

WINDS "
“~ CHANGE '~

-

2nd - 4th DECEMBER 2019
WELLINGTON, NEW ZEALAND

CONFERENCE =
PROCEEDINGS

—

UNIVERSITY OF WELLINGTON

gsVICTORIA x dlZImac

AUSTRALIAN & NEW ZEALAND MARKETING ACADEMY



Publication Details: 2019 ANZMAC Conference Proceedings

Editors: James E Richard, Djavlonbek Kadirov

Conference Co-chairs: Kate Daellenbach, Dan Laufer,
Claire Williams

Copyright © Victoria University of Wellington

Allrights reserved. Apart from any use permitted under the
Copyright Act 1968 no part may be reproduced, stored in

a retrieval system or transmitted by any means or process
whatsoever without the prior written permission of the publisher.
The views and opinions expressed are those of the authors.

ISSN: 1447-3275



