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This thesis empirically examines the consumers’itualié towards
environmental issues and their perception of cafeorsustainability. The
objective is to find out how companies respondhi® ¢onsumers’ sensitiveness
towards environmental sustainable issues in Gerraayin Spain. Based upon
an online questionnaire which was responded to keyman ( = 486) and
Spanish 1t = 503) consumers, we determine the consumer’'sepgon and
attitude towards environmental sustainability. Witkhree studies, consumers’
responsibility towards the environment, environmaénmotives leading to
sustainable consumption, and the perception ofczatp sustainable behavior
are measured. In the first study, results abouividdal responsibility shall
indicate the consumer’s level of sensitivenesgg@gands to environmental issues.
In the second study, environmental motive concedefine consumer
sensitiveness in more detail by explaining why comsrs buy sustainable
products. In the third study, corporate behaviomsasured by the means of
corporate activities and communication in orderfita out if the companies
respond to the consumers’ sensitiveness approjriakesults of the three
studies are supposed to shed light on culturaledfices in regards to the

sustainability situation in Germany and in Spain.

The importance of environmental protection is slgadcreasing due to the
consumer’s growing concern about the environmeaotofding to Ajzen (1991),
consumers are likely to adapt their consumptionithab their concerns. As a
consequence, most large European companies andretmplement actions to
protect the environment. Besides addressing consjmempanies further need
to comply with the requirements of further stakeleot such as environmental
organizations, non-governmental organizations (NG@empetitors, retailers
and distributors. From the company’s point of vieensumers are considered to
be very important stakeholders as they are theuresaupon which the success
of a company depends. Knowing about the consunggowing concern about

environmental issues, companies try to make theswmoer aware of their
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sustainable activities as their intention is toldbgorporate image and strengthen
stakeholder-company relations (Du et al, 2010). g¢esibilities companies have
in order to imply environmental sustainable behawaoe manifold such as
optimized transportation and logistics networksearvironmentally compatible
production processes. However, marketers must enthat the company’s
sustainable activities are perceived by the enwamt, in order to achieve a

better corporate image (Kroeber-Riel, 2009).

Consumers need to perceive the sustainable adt@mra@mpany but it is also
important whether they perceive positive or negatborporate behavior as it
influences their consumer behavior and purchaseisidac Besides the
opportunities corporate sustainable communicatifiergy it can also cause
reputational risks (Ashforth and Gibbs, 1989; Dawski 2004; Morsing and
Schultz, 2006; Arvidsson, 2010) because althouglkesiblders require more
information about corporate sustainable activitiesey are also quickly
exhausted when companies promote their sustaityabiiiorts too aggressively
(Du et al, 2010). Consumer perception pertainsote imdividuals form opinions
about companies and the merchandise they offeugirthe purchase they make.
Therefore, consumer perception is also related @&cgived consumer
effectiveness. Perceived consumer effectivenessiers the extent to which the
consumer has an impact on the environment. Findinggest that a high level of
perceived consumer effectiveness leads to a gresteronmental consumer
behavior (Roberts, 1996; Kinnear et al., 1974; Buck980). Webster (1975)
defines the socially conscious consumer as sometioetakes into account the
public consequences of his or her private consunpir who attempts to use his
or her purchasing to bring about social changeorSoh et al. (2010, p. 17) use
the term “political consumer” and define him or h&s “a consumer who
expresses their political and ethical viewpoints $slecting and avoiding
products from companies which are antithetical.5ptsible consumers are of
special interest to companies as their perceptioiisgence consumer behavior

(De Pelsmacker and Janssens, 2007; Mohr and W8bBB).2Z2onsumer behavior
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or perception can vary among cultures as enviromsheawareness, product

communication, and market size are influentialdesfor instance.

The analysis of two different culturally influenceduntries is promising as
“culture” is proven to be a distinct variable, uehcing product purchase
(Blackwell et al., 2001). Previous studies havevprothat consumer values and
behavior even varies among European countries (DeijMnd Hofstede, 2001).
Therefore, multinational companies must be semsitor local consumer needs
and selected market conditions (Keillor et al., ZOBlyllegard et al., 2005).
Within Europe, Germany and Spain represent tweerbfit culturally influenced
countries according to the five national culturenénsions established by
Hofstede (1980). Taking thedividualistic dimension as an example, Hofstede
characterizes the German society as truly individti@ focusing on personal
achievement, whereas Spain, in comparison with rds¢ of the European
countries (except for Portugal) is described aslkativist country, focusing on
the achievement of the group. Germany and Spandafter strongly in regards
to thepower distancelimension as the German society is supported styoag
middle class, whereas Spain is characterized bigrarchical distance between
individuals. Such and further characteristics haveact on the consumers’ value
systems, which are strongly rooted in history amictyv seem to be very resistant
to change (DeMooij and Hofstede, 2002). These valstems influence the
consumers’ sensitiveness towards environmentalfaguable issues which in
turn influences consumer behavior. Due to the hbfie culturally determined
consumer requirements, we also expect unlike dpeelsustainability markets
between Germany and Spain. Indeed, several prigtiest confirm that the
Spanish sustainable market has been adjudgedlesdeleveloped compared to
Middle or Northern European countries such as Geyn{&€arrero et al., 2010;
Papaoikonomou et al., 2011). These studies supmdainsky et al. (2001) who
found that Southern European countries do not éxhibe sustainable

characteristics of the Northern countries, desegl$outhern countries as “less”
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developed in regards to environmental issues. Giluss-cultural comparison is
an extension to previous studies comparing conssimattitudes between
Southern and Northern European countries. With thissis, | follow the

requirements of Hyllegart et al. (2005), suggestivaj more research on cultural

differences in consumer perceptions and behavioeésied.

The second chapter of this thesis provides a frasrlewf existing literature
in regards to prior theoretical findings and engatimeasurements (see Figure
1.1). It is supposed to define sustainability irfirat place and to clarify the
differences between sustainability and Corporateigboesponsibility. Derived
from this, the term sustainable consumption isr&fiand explained in more
detail. In the following, a concept of consumerqga@tion is explained, taking
into consideration conscious and unconscious pgoce@and their practical
implications. Moreover, a framework of the enviramtal motive concerns and
the cultural impact on sustainable behavior is &xyd. The empirical part is
composed by the explanation and procedure of questire and the statistical
measurements being used throughout the thesiglar tw achieve the results. In
general, the second chapter is meant to form afoagke literature reviews and
measurement techniques within the chapters, wlsclate several aspects and

further specify them.

The third chapter focuses on the consumer’s redpbtys towards the
environment. By the use of in-country and crossatgu mean value
comparisons, the consumers’ perception of indiMidesponsibility is measured,
comparing consumer responsibility to the respohiif government policies,
science, companies, and NGOs. The analysis aimgetect a varying
responsibility among the analyzed consumer groupglwwould indicate a
different level of environmental sensitiveness. rGams, women and middle-
aged consumers are predicted to be more sensittd/&aexhibit a higher level of

perceived individual responsibility.
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Figure 1.1: Dissertationrschem

Framework Main objectives

|

Studies Main objectives
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The fourth chapter aims tcspecify the consumers’ enviroental
sensitiveness in more detail through an analof the consumersmotives
leading to sustainable consump. In addition, we want to find out how t
consumer perceives the environmental sustainalbléupt offer in retail store:
By the use of strctural equation modeling, we measure how enviroriah
motive concerns such as the altruistic, the egomstid the biospheric moti
influence sustainable consumption beha Through the use of mean val
comparisons, we further analyze how consumn Germany and in Spa
perceive the sustainable product offer in retaitet. Results aim to indicaa
different level ofthe German and the Spanisustainable product marl
However, consumers of both cultures are predito be led by the san

motives, when making sustainable purcha
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The fifth chapter focuses on how companies respionthe consumers’
environmental sensitiveness through an analysis pefceived corporate
sustainable behavior. By means of mean value casges, we analyze the
effects of corporate activities and corporate comigation on consumers in
Germany and in Spain. Using a decision tree tecimigve further detect more
characteristics of consumers who support corposat&ainable behavior by
paying more for sustainable products. Results amnticate the corporate
sustainability level in Germany and in Spain. Aajez sustainable effort by
companies is predicted to exist in Germany as wee&x more advanced
requirements from the consumers towards the corapamhich in turn lead to a
greater corporate sustainability.

This thesis is supposed to shed light on the catporesponse at the
consumers’ environmental sensitiveness. Consunmeasives will indicate the
companies, what kind of aspects they need to facusn order to raise the
consumers’ attention and awareness. The percejai@h of product offer and
corporate behavior will give advice about the lesktorporate sustainability in
Germany and in Spain and might indicate approathes improvement of the
situations. Furthermore, environmentally conscicossumers and consumers
being willing to pay more for sustainability arepposed to be identified,
considering nationality, age and gender to be amftial factors. Results shall
offer a complete profile of the consumer’s attituded perception towards
sustainability in Germany and in Spain, indicatthg level of responsibility in
both countries. Findings aim to help especially tmational companies to
improve their information system, segment theirteoner base and define their
marketing strategy. Results of this thesis arepefcal interest to German and
Spanish companies which announced their expandiams go increase their
presence in Europe, such as the apparel compardéeX and Cortefiel on the
Spanish side (de Teran, 2001) and retailer chainl as Aldi and Lidl on the
German side.
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Theoretical and empirical framework
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Theoretical-based framework

This part provides a framework of existing literatun regards to prior
theoretical findings, on which our three empiriagaestigations are based on.
The theoretical framework is divided into two maparts, treating the
sustainability aspect and the consumer behavioecasrirst, sustainability is
defined and described and distinguished from catgosocial responsibility.
Based on this, an explanation of “sustainable cop$ion” is provided. Second,
the consumer behavior approach is divided into wom®s perception,
environmental consumer motives, and the impact wfue on sustainable
behavior, whereas consumer perception again idetiviinto conscious and
unconscious perception, and into practical impilcet. In a first place, the
framework aims to give an understanding of the nmgpaf sustainability and its
importance in practice. Through a special focus camsumer perception,
literature about consumer behavior explains hovsoorers behave under certain
circumstances in a second place. The frameworkesntnto form a base for the
literature reviews within the three studies, whisblate several aspects and

further specify them.

2.1 Sustainability and Corporate Social Responsibility

“Sustainability” and “corporate social responstlyili are often used as

synonymous terms in literature but in reality tineye different meanings.

2.1.1 Defining Sustainability

In the current literature, several sustainabiligfiitions appear often using
differing terminology and sometimes overlappingheir meanings (Wiese et al.,
2012). Sustainability was originally defined 1987the “World Commission on
Environment and Development” (WCED) as follows: $&inable development

meets the needs of the present without compromisiveg ability of future
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generations to meet their own nee In other words: meeting the needs
people today withat risking the development opportunities and theiad of
lifestyle of future generationEven before the term “sustainability” was o
used in forestry, implying that a forester is oalijowed to cut as many trees
long as the existence of the fct is not threatened. The forestry needs to er
that his generation and futuonesare able to continue to benefit from the st
forest. Today, sustainability allows its applicatido almost every field ¢
activity. Applied to economics, the princi of sustainability implies the
economic behavior can onlhappen with respect for natusnd individuals
Sustainability can be seen in terms of balanciranemic, ecological and soci
goals and consequenc

Figure 2.1:Three pillars of sustainabili

Sustainable development
[ ] [ ] [ J

Economy
Environment
Social

[ }

Source: Own research, applico Elkington (2004)

This is also known as the ‘Triple Bottom line’ appch (Gladwinet al.,
1995; Elkington, 2004)Goldsmith and Goldsmitt2011) define sustainability
“every day practicesnultiplied across the 6.4 billion people in the idothat
impact the air, water and earth”, focusing only the ecologicalpillar of
sustainability (seeFigure 2.1). In their cross-nationaktudy, comparin

multinational corporations in the U.S. and in Ewopgarding their sustainak
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behavior, Hartmann et al. (2007) conclude that mmrnon understanding of
sustainability does not exist, and that compangestbe term with wide-reaching
meanings. This thesis is based on the ecologicpkcasof sustainability,

supporting Hawken (1993) who defines sustainabddgyan environment-centric
platform on which trade can be conducted as longadigral capacities are not
reduced in order to protect future generationscdnsequence, although only
focusing on the environmental aspect, the term tésuogbility” is used

throughout this thesis

2.1.2 Sustainability versus Corporate Social Responsibtly

Corporate Social Responsibility (CSR) pertainshi hehavior of companies
and refers to their responsibility towards the styciCSR includes the aspects of
sustainability and focuses on the three pillarsneadcs, social action an
environment. CSR-initiatives are part of the bussectivities in order to
contribute to a future-viable society. They are tiyogoluntary and based on
their own initiatives. Cross-national studies ofRCBave been realized between
various countries and remarkable differences haaenldetected between the
countries. This could be explained by the differichniques of communication
companies use to describe their involvement insiha@ety (Matten and Moon,
2008).

2.1.3 Sustainable consumption

In order to identify the sustainable consumer basedorevious literature, it

needs to be clarified what sustainable consumpeatly means. According to
McDonald et al. (2006, p. 516) “every time someonakes a decision about
whether (or not) to purchase a product or servieget is the potential for that
decision to contribute to a more or less sustaepbttern of consumption. Each
purchase has ethical, resource, waste, and comnumiplications.” The

consumer navigates with his purchase corporatevimmhaonsumers are often

willing to reward companies for their sustainabkehavior and pay more for
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environmental friendly products (Creyer and Ro8871 Trudel and Cotte, 2000;
Carvalho et al.,, 2010). Many consumers would evag pigher prices and
penalize companies, behaving unethical and offezogunfriendly products to a
lower price. Summarizing numerous studies abousemers and their attitude
towards sustainable behavior, Laroche (2001) stalreddy twelve years ago an
increasing number of individuals who are willinggay more for environmental
friendly products. For instance Coddington (199@jex] in 1989 that 67 percent
of the Americans were willing to pay 5-10 percenoren for ecologically
compatible products. Suchard and Polonsky (1991)ndothat by 1991,
environmentally conscious consumers were willingp&y 15-20 percent more
for environmental friendly products. Measuring tterception of the packaging
of clothes detergents in a mail survey sent to fentansumers in the UK,
Myburgh-Louw and O’Shaughnessy (1994) found out thé percent of the
respondents would pay up to 40 percent more foroalyct with sustainable
attributes. However, previous studies also conftirat corporate sustainable
behavior is not the most important criteria in tperchase decision of the
consumer, although many consumers express thelingniess to support
sustainable product offers. In reality consumers mrore concerned about
economic factors, such as price, quality, brandi, #e shopping convenience,
among others (Boulstridge and Carrigan, 2000). ®het al. (1995, p. 80)
identify the green consumer as “a careful shoppet prone to impulse buying,

and pays attention to price”.

2.2 Consumer perception

2.2.1 Conscious Perception

Objective reality and perceived reality often diffeom each other to a huge
extent. In order to understand consumer behavedgre any quotation attribute,
the expression subjectively perceived needs tebd\®t the product quality but

the perceived quality, not the objectively reasdmagtrice but the perceived
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price, not the objectively environmental contribbati but the perceived
environmental contribution determine consumer beitavThe fundamental
consequence for marketing is obvious. It is notughoto offer objective
performances. It must also be ensured that theséces be provided by the

environment (Kroeber-Riel et al., 2009, p. 323).

Only those stimuli that generate attention are cioosly perceived and
efficiently processed. The grant of attention isréfore the first step to perceive
stimuli. If a consumer looks for information to @&Ve consciously pursued
goals, he turns his attention willingly to certastimuli. Attention is also
triggered automatically by the activation potentéla stimulus. The activation
potential depends on the individual physical, cbgaiand emotional features of
a stimulus. For instance, stimuli have a highewation potential if they address
the emotion to a higher extent, if they are strorayed more intense and if they
cause surprise to a consumer. Not only the aabingiotential is crucial for the
attention or selective perception but also theative and quality of the driving
forces of the stimuli. Further factors like pleasand unpleasant feelings and
subjective effects of expectations, emotions andives shape the process of
perception. Numerous experiments demonstrate that émotional and
motivational meaning of a stimulus controls theesg#bn and decoding of the
stimuli (Kroeber-Riel et al., 2009, p. 324).

Irrelevant stimuli and stimuli which do not addresesting emotions or
needs are penalized in the perception. Pleasustibheli are preferred whereas
unpleasant stimuli are avoided. In summary, thesgorer perceives especially
those stimuli, which fulfill their needs and desirelhus, pleasurable stimuli
primarily address the needs of the individual amel aseful. The same also
applies to unpleasant stimuli if they warn the econer of a danger and if they
contribute to the consumer’s well-being. Howeveyally unpleasant stimuli are
avoided, perceived worse and lead to bad evalu@ibliams and Aaker, 2002).

Transferred to corporate social responsibility, Sew Bhattacharya (2001)
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found that a negative perception of CSR has stmoe{fects on the consumer
than a positive perception. The perception of petgland advertising material

usually takes place in a few seconds.

The evaluation of a product forms part of consupmnception. Perception
does not only include the decoding of the stimuli &lso the mental processing
until the evaluation of the perceived product. Bvaluation is realized through
an ordering and an evaluating of the available pcothformation. Result of the
product evaluation is the perceived quality of adoict (Kroeber-Riel et al.,
2009, p. 327)

2.2.2 Unconscious perception

In literature, different types of unconscious peta are discussed whereas
“attention” can be named as the distinguishingda¢Behrens and Neumaier,
2004, p.12).

First, unconscious perception exists among stintudit cannot even be
consciously perceived when attention is directedt {@ehrens and Neumaier,
2004, p.12). These include very weak stimuli sushvisual stimuli that are
presented in just a few milliseconds. The term lisuibal perception” is used for

stimuli whose intensity is not enough to be consslp perceived.

Second, unconscious perception also exists forustinvhich could be
perceived consciously but will not be processedscmusly, because the
attention is not fully directed to the stimuli (Behs and Neumaier, 2004, p.13).
These include stimuli which are only perceived adlgwor which have to share
the consumer’s attention with other stimuli (Shapand Krishnan, 2001).
Examples are occurring stimuli in the peripheraldiof vision such as banner
advertising in football stadiums, divided attentionthe radio program or radio
advertising while driving, the unconscious percaptof flavor or music while
the consumer concentrates on visual stimuli inoaestetc. Given the fact that

consumers only pay full attention to a small paft tbeir environment
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(approximately only ten percent of the availablensti), the possible effects of
casually perceived stimuli are of high relevance bzhavioral marketing.
Advertising can work even if consumers cannot retvamthe explicit
advertising. While the consumer is reading a magmgadvertisements which are
placed outside the consumer’s perception focusharetheless perceived. The
casually perceived advertising can impact on thétude towards an

advertisement and on the attitude towards a brdamuigzewski, 1993).

2.2.3 Practical implications

In order to increase the probability of consumerception of the
responsibility aspect, it stands to reason thatp@omnes conduct emotionally
aligned communication campaigns (whether in formpaoduct packaging or
advertising) and a high level of communication msi¢y. Emotional response
pathways can possibly further be provoked through addition of the word
“responsibility” (Swoboda and Léwenberg, 2009) ke tvord “nature” (Kroeber-
Riel et al., 2009, p. 705) as they evoke positisgoaiations, whereas the word
“environment” evokes more negative associationss €an be reinforced by the
predisposition of the consumer if he or she is cmus of environmental issues
despite general habitualization. Predeterminetudt#s towards the environment
and motivations can strengthen emotional effecisoff®da and Lowenberg,
2009).

2.3 Environmental motive concerns

Altruism is one motive for sustainable consumptias,people behave in an
altruistic manner because environmental qualityaipublic good (Heberlein,
1972). Schwartz’'s theory develops this approach redtions thataltruistic
(including pro-environmental) behavior occurs inspense to personal moral
norms that are activated in individuals who belighat particular conditions

pose threats to others and that actions they conitiate could avert those
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consequences.Numerous theories see values as the basis of anvaatalism.
Inglehart (1990) suggests that it is an expressiofpost-materialist” values of
quality of life and self-expression that emergeaassult of increasing affluence

and security in the developed countries.

Literature distinguishes between three principalives or values, which
drive the behavior of the sustainable consumer.aBdmg Schwartz’'s (1977)
norm-activation model of altruism, Stern et al. 42p argue that environmental
moral norms could be activated by altruistic valasswell as by egoistic or
biospheric values. They present a tripartite cfasdion of value orientations
toward sustainable behavior. According to théaitruistic values predispose
people to judge environmental issues on the bakisosts or benefits for a
human group (e.g., community, ethnic group, or lalmanity). In contrast,
people who apply egoistic values judge environniesgaes on personal basis.”
People with egoistic environmental attitudes arenceoned about the
environment, but their concern is at a personatlleor example, those who
hold egoistic environmental attitudes would be @wned about air pollution
because of the effects it may have on their hg@thultz et al., 2005). In the
biospheric value orientation, people judge envirental issues on the basis of
costs or benefits to ecosystems. According to theory, therefore, “three
distinct value orientations, toward self, other lamieings and other species and
the biosphere, can be distinguished and that eachirddependently influence
intentions to act politically to preserve the eomiment” (Stern et al., 1993).
However, the altruistic, the egoistic and the biespc concept do not have to be
seen independent from each other as individualasadile behavior usually
consists of a combination of these three approatBesn et al., 1993). In all
three cases, people are concerned about the emardnbut each concept is
based on different underlying values. The approadieStern et al. (1993) and
Schwartz (1977) agree that concrete behavior depemn the expected
consequences. People who assume that their behawgacts on nature

(biosphere), on themselves (egoistic) or on otlempfe (altruistic) will change
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their behavior. Prior cross-national studies provit culture or nationality

influence environmental motive concerns (see FigLeg.
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Figure 2.2:Cultural impact on environmental motive conct
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2.4 The cultural impact on sustainable behavior

Culture has been defined in many ways in pus literature. A commo
definition runs as follows: “Culture consists intieaned ways of thinking
feeling and reacting, acquired and transmitted mddy symbols, constitutin
the distinctive achievements of human groups, oholy their embodiments
artifacts; the essential core of culture considtdraditional (i.e. historically
derived and selected) ideas and especially th&aclked values” (Kluckhohi
1951, p. 86).

The most widely used approach in marketing researclogerationalize
culture s the approach from Hofstede (2001). With the psegto capture
cultural differencesHofstedt interviewed a total of 116,00BM employee in
50 countries during four years. As many further stagieove, cultural aspects

consumer behavior can be eained with this study.

Some of the general theories about the psycholbgxcasociological
influences on consumer behavior may apply to altopeans. Nevertheles

generalizing the European consumer might be diffiasl there are vast cultul
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differences. Still, consumers reveal certain sirtigs in behavior across
national borders. The European consumers live uddérent economic and
political circumstances (Solomon et al., 2010). réfme we must expect
different sustainable consumer behaviors betweenGbrman and the Spanish
society and also different motives driving themp&akonomou et al. (2011), for
example, found out that in contrast to Northerndpean countrieghe Spanish
ethical market is still in the early phase of depehent. Comparing themselves
to other countries such as Germany or the U.S. iSipgreople are surprised by
the variety of ethical products on their marketbieyf even look for certain
products abroad because there is not enough swp@ystainable products on
their local market. According to several researesults, Spain is perceived as
one of the low gear ethical markets when compacedNorthern European

countries.

Without knowing about the cultural circumstances, is difficult to
understand consumer behavior, reflected througlswaption. Authors do not
agree on the synonymous use of “nationality andttice’. Donthu and Yoo
(1998) state, that culture is not synonymous wahbntry, even though country
has been used as a surrogate for culture in maogs-oultural studies. A
synonymous use might lead to problems, becausenwithuntry heterogeneity
may be stronger than between-culture heteroge(tédistede, 1980; Samiee and
Jeong, 1994). There is empirical support for betwamuntry differences, which
is why caution is recommended in using this apgroédofstede 1980). In
contrast, Soares (2007) uses nationality to refiatttire. Nation can be used as a
proxy for culture since members of a nation tendgshare a similar language,
history, religion, understanding of institutionailsgeems, and a sense of identity
(Hofstede, 1980; Dawar and Parker, 1994), maksgse a common approach to
operationalize culture (Steenkamp et al., 1999;iWeh and Townsend, 2003).
Culture is the accumulation of shared meaningsneand traditions among the
members of an organization or society. It is whedtrebs a human community, its

individuals its social organizations, as well asatonomic and political systems.
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It includes values and ethics but also materiaéaisj and services, such as cars,
clothing, food, art and sports that are producetlatned by a group of people.
Culture is the overall system within which otheistgyns are organized. The
effects of culture on consumer behavior are so plavand far-reaching that this
importance is sometimes difficult to grasp or apjae (Solomon et al., 2010).
Furthermore, studies also show that not only emwitental behavior but also
environmental consumerism differ between differmritures (Deng et. al., 2006;
Milfont et al., 2006).

In answer to the questions about the definition anportance of culture,
cultural psychologists have argued both that celtomatters to the extent that
individuals living in different societies are liketo have differing experiences
and, more ambitiously, that culture matters to #wdent that a cultural
perspective provides new insights into psycholdgmracesses (Oyserman and
Lee, 2008). Furthermore, in their empirical invgation of diffusion models,
Farley and Lehmann (1994) found out that differenitural settings produce

highly visible differences in consumer behavior.

Empirical-based framework

The empirical part is divided into two parts asitomposed by the explanation
and procedure of questionnaire and the statismoehsurements being used
throughout the thesis in order to achieve our tes#iirst, the questionnaire we
used is described, its technique, its compositioth igs return. Second, several
measurements are demonstrated which are used instadres to measure
demographic effects on consumers’ motives and p#dose In general, the
empirical-based framework is meant to form a base the analyses and

measurement techniques we used in the studies.

2.5 Questionnaire
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This thesis is mainly based on an online-questimenaddressed to German
and Spanish consumers during the period betweeremoer and December
2011. In total 989 usable questionnaires were metlir503 from Spain and 486

from Germany.

2.5.1 Technique

First, an online-based questionnaire about the woess attitude towards
sustainability was designed during September 204 limesurvey v.1.91, based
on previous articles and questionnaires relatesligtainability issues and CSR.
By the use of the back-translation process, thetgquenaire was first created in
German, than translated to Spanish and then bacislated into German, in
order to see whether the two German versions wergraent. Congruent
versions of the survey in both languages guararitee quality of the

questionnaire (Brislin, 1970).

In a second step, within a scope of a pre-testseve 25 questionnaires in
paper to family and friends in October 2011. Theppee of the pre-test was the
comprehensibility of the questions and the appraxémeeded time to answer
the whole questionnaire. Our scope was to createshart informative
guestionnaire, being answered between five andanientes in order to achieve
reliable results. By experience, respondents dtisa concentration after a short
period of time, when answering online questionrgiWe also ran the pre-test in
order to test the item sets in a confirmatory faetoalysis as recommended in
previous literature (e.g. Diekmann, 2004). Respatsdenainly criticized less
understandable questions, the repetition of a feestions, and in two cases
confusing negations of statements within two iteAfser several modifications,
we spread another ten questionnaires in a secatdsprieading to a few last
modifications. In a third step, the questionnairaswsent to consumers in
Germany and Spain and data were collected durimgraod of two months

between the %1 of November and 31of December 2011. Since it appears
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difficult to determine representative size of bqbpulations, we decided on
collecting data with a period of two months witle thbjective to achieve more or

less 500 questionnaire returns in both countries.

We mainly posted the link on consumer platforms famther spread the link
via email and social networks such as facebookbartter. The way of choosing
our data was a mixture between a probability samgpdind a quota sampling as
we only influenced the selection of the respondérytdrying to represent the
gender balance of the Spanish and the German papul&ender quotes were
based on the latest census of both countries ad=brag by the German and the
Spanish Institute of Statistics (Statistisches Bagaaint (DeStatis), 2011; Instituto
Nacional de Estadistica (INE), 2011). Although wedr@ssed consumers of
different aging groups in both countries, the mlon of a combined quota
sampling with the additional age factor seemed ¢o difficult taking into

consideration that the survey was exclusively @based.

The responses were evaluated on a seven-pointtitiys scale ranging
from strongly disagree (1) to strongly agree (Mefe are an odd number of
categories, with an ambiguous middle category wiiety represent undecided,
viewlessly or medium attitude. By choosing a sepeimt Likert scale, we avoid
forcing the respondent to express a positive oatnegywhat would happen if we
had chosen a scale with an even number of categfikert, 1932; Diekmann,
2004). While choosing the more common five-poinkdrt scale ((1) not
important at all, (2) slightly important, (3) undeed, (4) important and (5)
extremely important) for the more general two opgmjuestions, the technique
was refined in the following by differentiating leten seven categories in order
to achieve a higher reliability to achieve a betigferentiation between similar
items (Alwin, 1992).
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2.5.2 Composition

The questionnaire is divided into eleven questibesg classified into six
different parts. As required in empirical literaguthe questionnaire begins with a
more general “warming up” question (e.g. Diekma?®04, p. 414) leading to
the issue “sustainability” in order to raise thependents interest. The most
important questions are placed in the second thirthe questionnaire as the
respondent’s attention usually first increases fgefalecreasing with the
continuous duration of the questionnaire (Sched&¥,3). By the use of this

method, there is a greater probability of a serimargesting of our key questions.

The first part of the questionnaire deals with iimportance of sustainable
issues for the respondents and includes the fustquestions. The reply to the
first question“How important are environmental issues to you pely?” is
decisive about whether respondents were includedarmotive-based analysis,
measuring environmental motives driving sustainablesumption. Respondents
who perceived environmental issues as “not imporamll” or “not important”
were not included in the analysis, as their consgiomgriving environmental
motives are of no interest. Respondents were tietdd in further investigation
such as the perception-based analysis, as theiraldta perception of low
involved consumers exhibits the same importance cempanies as the
sustainable perception of highly involved consumérke first part of the
questionnaire further includes the second questtdow important do you think
is individual behavior for the impact on the enwinoent?” and the third
guestion:In your opinion, who is responsible for sustainitlyito what extent?”
These questions are supposed to shed light onegmomdent’s importance of
sustainable issues and the estimation of the iddali impact on the

environment.

The second part only includes the fourth questifhat are sustainable

products in your opinion?’in order to understand, what respondents undetstan
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as sustainable products. Respondents had to ewathat statements about

recycling packaging material pollution, andwater / energy saving

The third part is related to the purchasing proe@essincludes the fifth and
the sixth question. In the fifth questioftlow important are the following
aspects when making a decision on what productsuy®” respondents are
supposed to evaluate the importance of the aspagisonmental impacprice,
guality andproduct brand Thus, the importance of the environmental imgact
be set in direct comparison to the other importagpects influencing the
purchase decision. This question is based amorigstsoon Boulstridge and
Carrigan (2000) who quoted that environmental rasgmlity is not the most
important standard in the consumer’s purchasingge®. They rather believe
that economic factors such as price, quality anandbrbestride purchasing
decisions. | review this statement by setting timpartance of environmental
impact in direct comparison to the important influmg factors in the
purchasing decision. In the sixth questitthat actions will you take to act
sustainably during your purchaseespondents have to evaluate the items
paying a higher prizepurchase of products without packaginmurchase of
locally produced productgurchase in organic storeandavoiding the purchase
of eco-unfriendly products The five items within this question require
information about the respondent’s willingness ti austainable during the
purchase process. This question forms part ofttihetsral equation modeling as

it represents the construct of sustainable consomdgee
Figure2.3).

The fourth part consists only of the seventh goestHow would you
estimate the following statementd$fis sought to give advice about the motives
which lead the consumer to sustainable consumpfibe. first block of items
shall represent the egoistic motive evaluating &lspectsprestige personal
freedom money savingpersonal healthand job risk The second block is

supposed to represent the altruistic motive concamrespondents have to
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evaluate the itemButure generatior, public health personal impa¢, quality of
life, general benefitThe third block includes the itensustainable behavi,

balance of natureflora and faun, earth’s climateandlocal pollutior and is
supposed to represent the biospt motive concernThe items armainly based
on a prior study of &tr et al. (1993), analyzing consumers’ value orieatei
However, in their study all items were based on-point Likert scale witt

categories strongly disagree, disagree, agreetemtyb/ agree

Figure 2.3: Survey questions in Structural Equation Mc
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The fifth part of the questionnaire is related twe tconsumer’'s perceive
corporate behavior and consists of the ei, the ninthand the tentlquestion. In
the eighth questionHow do you estimatehe sustainable behavior of fti
companies in your countr, respondents have to evaluateeir perceivec
communication quality, frequency presentation and credibility), perceived
availability (visibility, product rang, store quantityandcircumstancs) as well
as perceived quality and pr (acceptable prizeaverage prizeadaption high
guality and high standari. In the ninth question respondents were ashow
they estimate the sustainable behavior of the comegain their countr
requiring informatbn aboutenvironmental protectignadvertisemel, product

information environmente pollution, product range and sustainable
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developmentThis question was established to form a generabe of corporate
sustainable behavior, as it includes questiondidirads. In the tenth question,
respondents were required to name three companig®ir country they would
consider to be sustainable. There is not much itapoe attached to this
guestion but still it could shed light on the brangeing considered as most

responsible.

The sixth and last part includes questions aboutiosdemographic
information such as gender, age, size of houselmld| of education, residence
and nationality. Socio-demographic details are irequ at the end of the
questionnaire because they are less interestitigetoespondent and they do not

require any further concentration (Diekmann, 2004).

2.5.3 Return

In total 989 usable questionnaires were return@8; feom Spain and 486 from
Germany (see Table 2.1). Among the Spanish consymeles composed 53.9
percent (| = 271) and females composed 46.1 percent £32). Respondents’
ages ranged from 18 to 72 years £ 39.8). Among the German consumers
males composed 46.5 percemt5226) and females composed 53.5 peraent (
260). Respondents’ ages ranged from 18 to 78 y@ars 32.1).Both samples
represent approximately the gender balance of {h@niSh and the German
population according to the latest census of botmtries accomplished by the
German and the Spanish Institute of Statistics ti€dsches Bundesamt
(DeStatis), 2011; Instituto Nacional de Estadistibée), 2011).

Table 2.1: Demographic profile of respondents< 989)

Demaographic profile Germany Spain
Gender
Male 226 (46.5 %) 271 (53.9%)
Female 260 (53.5%) 232 (46.1%)
Age
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18-25 123 (25.3%) 22 (4.4%)

26-34 209 (43.0%) 140 (27.8%)

35-49 89 (18.3%) 246 (48.9%)

50 or over 65 (13.4%) 95 (18.9%)
Education

Highschool degree

70 (14.40%)

36 (7.16%)

Apprenticeship 61 (12.55%) 13 (2.58%)

University Degree 345 (70.99%) 445 (88.47%)

Other 10 (2.06%) 9 (1.79%)
Household

People 2.44 3.11

People < 18 0.28 0.71

2.6 Measures

2.6.1 Structural Equation Modeling

Structural equation modeling is used in this thesi®rder to distinguish
between the environmental motive concerns and oleroto measure their

influence on sustainable consumption.

Structural equation models are of tremendous inapo#d in science as they
are a standard tool for empirical hypothesis tgssiystems. The analysis is used
to measure the relationships between hypothetmasteucts, also called latent
variables. Before the pure analysis of the relatigm between the constructs in
an appropriate measurement model an operationalizahd a quality testing of
the latent constructs needs to be realized in dwguarantee the quality of the
model. Reliability and validity tests need to balized for each latent construct
in both countries as two separated structural emguabhodels will be created for

German and Spanish consumers.

If the measured items are non-reliable or imprdgjiseonstructs are not
represented sufficiently which in turn affects tketimation of the model
parameters in the structural model and thus thergéffit of the model (Weiber,

& Miuihlhaus, 2009). Before any reliability and vatyd test, our structural
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equation model includes all the items, representgpistic, altruistic an

biospheric motives, mainly based on Steral. (2003) (se€&igure2.4).

Figure 2.4:Designed SEM for environmental motives driving airsible consumptic
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Several godness of fit (GO) indices are established tevaluate about tr
quality of structural equationrmodeling (SEM). McDonald and Ho (2002
reviewed41 psychological studies in order to find how oftéese indices ai
found in current practice. Every study reportedudbibe x2 value as well :
about at least on&OF index. CFI or RNis the most popular index and w
used in 21 studies. This was followeéoy the root mean square error
approximation (RMSE4, in 20 studies), the goodness-ofifidex (GFI; in 15
studies), the Tuckdrewis index or non nomal fit index (TLI and NNFlin 13
studie$, and the normed fit index (N, in 9 studies)Usually more than on
GOF index is mentioned per study to confirm theligpaf the model. On
scale between 0 and 1 for RNI, CFI, GFI, TLI and Nflues for aceptable fits
are normally 0.9 or better, whereas a valudess than0.05 is interpreted ¢
good fitand less than 0.08 is interpreted as acceptaktfor RMSEA (Marsh et
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al., 2005). Browne and Cudeck, (1993), Hair et(4998), and Schultz (2001)
even interpret a RMSEA of less than 0.10 as anpaabke model fit.

2.6.2 Chi-square Automatic Interaction Detectors (CHAID)

Chi-square Automatic Interaction Detectors (CHAIB) classification tree
algorithm and has been developed for categorigébies (Kass, 1980). CHAID
is used for the creation of decision trees andteschnique to split a group into
separate segments, also called nodes. These nadealsp be seen as sub-
populations. Through the splitting of the nodes tfariation of the response
variable is minimized within the segments and maz@n among the segments
(Ramaswami and Bhaskaran, 2010). After the spjitohthe group into two or
more nodes, the splitting is repeated on eacheobtturring nodes. These nodes
can be divided again into two or more nodes. Thigisg process for each noted
can be repeated until stopping rules avoid furtheiding. Those stopping rules
come into effect when there is only one objectha partition left or when the
class value in the partition is same. The CHAID pottis displayed in a
hierarchical tree-structured form in which the reonsists of analyzed sample

and the segments in the below levels are the sphfaions.

In this thesis we use the CHAID analysis in order itentify the
characteristics of the environmental sensitive oorex in a first place. In a
second place, we try to characterize the consurherigsvwilling to pay a higher
prize for sustainable products. By using this mdilvee include all the variables

being included in the questionnaire.

2.6.3 One-way Anova and Student’s t-test

The analysis technique “one-way analysis of vagarnone-way ANOVA) is
used to compare means of at least two samples andooly be used for
numerical data (Tabachnick and Fidel, 2013). Is giudy the ANOVA analysis

Is used to measure the effects of demographic Magasuch as age and gender
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on the consumer perceptions and to find significamt non-significant

differences. The student’s t-test is quite sintitethe ANOVA analysis as it also
measures differences and significance. The t-tesbften used when the
variances of the analyzed samples are unknown €haligk and Fidel, 2013).
By measuring differences within one population as éxample within the

Spanish sample, we use the paired-sample t-testrder to see whether the
measured items differ significantly from each oth&or a cross-national
comparison, we use the Independent samples t-tesbrder to measure

significant differences between the groups.
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Chapter 3

Perception of individual responsibility towards
the environment

! This chapter is based on Stolz et al. (2012 a).
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3.1 Introduction

This chapter focuses on the consumer’s resporigibidlowards the
environment. Consumers have become an importanibrfaa regards to
environmental issues as their purchasing behawsrahdirect impact on many
ecological problems (Laroche, 2001). Jackson (2(88jeves that consumer
behavior is the key to the impact that society basthe environment. Many
consumers are not aware of this, as they feeltttat efforts make little real
effect. They expect companies to protect the enmirent and behave ethically
and base their purchasing decisions on these @&si(iMohr et al., 2001). In
addition, government policies, Non-Governmental @gations (NGOs) and
science are perceived as responsible due to tiveictdor indirect impact on

sustainable behavior.

However, consumers need to be aware of their owporesibility since all
their purchases have an ethical, resource, waste@nmunity impact. In other
words, every time someone makes a purchase decthiene is the potential for
that decision to a more or less responsible consampontribution (McDonald
et al., 2006). Carrigan and Attala (2001) proposet consumers need to be
convinced that their purchase behavior can makdferehce in ethical terms.
The so-called perceived consumer effectiveness ahaggnificant impact on
ethical consumption behavior (Roberts, 1996; Kimretal., 1974; Tucker, 1980)

and indicates the level of environmental knowledge.

In a cross-national comparison, we analyze the wuoss perception of
individual responsibility in Germany and in Spa8imilar characteristics of the
countries include unification through the Europé&smon; Germany since 1952
and Spain since 1986. Despite sharing the Europedture, both countries
exhibit fundamental differences, which might inthee people’s perception of
environmentally sustainable behavior. Germany hasys tended to be a more
industrialized country, whereas Spain always has bbess industrialized. This is

in line with Loxley (1998), who considered Northecountries to be more
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industrialized than Southern countries. Besidespi\V&uggests (1995) that there
are important sustainable differences between higidustrialized countries of
the North and less industrialized countries of 8waith. Polonsky et al. (2001)
add that Southern European countries do not exhib& sustainable
characteristics of the Northern countries, desegl$outhern countries as “less”
developed in regards to environmental issues. @ituss-national comparison is
an extension to previous studies comparing conssimattitudes between
Southern and Northern European countries as ibésiperceived responsibility,
leading to consumer attitudes. However, the consgnsestainable behavior is
not only influenced by culture but also by persastadracteristics (Ralston et al.,
2009). Thus, we also measure the effect of age gemder on personal

responsibility. Our analysis is supposed to:

(1) Indicate the level of responsibility among conswsner
(2) Explore the impact of country on consumer’s resjimiity.

(3) Determine a demographic profile of the environmkecdasumer.

Our investigation is of special interest to companiwho need to act
environmentally responsible in order to be competiton a national and
international level due to the requirements ofeteéht stakeholders. Especially
expanding European companies are addressed, wdatmée sensitive to local
consumer needs and selected market conditions gyt et al., 2005). The
level of consumer responsibility is an indicatortbé efficiency of company’s
sustainable activities. Our analysis aims to dedegarying responsibility among
the analyzed consumer groups and to uncover diffdexels of environmental
knowledge. More information about the environmdgtalensitive consumer
helps companies improve their environmental prpofdegment their customer

base and define their marketing strategy.

This chapter is structured into five sections. Tin& section consists of the
review of the literature on which this study is édsThe second section consists

of the methodological approach and research deSiga.third section presents
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the results of the applied analysis. The fourthiseconsists of the discussion of
our results with further interpretation. Finallyhet last section concludes our
findings, quotes the limitations of this study amnelveals some important

implications for research and practice.

3.2 Literature Review

3.2.1 Environmental sustainable behavior — A shared respusibility

Following Stern (2000, p. 408), we define enviromta¢ sustainable
behavior as a behavior whicisan reasonably be defined by its impact: the
extent to which it changes the availability of miats or energy from the
environment or alters the structure and dynamiceaufsystems or the biosphere
itself” (Stern 2000, p. 408). This definition does not amfer to the consumer’s
contribution to the environment but also to goveenipolicies, companies,

NGOs and also science.

Consumers can contribute to the environment p@sytithrough the disposal
of household waste or a careful use of water, tyreonpacting on the
environment (Stern, Young and Druckman, 1992). Thdirect behavior
describes the context in which choices are madd theectly cause
environmental change (Rosa and Dietz, 1998). Bensithat affect international
development policies, product prices on world meskas well as national
environmental and tax policies would be consideasdexamples of indirect
behavior. The impact of indirect behavior should b® underestimated and can
have a greater environmental impact than directirenmental sustainable
behavior. Jackson (2005) believes that consumeawi@his the key to the
impact that society has on the environment. Ther&tthat people take and the
choices they make to consume sustainable prodidisae direct and indirect

impacts on the environment, as well as on persamadicollective well-being.

Companies have accepted their responsibility reggrithe environment due

to the varying environmental problems worldwide seaiby corporate behavior.
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More companies than ever before are supportingsiadile behavior (Solomon,
2010, p. 16), as products and production procem®ebecoming cleaner leading
to positive effects in the environment. Especiallythe industrial countries,
companies are increasing their sustainable aesvitis they have noticed that
they can reduce pollution and increase profits &aneously (Hart, 1997). Hart
(1997, p. 67) further states: “Corporations are ahé/ organizations with the
resources, the technology, the global reach, atichately, the motivation to
achieve sustainability”. Companies’ power is faaaleing and has no longer such
a dependent role under the country’s governmenmtipslas it used to have when
the state was dominant and acting as a regulatan@Cand Matten, 2004).
Companies subordinated themselves, taking advaofaes system for instance
during the 1980s and 1990s when companies in tBe éxploited their liberties
and started to behave with social irresponsibilifgcause of government

deregulations (Campbell 2007).

The role of the state in the traditional contexs hehanged to a more
international one due to the increasing globalarataind converging economic
systems. Nowadays, companies have more power asmo relationships
extend beyond national boundaries (Albareda et24(Q8). In consequence,
political decisions are made on an internationegllein terms of summits such
as the United Nations Conference on EnvironmentRexeelopment (UNCED)
or annual occurring climate conferences. Nationavegnments convert the
decisions and implement laws and policies to a&hidwe international goals.
Many national governments commit themselves to cedyreenhouse gases by
allowing companies to pollute the environment ailya certain limit. In case of
exceeding this limit, companies need to pay a “Amo tax”, an extra tax for
harmful externalities (De Vicente et al. 2012). iNlaal governments can also
motivate companies by means of subventions andhdiah support to adopt
environmental friendly practices. When approvin@ne or assigning public
contracts, governments usually prefer responsibtepanies such as those that

are members of the Global Compact (Cuesta and Va004), a platform
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founded by the United Nations, that companies aalnniarily join to comply

with regulations regarding environmental proteciiBremer, 2008).

The impact of NGOs on political decisions aboutiemmental issues has
increased as they have increased in number, pavdeinfluence since the 1980s
(Keck and Sikkink, 1998). They make further impact companies as they
promote ethical and socially responsible businesstiges which lead to a
positive change in corporate management, strategg, governance (Doh and
Teegen, 2006). Doh and Guay (2003) found that mffeinstitutional structure
and political legacies are important factors wheaplain the influence of NGOs
in the policy-making process. Although NGOs ofterorkv across national
boundaries on international projects, their impacinfluenced by the national
and regional context in which they operate. Thati@hship between government
policies and NGOs can be described as a mutudiaelagiven that NGOs
depend to a high extent on governmental decisiohshey also influence them.
Further responsibility is carried by scientific @asch as it is a creation of
knowledge and derived recommendations, applied immdemented by other

actors such as politicians, companies or consu(rtmise, 2009).

3.2.2 Individual responsibility

Perceived consumer effectiveness examines thetegtarhich the consumer
has an impact on the environment. Findings suggeasa high level of perceived
consumer effectiveness leads to a greater envimtane€onsumer behavior
(Roberts, 1996; Kinnear et al., 1974; Tucker, 198®nsumers exhibit different
perceptions about their impact on the environm®atially conscious consumers
accept that they do have a certain responsiboiyatds the environment. Others
make excuses for not contributing more and finadlyne of them totally deny
their responsibility towards the environment (Mapaet al., 2007, p. 249).
Webster (1975) defines the socially conscious coesuas someone who takes

into account the public consequences of his orphieate consumption or who

55



attempts to use his or her purchasing to bring abacial change. Solomon et al.
(2010, p. 17) use the term “political consumer” atefine him or her as “a
consumer who expresses their political and ethim@kpoints by selecting and
avoiding products from companies which are aniithét Responsible

consumers are of special interest to companiedeis perceptions influence
consumer behavior (Mohr and Webb, 2005; De Pelsaramkd Janssens, 2007).
Perception further affects the image of brands d&nachs, their financial

performance, and the affinity of consumers to bpgctic products (Luo and

Bhattacharya, 2006) and influences the consumdtifide towards companies
(e.g. Lichtenstein et al., 2004). Consumers regfroen companies not just a
product of quality at low price but also an ethitehavior demonstrating a
contribution to the community. Contradictory betwvsuch as not fulfilling the

ethical standards would be punished by the consiMarin and Ruiz, 2007).

Brown and Dacin (1997) found that corporate suataan behavior affects the
consumers’ reaction to a company’s products, reftecin their purchase.

Sustainable issues impact consumption patterns)glihie purchasing process
(Rawwas, 2005). Sen and Bhattacharya (2001) add piaceived corporate
responsibility can also have direct effects ondtieactiveness of the company’s
products among corporate social responsibility (CSBnsitized consumers.
Therefore it is important to spread positive infatmon about sustainable
activities as negative information about CSR hawmnger effects on the
consumer than positive information. Products furtileed to promise the
consumer individual value added such as qualitylthe product safety and
affordability. Corporate sustainable behavior caly @ause benefit if the quality
does not suffer (Carrigan and Attala, 2001) andpibduct offerings are

improved.

However, consumer perception varies among cultufedlowing the
definition of Kroeber and Kluckhohn (1952), we deficulture as a consensus of
the behavioral patterns of many individuals. Thimsensus is based on larger

social units such as countries, comprehensive Eggwommunities or cross-
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national units such as the European culture. Ldifferences among the value
systems of several European countries which arstaes to change because they
are strongly rooted in history (De Mooij and Hoti#e 2002) cause us to believe
that there are significant differences among thesamers’ perceptions between

Germany and Spain.

3.3 Theory and hypotheses

According to Webster (1975) the socially conscioassumer is aware of the
public consequences of his private consumptiontatiéves that his purchasing
power influences the social change. Mohr, Webb ldadis (2001) add that the
more consumers view their purchasing power as ential over company
behavior, the more likely they are to practice oesible consumption. We
support Jackson (2005) who describes consumer lmehas the biggest impact
on the environment and believe that perceived iddad responsibility is linked
with the consumer’s environmental knowledge. Knalgke is recognized as a
characteristic that influences all phases in thesamer’s decision process (Alba
and Hutchinson, 1987).

The Spanish ethical market is still in the earlyagd of development
compared to Northern European countries (Papaorkono et al., 2011).
Besides, the system of NGOs which usually work aseds for consumer
awareness is not well-coordinated in Spain. Coreseityy a majority of Spanish
consumers do not incorporate the environmentaéraaitduring their purchase
decision (Cuesta and Valor, 2004). On the contrgiaignan (2001, p. 60) found
that German consumers “are likely to incorporateiesg’s well-being in their
shopping decisions”. Comparing German to Frenchla&d consumers Maignan
(2001) further states that German consumers appeae willing to actively
support sustainable behavior. These facts underlinehigher existing
responsibility among the German consumers proposthg following

hypotheses:
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Hypothesis 1a: German consumers perceive individual responsibiby
most important regarding environmental sustainable

behavior.

Hypothesis 1b:  Spanish consumers do not perceive individual resipaoity
as most important regarding environmental sustéenab

behavior.

Hypothesis 2: German consumers allocate more importance to ichaay

responsibility than Spanish consumers.

Several prior studies have analyzed linkages betwge and environmental
consciousness but mostly with non-significant retahips, indicating that
younger people exhibit higher levels of knowleddg&amantopoulos et al.,
2003). In contrast, De Pelsmacker et al. (2005)tiled middle-aged consumers
between 31 and 44 years as most sensitive, anglyfzénperception towards Fair
Trade as an example of social responsibility. Aplaxation for this could be
that consumers following the modern existing Lijst of health and
sustainability (LOHAS) (Kotler, 2011) belong to shaging group to a high
extent. LOHAS are enlightened consumers who sefcindividual but also
social and environmental benefits when making tipeirchase (Carrero et al.,
2010). Environmental behavior expressed througpaomsible purchases often
cause additional expenses (Uusitalo and Oksanedg)2@vhich can only be
supported by people with a higher income level,cwvtdre mainly represented by
the middle-aged. Defining the existing aging grdugbween 35 and 49 years in
our study as middle-aged, we propose the followiypgothesis:

Hypothesis 3a:  Consumers between 35 and 49 years exhibit a higher
perceived individual responsibility towards the ieorment

than other aging groups.

Previous studies investigating the linkage betwgamder and environmental

issues have found significant relationships buticai@ different results.
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Balderjahn (1988), for example, found out that tredationship between
environmentally conscious attitudes and the usesusitainable products was
more intensive among men than among women. In asntBanerjee and
McKeage (1994) suggest that women tend to be movgommental conscious
than men. Bageac et al. (2011) observes in prestugies a more sustainable
behavior among women as well. Diamantopoulos et (aD03) suggest
differentiating between environmental knowledge amdironmental behavior,
measuring the gender effect. They believe that kesnaexhibit higher
environmental behavior and a higher concern, wiseraales tend to have a
better environmental knowledge. Supporting Barr@taal. (2002) we believe
that people with higher environmental concern &sal to have a better level of
ecological knowledge which leads to a higher pe&extindividual responsibility.
In consequence, we expect women to exhibit a higleeception than men,

leading us to the following hypothesis:

Hypothesis 3b:  Female consumers exhibit a higher perceived indalid

responsibility towards the environment than men.

3.4 Methodology

The perception of individual responsibility towardise environment is
measured throughout the second and the third guestithin the surveyHow
important do you think is individual behavior fdretimpact on the environment?
(Not important at all (1), not important (2), undbsd (3), important (4),
extremely important (5)) andn your opinion, who is responsible for
sustainability to what extent®&Government policies, science, companies, NGOs
and consumers). The first question turned out toldss meaningful as no
significant differences were found between Germagh &panish consumetdn

consequence, our study focuses on the third gumeasaespondents are able to

2 Evidence is provided in Table 3.7 and Table 3 gp@ndix).
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value and compare individual responsibility to tkeeponsibility of government

policies, science, companies, and NGOs.

Several analysis techniques are used to offer hbsig our data and to
answer our research questions. In a first sté&fT@st averages the perception-
based variables consumers, government policiespani®s, science and NGOs
and ascertains the significance between theralues and significance between
the factors are provided in the Appendix. A one-walyOVA uncovers the
significance of the factors among the countriessuRe are supposed to give
advice about the differences of perceived respditgim one country and detect
significant differences between both countries. tBg use of two repeated
measures ANOVA, we measure the influence of soeimaraphic variables,
using age and gender as independent variables ansumers, government
policies, companies, science and NGOs as depemddables. The age variable
was classified into the four categories, 18-25 yed6-34 years, 35-49 years,
and 50 years or older (e.g. Swaidan, 2011). Reselilisis analysis are supposed
to discover differences in the perceived respolisibbetween the four aging
groups as well as between male and female in bmtihtoes. The analyses are
run with SPSS v20.

3.5 Results

Consistent withHypothesis lathe highest value is scored on consumers’
responsibility among the German consumer groudpvi@d by government
policies and companies, ranked as second and (k@€ Table 3.1). Finally,
science and NGOs are perceived as less resporisibkustainable behavior.
Testing Hypothesis 1pSpanish consumers perceive government policidseto
most responsible for sustainable behavior followgdompanies and science on
the second and third rank. Individual responsiilis ranked fourth only
followed by NGOs.
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Table 3.1: Mean value comparison for perceived responsildiéyween Germans and

Spaniards
Germans Spaniards
(n = 486) (n=503)
M (rank) SD M (rank) SD t Value p

Government policies 6.19 (2) 1.214 6.08 (1) 1.343 -1.35 0.178
Science 5.70 (4) 1.413 5.80 (3) 1.194 1.22 0.222
Companies 6.13 (3) 1.301 5.93 (2) 1.350 -2.41 0.016**
NGOs 5.47 (5) 1.455 5.56 (5) 1.324 1.08 0.280
Consumers 6.23 (1) 1.163 5.67 (4) 1.454 -6.73 0.000***

*%p<0.01,**p<0.05*p<0.1

For Germans, most relations between the singleyaeadl factors are
significant except the relation between governmpolicies and companies,
government policies and consumers, companies ardd\&s well as companies

and consumers (see Table 3.2).

Table 3.2: Mean value differences for responsibility amongr@am consumers

Gov. policies Science Companies NGOs Consumer
Gov. policies 49 (**%) .06 (n.s.) T2 (**%) -.04 (n.s.)
Science -.43 (***) .23 (***) -.53 (***)
Companies .67 (n.s.) -.10 (n.s.)
NGOs -.76 (**%)

Consumers

**p<0.01,*p<0.05*p<0.1

In the Spanish sample all the relations betweenfdbtors are significant
except the relation between consumer and NGOs Tabke 3.3). Differences

between the non-significant relationships cannahterpreted.
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Table 3.3: Mean value differences for responsibility amongu8gh consumers

Gov. politics Science Companies NGOs Consumer
Gov. politics 28 (*) 15 (%) 52 () A1 (%)
Science -13 (%) 24 (%) A3 ()
Companies 37 () .26 (*%)
NGOs -11 (n.s.)

Consumers

**p<0.01,*p<0.05*p<0.1

TestingHypothesis 2ANOVA results show significant differences betwee
the countries with a higher perceived consumerspaasibility among the
Germans M = 6.23 vs.M = 5.67;p < 0.01). German consumers were also
significantly more supportive of the perceived camigs’ responsibility NI =
6.13 vs.M = 5.93;p < 0.05) (see Table 3.9). Non-significant differem@mong

consumers were found for government policies, sgemd NGOsp(> 0.05).

Comparing both consumer groups, an agreement on N&Othe least
responsible can be stated (see Figure®>3A )isagreement appears, comparing
the higher perceived factors. Consumers in Spaioepge government policies
to be most responsible, whereas Germans rank thdaVbehavior as first, which
is only ranked fourth among the Spaniards. Goventrpelicies is ranked on the
second spot among the Germans, whereas compaeisseear as the second most
important among the Spaniards. The results of theadraphic factors are

discussed in the following section.

% More evidence is provided irable 3.9 (Appendix).
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Figure 3.1:Perceived responsibility by German and Spanishoredgnts

Spanish ®Germans

Consumers

NGOs *
Companies W

Science *
Government policies T

5 52 5,4 5,6 5,8 6 6,2 6,4

Likert scores

The demographic factors age and gender exhibirilig results to confirm
Hypothesis 3andHypothesis 3bThe ANOVA results show a significant effect
for age among the German consumers for governmelitigs, science,
companies, NGOs and consumers (see Table' Dldp-significant results were
detected among the Spanish consumers for governipelnties, science,
companies, NGOs and also for consumdrsconsequence, there is insufficient
evidence indicating that Spanish middle-aged ekhabhigher perception for

individual responsibility than the other aging gosu

* More evidence is provided in Table 3.12 and T&bl& Appendix).
® More evidence is provided in Table 3.10 and T&uld (Appendix).
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Table 3.4: Age and gender differences for German and Spaesggondents

Age Gender
German Spanish German Spanish
F (p) F (p) F (p) F (p)

Government policies 7.07 (***) 2.50 (n.s.) 19.46 (***)  2.47 (n.s.)
Science 5.23 (***) 0.52 (n.s.) 22.46 (***) 7.83 (**)
Companies 6.32 (***) 2.01 (n.s.) 19.67 (***)  11.73 (***)
NGOs 7.94 (**) 0.78 (n.s.) 17.91 (***)  17.23 (***)
Consumers 10.12 (***)  0.02 (n.s.) 11.59 (***) 7.09 (***)

% < 0.01, * p<0.05*p<0.1

The second ANOVA results show a significant effectgender among the
German consumers for individual behavior. Furthgnificant effects were
stated for government policies, science, compami&sQs and consume?sA
non-significant effect for gender among the Spalsavas stated for government
policies whereas significant results were statedsfmence, companies, NGOs

and consumers.

Figure 3.2:Age effects on perceived individual responsibifdy Germans

> 50 years

35-49 years

26-34 years

18-25 years

5,4 5,6 5,8 6 6,2 6,4 6,6 6,8 7

Likert scores (1-7)

® More evidence is provided in Table 3.16 and T&ul& (Appendix).
" More evidence is provided in Table 3.14 and T&ul& (Appendix).
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As expected, the highest value for consumers isddaetween the 35 and 49
year old respondents among the Germans (see FijRyeThe second highest
value for individual responsibility was scored bketover 50 year old
respondents. Younger people (26-34 years and 1@eafs) scored the lowest
value (see Table 3.5). In the Spanish sample, agenb significant effect for
consumers. Considering gender to be an influefg@br, women achieve higher

scores for consumers’ responsibility than men ammtg consumer groups (see
Figure 3.3).

Figure 3.3: Gender effect on individual responsibility for Genns and Spaniards

Female u Male

Spaniards ] l

Germans

5 52 54 5,6 5,8 6 6,2 6,4 6,6

Likert scores (1-7)
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Table 3.5: Age and gender effects on individual responsibflityGerman and Spanish consumers

Gov. policies Science Companies NGOs Consumers

GER ESP GER ESP GER ESP GER ESP GER ESP
Age
18-25 5.89%** 6.09%** 5.31%x* 5.73 5.78%** 6.14 5.05%** 5.91 5.95%* 5.73
26-34 6.22%** 6.26%** 5.73%xx 5.76 6.13%** 6.09 5.43%* 5.62 6.11%** 5.68
35-49 6.63*** 6.09*** 5.98%** 5.87 6.54*** 5.92 5.98%** 5.53 6.75%** 5.66
50 or over 6.05%** 5.78*** 5.97%** 5.71 6.26*** 5.67 5.69*** 5.47 6.42%** 5.65
Gender
Male 5.93*** 5.99 5.47%* 5.66*** 5.86%** 5.74%** 5.17%** 5.34x** 6.04%* 5.51%*
Female 6.41%** 6.18 5.90%** 5.96%** 6.37*** 6.15%** 5.72%* 5.82%** 6.40%** 5.85%**

% < 0.01, * p <0.05 *p<0.1
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3.6 Discussion

Hypothesis 1la stating that German consumers perceive indivi
responsibility towards the environment as most irtggt has been fully
supported. In contrasindividual responsibility is not perceived to bee throst
important among the Spanish which supports Hypothesis 1. Emphasizing
these results, we also state a higher perceivegbmegility of the Germa
consumer compared to the Spanish consumer, supgpHypothesis . We
explain this result as amon others perception is influenced by product of
product information and consumer knowledge (De rRatker and Janss,
2007). Based on previous literature, we believa thase aspects are mc
developedn Northern European countr (Polonsky et a).2001; Polonsky et al
(2001) Carrero et al. (2010) confirm a weak sustainafiermation system i
Spain Market conditions and sustainable informationluehce consume
knowledge about environmental issues. Consumer latlgg affects individue

respnsibility, which in turn impacts oconsumer behavior (s&égure3.4).

Figure 3.4: Effects of corporate informatis

In Spain, the segment of consumers sethemselves to be the factor

change in terms of environmental issues is sma&bpke with high perceive
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consumer effectiveness are characterized as higbaegtl, often belonging to
NGOs. Carrero et al. (2010) name three obstacleswgrevent the development
of environmental sustainable consumption in Spdinstly the missing

motivation, secondly the missing information, amtafly additional expenses.
They further consider missing information to be thest important obstacle.
Consumers are not able to evaluate the sustaiadtbileutes of a product, if the
company does not inform about the product’s soamal ethical consequences.
There are no specific regulations in Spain abow tlse or misuse of
accompanying information on the products, whichvprigs the consumer from
being able to complain about a company’s behawan study supports these
facts as Spaniards perceive government policiem@st responsible towards

environmental issues, followed by companies.

Table 3.6: Summary of hypotheses

Cultural factor

Hypothesis la Germans towards individual responsibility Supported
Hypothesis 1b Spanish towards individual responsibility Supported
Hypothesis 2 Germans compared to Spanish Supported
Socio-demographic factors Germans Spanish
Hypothesis 3a Age towards individual responsibility Supported Not supported
Hypothesis 3b Gender towards individual responsibility Supported Supported

Hypothesis 3@ould be supported partially as middle-aged comsarbetween
35 and 49 years scored the highest value on pedendividual responsibility
only among the German consumers (see Table 3.6)ongnthe Spanish
consumers our findings support Diamantopoulos .ef28l03) who mostly stated
non-significant relationships with a higher exhagbitknowledge among younger
people. These results are probably related to tlhwenginformation on
environmental issues in both countries. Middle-agedple who follow the

LOHAS lifestyle are influenced through environmént#ormation to a high
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extent. The more developed ethical market of Nontto®untries provides more
sustainable information, especially engaging migdjed Germans to be more
responsible. According to Carrero et al. (2010)poaate information is low as
companies do not inform sufficiently about theirstainable product offer.
Communication usually affects aging groups in afed#nt way. A low
sustainable communication level in Spain could &xplthe non-significant

influence of the demographic factor age.

Consistent with oumHypothesis 3p females scored the highest value on
individual responsibility in both countries. Thesult raises the question whether
perceived individual responsibility is rather limkéo environmental knowledge
or whether it is related to environmental concdmyarious previous studies
women were identified to be more conscious towagdsironmental issues
adapting their behavior in terms of sustainablecipases for instance. Men were
often identified to exhibit a greater knowledgeri@ao (2002) even believes in a
positive relationship between environmental conceand environmental
knowledge. This study clearly identified women ®rhore responsible than men

but it does not resolve whether this is relatekinowledge or to concern.

3.7 Conclusion

This chapter sought to analyze the level of respditg among the
respondents and whether there exist cross-natiahfierences between
consumers in Germany and in Spain. Moreover, aosdemographic profile of
the responsible consumer was supposed to be créateronmental knowledge

was supposed to be an indicator for the level dividual responsibility.

Our results indicate that perceived individual oaspbility varies between
the analyzed nations, as we identified a highgvaesibility among the German
consumers. Spaniards perceived government police@apanies and science to
be more responsible. In other words, Germans lkelteva higher degree that

their behavior has a significant impact on socasty that their efforts make real
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effect. By creating a socio-demographic profile, fsand women to be more
responsible than men in both societies. Furthern@®@eemans between 35 and 49
years were identified to be most responsible wisereaaging group could be
identified to be more responsible among the SpdsialComparing our
expectations with our results, environmental knalgke could be recognized as a
good indicator for perceived individual responsipibs a higher environmental
knowledge is supposed to exist in Northern and Midduropean countries
according to prior studies. Consumers start taeggonsible if they feel a certain
effectiveness of their behavior. High perceivedstoner effectiveness requires
knowledge about how one can contribute in a respngvay. Knowledge can
be induced by a high degree of information. In filmther course of this thesis,
the information level of consumers in Germany apdi®s is measured through a
comparison of perceived corporate information rdoay the environmental

impact of products.
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3.8 Appendix

Table 3.7: Mean value comparison for importance of individiegponsibility

Nationality N Mean Std. Deviation  Std. Error Mean
Importance Spanish 503 4.16 799 .036
Individual behavior German 486 4.15 994 045

Table 3.8: Independent samples test for the importance o¥iddal responsibility

Levene's Test for t-test for Equality of Means
Equality of
Variances
F Sig. t df Sig. (2- Mean Std. Error 95% Confidence Interval of
tailed) Difference  Difference the Difference
Lower Upper
Equal variances assumed 6.959 .008 .260 987 .795 .015 .057 -.097 127
Importance
Individual behavior Equal variances not assumed .259 929.608 .796 .015 .057 -.098 .128
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Table 3.9: T-test for individual responsibility differences iveten German and Spanish sample

Levene's Test for

Equality of Variances

t-test for Equality of Means

F Sig. t df Sig. Mean Std. Error 95% Confidence Interval
(2-tailed)  Difference Difference of the Difference
Lower Upper
Responsibility:  Equal variances assumed 3.857 .050 -1.347 987 178 -.110 .081 -.270 .050
Government Equal variances not
. -1.350 982.694 77 -.110 .081 -.269 .050
policies assumed
S Equal variances assumed 12.157 .001 1.223 987 222 .102 .083 -.061 .265
Responsibility:
. Equal variances not
Science a 1.219 948.912 .223 .102 .083 -.062 .265
assumed
. Equal variances assumed 240 .624 -2.411 987 .016 -.203 .084 -.369 -.038
Responsibility:
. Equal variances not
Companies a -2.413 986.993 .016 -.203 .084 -.369 -.038
assumed
. Equal variances assumed 4.523 .034 1.081 987 .280 .096 .088 -.078 .269
Responsibility:
Equal variances not
NGOs a 1.079 970.956 281 .096 .089 -.078 269
assumed
Equal variances assumed 37.328 .000 -6.703 987 .000 -.562 .084 727 -.398
Responsibility:
C Equal variances not
onsumers -6.728 953.983 .000 -.562 .084 -727 -.398

assumed
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Table 3.10: Descriptive results for age differences regardimividual responsibility in Spanish sample

N Mean  Std. Deviation Std. Error _95% Confidence Interval for Mean  Minimum ~ Maximum
Lower Bound Upper Bound
18 a 25 22 6.09 1.231 .262 5.55 6.64 2 7
Responsibility: 26 a 34 140 6.26 1.306 110 6.05 6.48 1 7
Government policies 35a49 246 6.09 1.265 .081 5.93 6.25 1 7
>50 95 5.78 1.565 161 5.46 6.10 1 7
18 a 25 22 5.73 1.120 .239 5.23 6.22 3 7
Responsibility: 26a 34 140 5.76 1.323 112 5.54 5.99 2 7
Science 35a49 246 5.87 1.130 .072 5.72 6.01 1 7
> 50 95 571 1.184 121 5.46 5.95 2 7
18 a 25 22 6.14 .990 211 5.70 6.58 3 7
Responsibility: 26a 34 140 6.09 1.240 .105 5.89 6.30 2 7
Companies 35a49 246 5.92 1.335 .085 5.75 6.09 1 7
> 50 95 5.67 1.574 .161 5.35 5.99 1 7
18 a25 22 5.91 .868 .185 5.52 6.29 4 7
Responsibility: 26 a 34 140 5.62 1.322 112 5.40 5.84 2 7
NGOs 35a49 246 5.53 1.342 .086 5.36 5.70 1 7
> 50 95 5.47 1.367 .140 5.20 5.75 1 7
18 a 25 22 5.73 1.518 .324 5.05 6.40 2 7
Responsibility: 26 a 34 140 5.68 1.466 124 5.43 5.92 1 7
Consumers 35a49 246 5.66 1.421 .091 5.48 5.84 1 7
>50 95 5.65 1.528 157 5.34 5.96 1 7
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Table 3.11: ANOVA results for age effect on Spanish respondents

Sum of df Mean F Sig.
Squares Square
Between Groups 13.389 3 4.463 2.498 .059
Responsibility: o
o Within Groups 891.430 499 1.786
Government policies
Total 904.819 502
Between Groups 2.214 3 .738 .516 672
Responsibility: o
] Within Groups 713.906 499 1.431
Science
Total 716.119 502
Between Groups 10.923 3 3.641 2.011 112
Responsibility: o
] Within Groups 903.642 499 1.811
Companies
Total 914.565 502
Between Groups 4.099 3 1.366 779 .506
Responsibility: o
Within Groups 875.678 499 1.755
NGOs
Total 879.777 502
Between Groups .123 3 .041 .019 .996
Responsibility: Within Groups 1061.432 499 2.127
Consumers
Total 1061.555 502
Table 3.12: ANOVA results for age effect on German respondents
Sum of df Mean F Sig.
Squares Square
Between Groups 30.122 3 10.041 7.071 .000
Responsibility:
o Within Groups 684.463 482 1.420
Government policies
Total 714.584 485
o Between Groups 30.532 3 10.177 5.232 .001
Responsibility: o
Within Groups 937.608 482 1.945
Science
Total 968.140 485
o Between Groups 31.055 3 10.352 6.322 .000
Responsibility: o
] Within Groups 789.251 482 1.637
Companies
Total 820.307 485
o Between Groups 48.364 3 16.121 7.940 .000
Responsibility: o
Within Groups 978.609 482 2.030
NGOs
Total 1026.973 485
Between Groups 38.892 3 12.964  10.122 .000
Responsibility: o
Within Groups 617.298 482 1.281
Consumers
Total 656.189 485
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Table 3.13: Descriptive results for age differences regardivvidual responsibility in German sample

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum  Maximum
Lower Bound Upper Bound

18 a 25 123 5.89 1.350 122 5.65 6.13 1 7

Responsibility: 26a 34 209 6.22 1.186 .082 6.06 6.39 1 7
Government policies 35a49 89 6.63 .760 .081 6.47 6.79 2 7
> 50 65 6.05 1.363 169 5.71 6.38 2 7

18 a 25 123 5.31 1.466 132 5.05 5.57 2 7

Responsibility: 26a34 209 5.73 1.354 .094 5.54 5.91 1 7
Science 35a49 89 5.98 1.373 .146 5.69 6.27 2 7
> 50 65 5.97 1.414 175 5.62 6.32 2 7

18a 25 123 5.78 1.550 .140 5.50 6.06 1 7

Responsibility: 26a34 209 6.13 1.278 .088 5.95 6.30 1 7
Companies 35a49 89 6.54 .942 .100 6.34 6.74 2 7
> 50 65 6.26 1.108 137 5.99 6.54 2 7

18a 25 123 5.05 1.342 121 4.81 5.29 1 7

Responsibility: 26a 34 209 5.43 1.499 .104 5.22 5.63 1 7
NGOs 35a49 89 5.98 1.430 152 5.68 6.28 2 7
> 50 65 5.69 1.322 164 5.36 6.02 2 7

18 a 25 123 5.95 1.348 122 5.71 6.19 1 7

Responsibility: 26 a 34 209 6.11 1.203 .083 5.95 6.28 1 7
Consumers 35a 49 89 6.75 695 074 6.61 6.90 2 7
>50 65 6.42 .900 112 6.19 6.64 4 7
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Table 3.14: Descriptive results for gender differences regaydndgividual responsibility in Spanish sample

N Mean Std. Std. Error 95% Confidence Interval for Mean Minimum Maximum
Deviation Lower Bound Upper Bound

Men 271 5.99 1.361 .083 5.83 6.16 1 7
Responsibility:

Women 232 6.18 1.317 .086 6.01 6.35 1 7
Government policies

Total 503 6.08 1.343 .060 5.96 6.20 1 7

Men 271 5.66 1.203 .073 5.52 5.81 1 7
Responsibility:

Women 232 5.96 1.167 .077 5.81 6.11 2 7
Science

Total 503 5.80 1.194 .053 5.70 5.91 1 7

Men 271 5.74 1.406 .085 5.57 5.91 1 7
Responsibility:

Women 232 6.15 1.248 .082 5.99 6.31 1 7
Companies

Total 503 5.93 1.350 .060 5.81 6.05 1 7

Men 271 5.34 1.332 .081 5.18 5.50 1 7
Responsibility:

Women 232 5.82 1.269 .083 5.66 5.99 1 7
NGOs

Total 503 5.56 1.324 .059 5.45 5.68 1 7

Men 271 5.51 1.485 .090 5.33 5.69 1 7
Responsibility:

Women 232 5.85 1.397 .092 5.67 6.03 1 7
Consumers

Total 503 5.67 1.454 .065 5.54 5.80 1 7

76



Table 3.15: ANOVA results for gender effect on Spanish respoisie

Sum of df Mean F Sig.
Squares Square
Between Groups 4,437 1 4,437 2,469 117
Responsibility:
o Within Groups 900,382 501 1,797
Government policies
Total 904,819 502
o Between Groups 11,026 1 11,026 7,834 ,005
Responsibility:
] Within Groups 705,094 501 1,407
Science
Total 716,119 502
o Between Groups 20,926 1 20,926 11,732 ,001
Responsibility:
] Within Groups 893,639 501 1,784
Companies
Total 914,565 502
o Between Groups 29,255 1 29,255 17,233 ,000
Responsibility: o
Within Groups 850,522 501 1,698
NGOs
Total 879,777 502
o Between Groups 14,810 1 14,810 7,089 ,008
Responsibility:
Within Groups 1046,744 501 2,089
Consumers
Total 1061,555 502
Table 3.16:ANOVA results for gender effect on German respotsien
Sum of df Mean F Sig.
Squares Square
Between Groups 27.615 1 27.615  19.456 .000
Responsibility: o
o Within Groups 686.970 484 1.419
Government policies
Total 714.584 485
Between Groups 22.457 1 22.457  11.493 .001
Responsibility:
) Within Groups 945.683 484 1.954
Science
Total 968.140 485
Between Groups 32.026 1 32.026 19.664 .000
Responsibility:
] Within Groups 788.281 484 1.629
Companies
Total 820.307 485
Between Groups 36.642 1 36.642  17.908 .000
Responsibility:
Within Groups 990.331 484 2.046
NGOs
Total 1026.973 485
Between Groups 15.352 1 15.352 11.594 .001
Responsibility:
Within Groups 640.838 484 1.324
Consumers
Total 656.189 485

77



Table 3.17: Descriptive results for gender differences regaydandividual responsibility in German sample

N Mean  Std. Deviation Std. Error 95% Confidence Interval for Mean ~ Minimum Maximum
Lower Bound Upper Bound
o Men 226 5.93 1.405 .093 5.75 6.12 1 7
Responsibility:
o Women 260 6.41 .969 .060 6.29 6.53 1 7
Government policies
Total 486 6.19 1.214 .055 6.08 6.30 1 7
o Men 226 5.47 1.515 .101 5.27 5.67 1 7
Responsibility:
Women 260 5.90 1.288 .080 5.74 6.06 1 7
Science
Total 486 5.70 1.413 .064 5.57 5.83 1 7
Men 226 5.86 1.517 101 5.66 6.06 1 7
Responsibility:
] Women 260 6.37 1.023 .063 6.25 6.50 1 7
Companies
Total 486 6.13 1.301 .059 6.02 6.25 1 7
o Men 226 5.17 1.541 .103 497 5.37 1 7
Responsibility:
NGO Women 260 5.72 1.327 .082 5.56 5.89 1 7
S
Total 486 5.47 1.455 .066 5.34 5.60 1 7
o Men 226 6.04 1.290 .086 5.87 6.21 1 7
Responsibility:
Women 260 6.40 1.014 .063 6.27 6.52 1 7
Consumers
Total 486 6.23 1.163 .053 6.13 6.33 1 7
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Chapter 4

Perception of the environmental performance in
retail store’

® This chapter is based on Stolz et al. (2012 b).
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4.1 Introduction

In retailing, the importance of environmental pobien is steadily increasing
due to the consumer’s growing environmental semsigss. According to Ajzen
(1991), consumers are likely to adapt their condionphabits to their concerns.
As a consequence, most large European retailelgment actions to protect the
environment. These may include their own activjtiest also requirements for
suppliers to act in a responsible manner (Yttertual., 1999; Ganesan et al.,
2009). Retailers have various options to convinocmsamers about their
sustainable products, such as improving the enwieortal quality of products,
using environmental labels, and banning produadmfthe shelves that have a
clear environmental impact. The consumer’s peroaptif the activities varies
also because of the different motives driving snstale consumption. In their
value-basis theory, Stern and Dietz (1994) diffeat@ between biospheric,
egoistic or altruistic motives. Previous resultp@urt their theory, providing

strong evidence for the distinction between thaseet environmental concerns.

Primary scientific studies on the impact of cultore personal values were
conducted during the late nineties (Deng et alQ620These studies show that
cultural prevalence seems to be a relevant factluencing environmental
concerns. Compared to Northern European counthesSpanish ethical market
is still developing (Papaoikonomou et al., 2011)evdas existing social trend
groups such as the LOHAS (“Lifestyle of Health &ukstainability”) emphasize
the advanced sustainable market and the consummersasing sensitivity for
sustainable consumption in Germany. The increasipgroximation of the
European Union countries, expanding European eetaibnd cross-national
marketing strategies indicate converging econorystesns in Europe. However,
there is evidence that value systems are not cgimgesince consumer behavior,
reflected in consumption and product use, diffeoagnthe European countries
(De Mooij and Hofstede, 2002).
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The objective of this study is to examine the emvwinental motive concerns
which lead the environmental sensitive consumesustainable consumption.
Moreover, we analyze whether cross-national diffees concerning the
perceived environmental performance in retailingstexResearch about the
consumer’s perception is needed to gain furtheglms into the relevance of
sustainability for consumers (Wiese et, &012). Taking into account the
consumers' motivations, communication messages dcchg targeted at
individuals (Freestone and McGoldrick, 2008). Dadhe international scope of
corporate activities, it is important for retaileixs know if their environmental
performance is perceived in the same manner atraskers (Maignan, 2001).
The analysis of the German and the Spanish consisnpeomising as “culture”
Is proven to be a distinct variable, influencingguct purchase (Blackwell et al.,
2001). Previous studies have proven that consurakres and behavior even
varies among European countries (DeMooij and Hd&st001). This study is
expected to shed light on the aspects retailersl neefocus on to raise the

consumer’s attention in German and Spanish retaikets.

4.2 Literature review

4.2.1 Sustainability in retail practice

Retailers are becoming more and more aware of isability issues
(Groeber, 2008) and have several options to imprther impact on the
environment, such as promoting the purchase ofngpreducts, encouraging
measures that improve green supply chains, impgovietailers’ own
performance, and better informing consumers (Ewaop€ommission, 2009).
They play an important role in supply chains ay thee intermediaries between
consumers and producers (Ytterhus et al., 1999€d eetailers especially have

the capability to control supply chains to a ladggree (Hingley, 2005).

Retailers with their own private-label can build apustainable competitive

advantage through differentiating their offering®nhi those of competitors
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(Groeber, 2008). A contribution of their own priedabel can be demonstrated
through eco-design activities such as offering potsl with special consideration
for the environment through responsible care durthg product’'s whole
lifecycle. Furthermore, environmental labels carubed to raise the consumer’s
attention. Finally, retailers can improve their gommental performance through
banning those products from the shelves with ingmarenvironmental impacts.
As an example, the Spanish retailer Mercadona hasdual the use of PVC in
packaging. Furthermore, the French multinationatailer Carrefour has
completely stopped the sale of bluefin tuna inSfganish stores. To raise the
consumer perception regarding their sustainabldymtooffers retailers need to
address the consumer knowledge about how to ackninenvironmentally
sustainable manner. As an example, clothing resadech as H&M and C&A
advise consumers about washing clothes in a masieoeamentally friendly way
whereas Carrefour and Mercadona propose sevenangacon their websites
encouraging and explaining more sustainable behdforopean Commission,
20009).

4.2.2 Perception of environmental retail performance

The perception of social responsibility is very omant as it affects the
image of brands and firms, their financial perfone®, and the propensity of
consumers to buy specific brands and patronizeaicentetailers (Luo and
Bhattacharya, 2006). De Pelsmacker and Jansse@3%)(20pport that consumer
perceptions influence consumer behavior. As prevresearch shows, especially
in developed countries, consumers pay special taiteno the environmental
behavior of companies (Wagner et al., 2009). Figrrsason marketing programs
are launched by retailers to make the consumereaofathe sustainable products
available at their market places. Information albsugtainable product offers is
essential as it influences the consumer’'s attittmigards retail stores (e.g.
Lichtenstein et al.,, 2004) and towards his purchaseaviors (e.g. Mohr and
Webb, 2005). Still, it is important to spread piesit information about
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sustainability as Sen and Bhattacharya (2001) fowud that negative
information about Corporate Social Responsibiligs Istronger effects on the
consumer than positive information. Nevertheles, donsumer’s perception is
not only influenced by the information distributédough the retailer but also by

the motivations driving his consumption (Ellen ket 2000).

4.2.3 Environmental motive concerns

Various models of environmental motives or valuasenbeen proposed in
the literature. However, a tripartite classificatjorevails, distinguishing between
the altruistic, egoistic, and biospheric motive @am. Expanding Schwartz’s
(1977) norm-activation model of altruism, Stern at (1993) argue that
environmental moral norms could be activated byuiitic values as well as by
egoistic or biospheric values. People with egoistiwironmental attitudes are
concerned about the environment but their conceratia personal level. For
example, those who hold egoistic environmentatuattis would be concerned
about air pollution because of the effects it mayehon their health (Schultz et
al., 2005). In the biospheric value orientationpgle judge environmental issues
on the basis of costs or benefits to ecosystemsomling to this theory,
therefore, ‘three distinct value orientations, tosvaelf, other human beings and
other species and the biosphere, can be distingdiisind that each can
independently influence intentions to act politigdab preserve the environment’
(Stern et al., 1995, p. 1616However, the altruistic, the egoistic and the
biospheric concept do not have to be independemn fone another since
individual sustainable behavior usually consistaafombination of these three
approaches (Stern et al., 1993). In all three ¢ample are concerned about the
environment but each concept is based on diffevackerlying values. These
values can vary among different cultures (Sch@@)2; Deng et al., 2006). A
careful use of the terms “culture” and “nation” @gonyms is recommended as
there exists empirical support for cultural diffeces within a country (Hofstede,

1980) and also for shared culture across bordevsveder, Dawar and Parker
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(1994) argue that culture is the accumulation aireti meanings, norms and
traditions and members of a nation tend to shaesetlaspects. Throughout this

research the term culture is used to operationabti®nality.

4.3 Theory and hypotheses

In the following section, we will discuss our hypeses relating to the
personal motives which drive the consumer’s suatden consumption and the
perceived sustainable product offer in retail oréhe most widely used
approach in marketing research to operationalizeireuis the approach from
Hofstede (2001) with the purpose to capture cultdiierences. Comparing
collectivistic and individualistic values on a Epean basis, Hofstede describes
the Germans as ‘truly individualistic’ and the Sjpads as a collectivistic
society. Still, the question is whether differences individualism and
collectivism influence personal motives (Oysermamd dee, 2008). We rather
believe that the increasing approximation betwéenBuropean Union countries,
expanding European retailers and cross-nationaketiag strategies decrease
the cultural impact on consumer behavior. Althowgh suggest similar results
concerning the importance of the environmental vesti we suggest different
specifications. Specifically, green consumers &@®ught to be motivated by
strong environmental values and attitudes (SchaefdrCrane, 2005). Due to a
more developed sustainable market among the Gesmaaty, we suppose that
German consumers have developed a higher sensiiolitards their impact on

the society and the environment. This leads ukdddllowing hypotheses:

Hypothesis 4: Consumers in Germany and Spain will allocate thmesa
level of importance to the altruistic, egoistic amdspheric

motive concern.

Hypothesis 4a:  Consumers in Germany will allocate more importatacthe

altruistic motive than consumers in Spain.
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Hypothesis 4b:  Consumers in Germany will allocate more importatacthe

biospheric motive than consumers in Spain.

Consumer perception is influenced by several facsoich as product offer,
product information or consumer knowledge (De Palsker and Janssens,
2007). In regards to the product offer Papaoikonwrabal. (2011) found that
compared to Germany, the Spanish ethical markstilisn the early phase of
development. Spanish consumers “claim to be swghiy the variety of ethical
products when traveling to other countries sucBasnany or the U.S., whereas
some intend to buy certain products abroad sineg tannot find them in the
local market” (Papaoikonomou et al., 2011, p. 88)addition, Carrero et al.
(2010) characterizes missing sustainable informaitiothe Spanish market as a
main problem for sustainable development in Spainich in turn influences
environmental knowledge negatively. These percaptifiuencing facts lead us

to the following hypothesis:

Hypothesis 5: Perceived environmental performance in retail stovaries

among the German and the Spanish consumers.

Hypothesis 5a:  German consumers have a higher perceived avaiialoili

sustainable products than Spanish consumers.

Hypothesis 5b:  German consumers have a higher perceived visibdit

sustainable products than Spanish consumers.

4.4 Methodology

In the following, our hypotheses will be testedotighout two different
analysis techniques. In a first step we measurentipact of the environmental
motive concerns on sustainable consumption usimg niethod of structural
equation modeling which ‘is a comprehensive siatitapproach to testing
hypotheses about relations among observed andt latéeiables’ according to

Hoyle (1995, p.1). Structural equation modeling basn implemented in several
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previous studies comparing environmental attituoiespecific cultural groups
(e.g. Schultz, 2001; Milfont et al., 2006). Basenl $tern and Dietz’ (1994)
value-basis theory for environmental attitudes, suggest that environmental
motive concerns can be expressed by the egoidie, altruistic and the
biospheric factor. An 8-item scale composed by itleens prestige money

saving job risk, future generationssocial effectslife quality, general benefit

andnaturewhich have been used in prior studies (e.g. St#eal., 1993; Stern et
al., 1995; Mainieri et al., 1997) is selected tadmn the environmental motive
factors. The item@rice, packaging local products green storesandunethical

companiesare specified to load on the sustainable conswmmtimension. The
responses were mainly evaluated on a seven-pdietttiype scale ranging from

strongly disagree (1) to strongly agree (7) (e.dfdvit et al., 2006).

In a second step, we average the perception-btesed to compare the mean
values of perceived availability and visibility stistainable products in retail
stores as De Pelsmacker et al. (2005) identifiecatrailability of green products
as a determinant for sustainable consumption. Quesdgly we expect visibility
to be influential as well. By the use of mean vatoenparisons, Maignan (2001)
compared in a prior study consumers in Germanyyd&and the United States
analyzing their perception of corporate responsdugvities. We question the
factor visibility with the itemsustainable products are visible in the retail stor
shelves Availability, however, was represented throughegh different items
such asmnany retail stores offer sustainable producttail stores offer a wide

range of sustainable producasidl can buy sustainable products by all means

45 Results

4.5.1 Motive-based results

At first, respondents were filtered depending oairttanswer to the first
question of the survey, asking the respondent alibet importance of

environmental issues to him or her personally. Bedpnts, considering
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environmental issues as “not important at all” mot‘important” are not included
in this analysis as the consumer behavior of enwentally low-involved
consumers does not depend on environmental motreetns. Figure 4.1
indicates that 7.6 percent of the German sampled§gondents) and 7.6 percent
(18 respondents) of the Spanish sample are notidadvfor our structural
equation model, leaving us with a rest of 449 Gernaamd 485 Spanish

respondents.

Figure 4.1: Importance of environmental issues to GermansSgashish
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A confirmatory factor analysis was conducted tomeixee the motives and
sustainable consumption dimensions (see Table Afjong both consumer
groups, the factorprestige money savingand job risk load on the egoistic
motive dimension, the altruistic motive dimensiorludesfuture generations
public health quality of life andgeneral benefitvhereas the biospheric motive
dimension just includes the factfiora and fauna Besides, the itemprice,
packaging local products green storesand unethical companiekaded on the
sustainable consumption factor. To measure coristratability for the
dimensions including more than one factor, Crontsaalpha is used throughout
the paper: egoistic motive (Spanish consumers0.505 vs. German consumers:

a = 0.415), altruistic motive concerru (= 0.688; a = 0.687), sustainable
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consumption ¢ = 0.743;0 = 0.691). The egoistic motive dimension does not

accomplish the requested Cronbach’s alpha valuet&bé.

Table 4.1: Remaining items after confirmatory factor analysis

Remaining items after factor

Dimensions Selected items for SEM .
analysis
Prestige (v. 7.1) Prestige (v. 7.1)
Personal freedom (v. 7.3)
Egoistic . .
motive Money saving (v. 7.3) Money saving (v. 7.3)
Personal health (v. 7.4)
Job risk (v. 7.5) Job risk (v. 7.5)
Future generations (v. 7.6) Future generations (v. 7.6)
Public health (v. 7.7) Public health (v. 7.7)
Altruistic .
motive Personal impact (v. 7.8)
Quality of life (v. 7.9) Quality of life (v. 7.9)
General benefit (v. 7.10) General benefit (v. 7.10)
Impact on nature (v. 7.11)
Balance of nature (v. 7.12)
Blosp_henc Flora and fauna (v. 7.13) Flora and fauna (v. 7.13)
motive
Earth’s climate (v. 7.15)
Local pollution (v. 7.15)
Price (v. 6.1) Price (v. 6.1)
Packaging (v. 6.2) Packaging (v. 6.2)
Sustalnaple Local products (v. 6.3) Local products (v. 6.3)
consumption

Organic stores (v. 6.4)

Unethical companies (v. 6.5)

Organic stores (v. 6.4)

Unethical companies (v. 6.5)

By the means of structural equation modeling theetations between the

motives and sustainable consumption dimensionsre@sured (e.g. Milfont et
al., 2006). Multiple fit statistics are used to kenade the degree to which data fit

the model. A goodness of fit index (GFI) of 0.90 greater and a root mean

square error of approximation (RMSEA) of less ti#ab0 can be interpreted as
acceptable model fits (Browne and Cudeck, 1993y ldaial, 1998; Schultz,

2001). Overall acceptable fits were found for b@erman consumers (GFI =
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0.91 and RMSEA = 0.072) and Spanish consumers €3F91; and RMSEA =
0.089). Further overall fits of both samples arevah in Table 4.2 such as the
Tucker-Lewis index (TLI) and the Comparative Fidéx (CFI)?

Table 4.2: Fit indices for SEM

X2 Df x2/df GFI CFlI RMSEA TLI
Spaniards 299.05 63 4.75 0.91 0.82 0.089 0.771
Germans 211.25 63 3.35 0.91 0.84 0.072 0.802

In the Spanish sample the three motive concerns binificant p < 0.01)
positive paths to sustainable consumption as TaBéndicates’ The altruistic
motive concern is highly significant and has thersgest path to sustainable
consumptionff = 0.53;p < 0.01) (see Figure 4.4). A lower significant ebation
exists between the egoistic motive concern andaswgile consumptionp(=
0.25;p < 0.01). The lowest significant correlation exibetween the biospheric
motive and sustainable consumptigh= 0.11;p < 0.01). Among the German
consumers, a negative non-significant path is medsbetween the egoistic
motive concern and sustainable consumptjpr (-0.12;p > 0.05) (see Figure
4.3). The biospheric motive path is significantipes (B = 0.11;p < 0.05).
However, the altruistic motive concern has a higsignificant positive path to

sustainable consumptioft € 0.53;p < 0.01).

Table 4.3: Standardized Coefficients for the SEM

Spanish consumers German consumers
Estimate p Estimate p
Egoistic > SC 0.25 0.007*** -0.12 ns
Altruistic > SC 0.53 0.000*** 0.60 0.000***
Biospheric > SC 0.11 0.004*** 0.05 0.035*

**p<0.01,*p<0.05*p<0.1

° More evidence is provided in Table 4.9 and Tabl®4Appendix).
19 More evidence is provided in Table 4.7 and TabB(Appendix).
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In both countries, the altruistic motive is the doeamt motive, leading
consumers in their purchase decisions. This findsogports Hypothesis 4
partially as Spanish and German consumers attatifieaent importance to the
egoistic and the biospheric motive (see Table 4&mparing both consumer
groups, the altruistic motive exhibits higher esties among the German
consumers, supportingypothesis 4aThe biospheric motive however provides
stronger estimates among the Spanish consumepspdisg our expectations in
Hypothesis 4bAmong both consumer groups the biospheric matmacern is
positively correlated with sustainable consumptisapporting Schultz (2001)
who stated a consistently positively correlatiorne3e results give evidence
about differing consumption-leading motives betwe@arman and Spanish

consumers and enable retailers to respond to loagtets and consumer needs.

Table 4.4: Summary of hypotheses

Motive-based

Hypothesis 4 Same level of importance between Germans and Spaniards Partially supported
Hypothesis 4a  Germans allocate higher importance to altruistic motive Supported
Hypothesis 4b  Germans allocate higher importance to biospheric motive Not supported

Perception-based

Hypothesis 5 Varied perception between Germans and Spaniards Supported
Hypothesis 5a  Higher perceived availability among German consumers Supported
Hypothesis 5b  Higher perceived visibility among Germans consumers Supported

4.5.2 Perception-based results

Our analysis exhibits differing results among Sphniand German
consumers regarding their perception of sustaingieducts in retailing,
supportingHypothesis 5 Taking into consideration the perceived visililif
sustainable products in retail stores, German guoessiscored significantlyp(<

.001) higher orsustainable products are visible in the retail st@helvegM =
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3.14, SD = 1.59)than Spanish consumerbl (= 2.64,SD = 1.36) (see Table
4.5)M This supportHypothesis 5aand suggests a higher visual appearance of

sustainable products in German retail stores.

Table 4.5 Mean value comparison of perceived availabilitg aisibility

Spaniards Germans
(n=503) (n=486)
M SD M SD T value p
Perceived visibility
Sustainable products are visible in 264 1.357 314 1591 5.32 0.000%*
the retail store shelves
Perceived availability
Many retail stores offer sustainable 217 1.138 3.33 1521 13.52 0.000%*
products
Retail stores offer a wide range of 235 1.259 336 1.700 10.64 0.000%**
sustainable products
| can buy sustainable products by
2.17 1.231 3.00 1.601 9.15 0.000***

all means

#% < 0.01,* p<0.05 *p<0.1
The p values were calculated with a degree of freedom of 989 (sum of both samples).

Further examination of the perceived availabilitfy sustainable products
demonstrates that, German consumers were more rswppof the item many
retail stores offer sustainable produgtd = 3.33,SD=1.52 vsM =2.17,SD=
1.14 for Spanish consumers). In addition, Germarsemers scored significantly
(p < .001) higher ometail stores offer a wide range of sustainablegurcts(M =
3.36,SD = 1.70) than Spanish consumes £ 2.35,SD = 1.26). Finally German
consumers were also more likely to endorse the itetan buy sustainable
products by all mean@v = 3.00,SD= 1.60 vsM = 2.17,SD= 1.23 for Spanish
consumers) (see Figure 4.2). As German consumersare supportive of the

three items, representing the availability of sustle products in retailing,

" More evidence is provided in Table 4.6 (Appendix).
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Hypothesis 5kcan fully be approved. Due to the perception dewia of the
sustainable product offer in retailing among Gernaawl Spanish consumers,
new interpretations about the sustainable marktistin both countries can be
made.

Figure 4.2:Perceived sustainable product offer by GermanSpahish respondents

Spaniards ®Germans

Visibility in retail store

shelves W

Available in many retail

stores W

Offered through a wide

product range W
Available by all means e

0 0,5 1 15 2 2,5 3 3,5 4
Likert scores (1-7)

4.6 Conclusions

This chapter demonstrates varied perceptions o$ul&inable product offer
between German and Spanish consumers, since auitsresnfirm a higher
perceived visibility among the German consumers e had hypothesized. As
a consequence, we also stated a higher perceivathlaiity of sustainable
products in German retailing. These results empkRasur expectations about a
higher existing environmental awareness among #&m@n@n consumers due to a
more developed sustainable market in Germany. Qodings support
Papaoikonomou et al. (2011) who detected that tle of sustainable products

in Spanish retail is still in an early phase of elepment.

Regarding the personal motives leading to susti&nabnsumption, our

results indicate that our structural equation mguelided good fit for German
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and for Spanish consumers and support Stern an’®ig994) value basis

theory, differentiating between altruistic, egaisind biospheric motives. Our
results suggest that in the first place, consumkeb®th countries buy sustainable
products on the basis of the altruistic motive @nc In the second place, the
egoistic motive influences the Spanish consumerhig purchase decision

whereas no significant results were found among@beman consumers. In the
third place, the biospheric motive can be deterhimmong both cultures as the
weakest motive concern influencing purchase dawssi®bserved as a whole,
we conclude that Spanish as well as German consumainly buy sustainable

products because of their impact on society. Caorscabout the impact on the

eco-system are inferior to the social impact.

Results suggest that consumption driving motives especially consumer
perception vary among the analyzed cultures. Tumparts the theory of De
Mooij and Hofstede (2002), who stated large diffees among the value
systems of consumers in different European cowntfiexplanations for these
circumstances can be versatile as many factoraueinfle perception and
environmental motives. Consumers might have diffelevels of environmental
awareness and concern (Shrum et al., 1994). Pngbabhsumers are also
skeptical toward the sustainable marketing of cangsaor maybe they do not
believe in the effectiveness of their own environtaé contribution. Finally,

different information conditions could cause oufatent results.
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4.7 Implications for practice and research

Interpreting our results, we suggest that retaihexsd to promote sustainable
products especially in Spain to raise the consuam@reness of their sustainable
performance. Doing so, retailers should focus aaffg®n the social impact of
their products. However, personal interests shaubdl be forgotten either,
especially among the Spanish consumers. Througbiadpadvertising efforts
focusing on personal advantages such as moneygsavipersonal health and a

better visual product presentation, retailers fbgsaise consumer awareness.

We believe that further research should focus enetkternal circumstances
of German and Spanish consumers as their perceptisustainable products is
not only influenced by their consumption motivesrther influential factors to
be analyzed could be environmental awareness, magize or product
communication. The analysis of the sustainable stark Spain would be
especially reasonable, since we do not know whetherlow perception is
caused by a weaker sustainable product offer. M@reda may be worthwhile to
investigate the pattern behind the displayed difiee in consumption motives in
Spain and Germany in more detail. It could be sg#ng to find out if these
consumption motives correlate with specific perdipndraits or other socio-
demographic characteristics. Research in this maabe promising for retailers
who try to segment their customer base and helm toemarket their sustainable
products by addressing the specific needs andcplaticonsumption motives of

their customers.
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4.8 Appendix

Table 4.6: Independent samples test for perceived product béaveen German and Spanish respondents

Levene's Test for t-test for Equality of Means

Equality of Variances

F Sig. t df Sig. (2- Mean Std. Error  95% Confidence Interval
tailed)  pifference Difference of the Difference

Lower Upper

Sustainable products: Equal variances assumed 17.546 .000 -5.320 987 .000 -.500 .094 -.684 -.315
Visibility .

Equal variances not assumed -5.306 951.944 .000 -.500 .094 -.685 -.315

Sustainable products: Equal variances assumed 71.936 .000 10.642 987 .000 -1.010 .095 -1.196 -.824
Product range )

Equal variances not assumed 10.589 893.072 .000 -1.010 .095 -1.197 -.823

Sustainable products: Equal variances assumed 66.777 .000 13.517 987 .000 -1.152 .085 -1.319 -.985
Store quantity ]

Equal variances not assumed 13.451 897.597 .000 -1.152 .086 -1.320 -.984

Sustainable products: Edual variances assumed 50.585 .000  -9.147 987 .000 -.829 .091 -1.007 -.651

By all means Equal variances not assumed -9.107 910.358  .000 -.829 091 -1.008 -.650




Figure 4.3:Structural equation moc for German respondents
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Table 4.7: Regression weights for Germrespondents

Estimate  S.E. C.R. P Label
SC <--- EGO -.115 132 -868 .385 W17
SC <--- ALTRU .601 .085 7.110 rohk W18
SC <--- BIO .052 .024 2111 .035 W19
V7.3 <--- EGO 1.303 416 3.135 .002 w1
V7.1 <--- EGO 1.000
V7.5 <--- EGO .822 239  3.446 rohk w4
V7.9 <--- ALTRU 1.000
V7.7 <-- ALTRU .926 .097 9.575 il W6
V7.6 <-- ALTRU .573 .070 8.146 il W7
V7.10 <--- ALTRU .831 .088 9.498 il W8
V7.13 <--- BIO 1.000
V6.2 <-- SC 1.000
V6.3 <-- SC 919 11 8.277  x W13
V6.4 <-- SC 1.418 159 8.895 i W14
V6.5 <--- SC 973 116 8.371 il W15
V6.1 <--- SC .679 119 5.702 il W16

% < 0.01, * p <0.05 *p<0.1
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Figure 4.4: Structuralkequation mod: for Spanish respondents
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Table 4.8: Regressionveights forSpanish respondents
Estimate  S.E. C.R. P Label
SC < EGO 251 094 2681 .007 W17
SC < ALTRU 532 086 6212  **  Wi8
SC < BIO 111 039 2845 004 W19
V7.3 < EGO 957 218 4394 v W1
V7.1 <- EGO 1.000
V75 < EGO 623 142 4401 vt W4
V7.9 <- ALTRU  1.000
V7.7 <— ALTRU 1095  .102 10.761 ** W6
V7.6 <-— ALTRU 873 113 7.709 v W7
V7.10 <— ALTRU 1127  .094 11.964 ** W8
V7.13 <— BIO 1.000
V6.2 < SC 1.000
V6.3 < SC 861 085 10.080  *** W13
V6.4 < SC 1.147 099 11.646 > W14
V6.5 <-- SC .806 092 8764  *x  Wi5
V6.1 <-- SC 776 081 9533 W16

k< 0.01, * p <0.05,*p<0.1
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Table 4.9: Model fit summary for German sample

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 28 211.246 63 .000 3.353
RMR, GFI
Model RMR GFl AGFI PGFI
Default model .166 .934 .905 .647
Baseline Comparisons
Model NFI RFI IFI TLI CFlI
Default model .789 .739 .842 .802 .840
RMSEA
Model RMSEA LO 90 HI90 PCLOSE
Default model .072 .062 .083 .000

Table 4.10: Model fit summary for Spanish sample
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 28 299.053 63 .000 4.747
RMR, GFI
Model RMR GFlI AGFI PGFI
Default model 199 913 .874 .632
Baseline Comparisons
Model NFI RFI IFI TLI CFI
Default model 779 727 .817 771 .815
RMSEA
Model RMSEA LO 90 HI90 PCLOSE
Default model .088 .078 .098 .000
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Chapter 5

Perception of corporate sustainable activities and
communication™

2 This chapter is based on Stolz et al. (2013).
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5.1 Introduction

Companies need to invest in CSR behavior in ordegenerate favorable
stakeholder attitudes and better support behawoxh as purchase or the
investment in the company. Moreover the intent®noi build corporate image
and strengthen stakeholder-company relations (Dualgt 2010). However,
besides the rising costs, CSR can also be a sotiggportunity, innovation and
a competitive advantage (Porter and Kramer, 20B6kides the opportunities
corporate sustainable communication offers, it amo cause reputational risks
(Dawkins, 2004) because although stakeholders neqguoore information about
the corporate sustainable activities, they are ajseckly exhausted when
companies promote their CSR efforts too aggressi€lu et al.,, 2010).
Companies often do not satisfy the stakeholdergiirements sufficiently which
explains why they do not get full credit for theustainable behavior (Dawkins,
2004). Consumer perception varies among culturéss Tay have various
reasons as consumer perception is influenced bgluptooffer, by consumer
knowledge and also by product information (De Pelsker and Janssens, 2007).
“Need for more research on cultural differencescamsumer perceptions and
consumer behavior is apparent” (Hyllegard et &05), as consumer behavior
varies among European countries, reflected in aopson and product use (De
Mooij and Hofstede, 2002).

This chapter focuses on the consumers’ percepfiaroiporate sustainable
behavior in Germany and in Spain, measuring peececorporate activities and
perceived corporate communication about sustaitabissues. Comparing
German and Spanish consumers seems to be releseaide of the expected
approximation among European citizens regarding tt@sumption behavior
and the differing cultural values among Germans &pdniards (Hofstede,
1980). Similar characteristics of the countrieslude unification through the
European Union; Germany since 1952 and Spain 4i86. Despite sharing the

European culture, both countries exhibit fundamediféerences, which might
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influence people’s perception. In contrast to Sp&@earmany always tended to be
a more industrialized country. This is in line witbxley (1998), who considered
Northern countries to be more industrialized thautBern countries. Besides,
Wood suggests (1995) that there are importantatHitferences between highly
industrialized countries of the North and less sidalized countries of the
South. Polonsky et al. (2001) add that Southernofgan countries do not
exhibit the ethical characteristics of the Northeauntries, describing Southern
countries as “less” developed in regards to enwiremal sustainable issues. This
cross-national comparison is an extension to previgtudies comparing
consumers’ attitudes between Southern and NortB@mopean countries as it
exhibits the level of corporate communication alsusgtainable activities in both
countries. Considering not only culture to be dluential factor on perception,
we also analyze the effect of socio-demographitofacsuch as age and gender.

This chapter aims to:

(1) Examine the impact of country, gender and age amepesd corporate
sustainable behavior.
(2) Find more characteristics of consumers who suppomporate sustainable

behavior by paying more for sustainable products.

Companies have a special interest in further rebeas consumers react
sensitively to corporate sustainable behavior. Egflg, expanding European
companies are addressed, who need to be sensitleeal consumer needs and
selected market conditions (Hyllegard et al., 200Bhe level of consumer
responsibility is an indicator of the efficiency afcompany’s communication
about sustainable activities. Findings aim to helkgpecially multinational
companies to improve their information system, segintheir customer base and
define their marketing strategy. Our research igeeted to shed light on the

aspects companies need to focus on to raise tlseicm@r’'s attention.
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5.2 Literature Review

5.2.1 Corporate sustainable behavior

Corporate sustainable behavior includes the aigsv/tompanies undertake to act
friendly towards the environment but also their cammication towards the
companies’ stakeholders. Corporate sustainableitesi are manifold and can
be realized through initiatives, for instance. iatives mean company
involvement in charitable causes such as donatiGasnpanies donate every
year millions of dollars to nonprofit organizatio(f3en and Bhattacharya, 2001;
Lichtenstein et. al, 2004). However, this kind ostinability is social-based. In
regards to ecological behavior, Hart (1997) recomuisehree steps to implement
sustainability within a company such as the avadanf air pollution, the
introduction of clean and highly developed techgas, and a complete product
responsibility. Full product responsibility can aehieved by responsible acting
along the supply chain. “The supply chain has beaditionally defined as a
one-way, integrated manufacturing process whemin materials are converted
into final products, then delivered to customeBédmon, 1999). Environmental
sustainable acting along the supply chain can ¢eimented by the companies
through the use of renewable raw materials obtair@d nature, the production
through efficient and modern production facilitiespart distribution systems
avoiding pollution through transportation, consurmierts about a careful product
use and disposal through recycling. Sustainabaibng the value chain is also

called cradle-to-cradle approach.

Corporate communication is an important tool foc@mpany to inform
stakeholders about their activities and productakeéholders react by not just
buying more products but also by supporting the mamy through investing in
the company or seeking employment (Sen et al., X006&rough yearly
published sustainability reports, companies usuaflyrm the stakeholders about
results and progress of their ecologic, economid ancial achievements.

Published information provides a basis for thenggiand rankings which are
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published by non-governmental organizations (NGOS$his information
however does not really affect the consumer inpoischase decision but even
more other stakeholders such as government pqglibl€&Os or investors. In
order to communicate with consumers, companies ssh@ diverse choice of
media channels through which marketing communioatican be sent to
customers. Those include traditional communicaticays such as television,
mail or telemarketing but also more recent commatioa ways such as internet
banners, e-mail, blogs or mobile phone communinati®anaher and Rossiter,
2011).

Mohr and Webb (2005) state that many companies oritym about the
good things they are doing, which is why consumerstt of corporate
communications is low. Moreover, Webb and Mohr @99mention that
consumers develop more confidence if companies dstraie a long-term
commitment to an issue such as the reduction of@mwental damage or to a
nonprofit organization. As consumer perception ikey factor to raise the
benefit, companies especially need to know whatdomunicate (message

content) and where to communicate (message chaiimeBt al., 2010).

5.2.2 Perception of corporate behavior

A positive perception of sustainable corporatevées is of special interest
for a corporation as it needs to satisfy the spavéeds of its stakeholders.
Consumer perception affects the image of brands fangs, their financial
performance, and the propensity of consumers to $&pscific brands and
patronize certain retailers (Luo and Bhattacha®@)6). Perception influences
the consumers’ attitudes towards the company (erdtein et al., 2004) and
impacts on the consumer behavior (De Pelsmackedansksens, 2007). Besides,
Mohr and Webb (2005) state that perceived commitinitainfluences the
purchase behavior of the consumer. As previous areBe demonstrates,

especially in developed countries, consumers pagcigp attention to the
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environmental behavior of companies (Wagner e@D9). Therefore marketing
programs are launched by companies to raise theuooer awareness about their
sustainable product offer. Still, it is importat $pread positive information
about sustainability as Sen and Bhattacharya (26@dnd out that negative
information about CSR has stronger effects on tbesgmer than positive

information.

Lichtenstein et al. (2004) quote that when a compandertakes a CSR
activity to the extent that the initiative sign&bsconsumers that the company has
traits that overlap with their self-concept, consusnhave higher degrees of
identification with the company and, in turn, arerm likely to support the
company. Therefore, companies try to minimize skegrh through a better CSR
communication. Consumers want to know about théasable activities of the
company they buy their products from but they ajskly become skeptical if
the CSR strategies are too aggressive (Du et d10)2 Too much
communication about CSR activities could become treonproductive
(Arvidsson, 2010). The company’s credibility mighet hurt if a too high CSR
profile is disclosed, which is defined as a selbfrpoters’ paradox by Ashforth
and Gibbs (1989). Consumers act more positivelycdmpany’s sustainable
activities if they receive their information fromeutral sources such as
independent organizations (Simmons and Becker-Q@@06). Skepticism can
also be reduced if the company discloses a traespand verifiable CSR

communication, reporting about progress and fasl{fegvidsson, 2010).

Consumer perception varies among cultures. Follgwime definition of
Kroeber and Kluckhohn (1952), we define culture aasconsensus of the
behavioral patterns of many individuals. This corsses is based on larger social
units such as countries, comprehensive languagencmities or cross-national
units such as the European culture.
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5.2.3 Cultural impact

Previous experience in practice has shown thatntipact of culture is far-
reaching. Companies decided to adapt centralizirajegies in order to save
money but a contrary effect was achieved as aaedd control leads to less
local sensitivity (De Mooij and Hofstede, 2002).Mjmanies must be sensitive to
local consumer needs and selected market conditimspman, 2002, Keillor et
al., 2001).

The appearing single European market in 1992 amdtdrt of a new Europe
with a single currency made marketers believe doaisumers of the member
countries become more similar through the conswmptif the same products
and similar television programs (De Mooij and Hets, 2002). However,
consumer behavior still differs to a huge extertvieen the European consumers
(Hyllegard et al., 2005) caused by the differedugs, leading to consumption.
Those consumer-leading values are based on theribédtdevelopment of the
particular countries and cannot be changed in atively short period of time.
Economic systems in Europe converge increasinglyhbwever there exists no
evidence for converging values. In contrast, congion and product use reflect
the diverging consumer behavior among the membentoes (De Mooij and
Hofstede, 2002). Schmidt and Pioch (1994) undetia¢ the “Euro-consumer”

has not yet arrived.

5.3 Theory and Hypotheses

In the following section, we will discuss our hypeses relating to the
perceived corporate sustainable communication. aBwgile consumer
perception is influenced by several factors suchpm@sgluct offer, sustainable
knowledge or information about sustainability (Deldacker and Janssens,
2007). Papaoikonomou et al. (2011) found out tlemmared to Germany, the
Spanish ethical market is still in the early phatéevelopment. Existing social
trend groups such as the LOHAS (“Lifestyle of Hea#nd Sustainability”)
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emphasize the advanced sustainable market and dhsumer’s increasing
sensitivity for sustainable consumption in Germavgignan (2001) underlines

a high sensitiveness among the German consumers.

Carrero et al. (2010) name three obstacles whietagmt the development of
environmentally sustainable consumption in Spaiirstly the missing
motivation, secondly additional expenses, and ljndle missing information,
considering this last factor to be the most impurtzbstacle. Consumers are not
able to evaluate the ethical attributes of a prgdiicthe company does not
inform about the product’s social and ethical copsmces. There are no specific
regulations in Spain about the use or misuse afrapanying information on the
products which avoids that the consumer is ableotaplain about a company’s

behavior. This leads us to the following hypotheses

Hypothesis 6a:  German consumers exhibit a higher perception gbarate

sustainable activities than Spanish consumers.

Hypothesis 6b:  German consumers exhibit a higher perception gbarate

sustainable communication than Spanish consumers.

Previous studies investigating the linkage betwggmder and environmental
issues have found significant relationships buticaid different results.
Balderjahn (1988) for example found out that thdatienship between
environmentally conscious attitudes and the usesusitainable products was
more intensive among men than among women. In asntBanerjee and
McKeage (1994) suggest that women tend to be nmorecamentally conscious
than men. Bageac et al. (2011) observes in prevgtudies a more ethical
behavior among women as well. Diamantopoulos et (aD03) suggest
differentiating between environmental knowledge @&mdironmental behavior,
measuring the gender effect. They believe that wonexhibit higher
environmental behavior and a higher concern, wiseraales tend to have a

better environmental knowledge. Supporting Barr@taal. (2002) we believe
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that people with higher environmental concern &sal to have a better level of

ecological knowledge. This assumption leads ukeaddllowing hypotheses:

Hypothesis 7a:  Female consumers exhibit higher perceived corporate

sustainable activities than male consumers.

Hypothesis 7b:  Female consumers exhibit higher perceived corporate

sustainable communication than male consumers.

Several prior studies have analyzed linkages betvagge and sustainable
consciousness but mostly with non-significant retahips, indicating that
younger people exhibit higher levels of knowledBeamantopoulos et al. 2003).
In contrast, De Pelsmacker et al. (2005) identifradldle-aged consumers
between 31 and 44 years as most sensitive, anglyfzénperception towards Fair
Trade as an example of social responsibility. Aplaxation for this could be
that consumers following the modern existing Lijst of health and
sustainability (LOHAS) (Kotler, 2011) belong to shaging group to a high
extent. LOHAS are enlightened consumers who sefinclindividual but also
social and environmental benefits when making tipeirchase (Carrero et al.,
2010). Environmental behavior expressed througpaomsible purchases often
cause additional expenses (Uusitalo and Oksaneby)2@hich can only be
carried by people with a higher income level, whaglke mainly represented by
middle-aged. We believe that these facts also enite the perception level of
corporate activities and corporate communicatioefiriing the existing aging
group between 35 and 49 years as middle-aged, wpoge the following

hypotheses:

Hypothesis 8a:  Consumers between 35 and 49 years exhibit higher
perceived corporate sustainable activities tharerotiging

groups.
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Hypothesis 8b:  Consumers between 35 and 49 years exhibit higher
perceived corporate sustainable communication thther

aging groups.

No hypotheses for the upcoming CHAID analysis wesgablished, as it
turns out to be difficult to predict the charactéds of consumers being willing
to pay more for sustainability, considering thetftwat over 70 variables are

included in the analysis.

5.4 Methodology

Firstly, we average the activity-representing itetake the protection of the
environment seriously, try to reduce pollution leéit products, offer sufficiently
sustainable products in their range, focus on thevedopment process of
sustainable productand the communication-representing iteaatvertise their
sustainable products sufficiently in the mediapinf about the environmental
impact of their productsto compare the mean values of the consumers’
perception of corporate sustainable behavior. Alesttt-test is run to determine
the differences for the perception-based items gntba countries. The analysis
iIs based on Maignan (2001) who analyzed the peaosepdf corporate
responsible activities, contrasting consumers im@ay, France and the United

States.

Secondly, by the use of two repeated measures ANOMA measure the
influence of socio-demographic variables, using age gender as independent
variables and the six perception-based variabletependent variables. The age
variable is classified into the four categories;2B8years, 26—-34 years, 35-49
years, and 50 years or older (e.g. Swaidan, 2Ré3ults of this analysis are
supposed to discover differences in the perceivedacate sustainable activities
between the four aging groups as well as betweele @ad female in both

countries.
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Thirdly a CHAID analysis is run, taking into accdéuall the items of the
guestionnaire in order to create a full profileGérman and Spanish consumers
being willing to pay more for sustainable produdtke analysis is based on the
item “I am willing to pay a higher price for a saistable product” (v6.1) being
part of the question “What actions will you takedct sustainable during your
purchase?”. Responses usually being evaluated eavan-point Likert-type
scale ranging from strongly disagree (1) to strpragjree (7) were evaluated on a
dichotomic scale, differentiating between “wouldpday more” and “would pay
more”. Respondents who agreed on the Likert-scalé) (with the payment of
higher prices were categorized as “would pay mdRespondents who disagreed
on paying higher prices (1-3) were categorized a®uldn’'t pay more”.
Respondents who answered with “indifferent” (4) evezxcluded from the
analysis as their profile is of no special intefestcompanies. Besides a separate
profile of the German and the Spanish consumenvanall profile was created
in order to find out about similarities or diffex@s to the national profiles. The

analyses are run with SPSS v20.

5.5 Results

5.5.1 Perception-based results

Averaging the corporate behavior-based items, wel fthat German
respondents score significantly highertake the protection of the environment
seriously(p < .001) offer sufficiently sustainable products in thesnge (p <
.001) focus on the development process of sustainabol@upts(p < .01) than
Spaniards (see Table 5.1).
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Table 5.1: Mean value comparison for perceived corporate hehaetween German
and Spanish respondents

Spaniards Germans
(n=503) (n=486)
Companies in my country... M SD M SD T value p
Perceived corporate activities
...take the protection of the
) ] 2.73 1.291 3.62 1.442 -10.18  0.000***
environment seriously.
...try to reduce pollution of their
2.79 1.347 3.19 1.374 -4.55 n.s.
products.
...offer sufficiently sustainable
) ) 2.42 1.119 2.83 1.286 -5.33 0.002%**
products in their range.
...focus on the development
) 2.89 1.265 3.16 1.373 -3.19 0.018**
process of sustainable products.
Perceived corporate communication
...advertise their sustainable
o ) ) 2.64 1.247 2,98 1.388 -4.12 0.025**
products sufficiently in the media.
...inform about the environmental
2.33 1.268 2.62 1.422 -3.36 0.000***

impact of their products.

0k < 0.01, * p < 0.05,*p<0.1

A non-significant difference was detected for to reduce pollution of their
product (p > .05). Due to one non-significant relationshifypothesis 6acan
only be partially approved. Consistent wilypothesis 6pbwe find that German
respondent score significantly higher advertise their sustainable products
sufficiently in the medi < .05) inform about the environmental impact of their
products(p < .001)when averaging the corporate communication-bassadsit
(see Figure 5.1).
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Figure 5.1:Perceived corporate activities and communicatyp®@brman and Spanish
respondents

Spaniards ®Germans

Protection

Broad product range

Development process

Advertisement

Environmental information

0 0,5 1 15 2 2,5 3 3,5 4

Likert scores (1-7)

Among both consumer groups, gender had highly Bogmit effects for
every item as males scored significantly highees 0.01) on every single itef.
Among the German respondents, the greatest differdretween men and
women was found for the activity-based itetake the protection of the

environment seriousl{see Figure 5.2’

Figure 5.2: Gender effects for perceived corporate behavicdBerman respondents

Female ®Male

Environmental information

Advertisement

Development process

Product range

Pollution reduction

Environmental protection

0 0,5 1 15 2 2,5 3 3,5 4 4,5
Likert scores (1-7)

13 Further evidence is provided in Table 5.4 and &4&bb (Appendix).
% Further evidence is provided in Table 5.6 and &4&b¥ (Appendix).
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Among the Spaniards, the highest difference between and women was
scored for the communication-based iteadvertise their sustainable products
sufficiently in the medigsee Figure 5.3). Due to the lower scores among the
female consumers in both consumer groups forexthst ourHypothesis 7and
Hypothesis 7pstating that women exhibit higher perceived coap® sustainable

activities and higher perceived communication thmem cannot be supported.

Figure 5.3:Gender effects for perceived corporate behavidBjpanish respondents

Female ®Male

Environmental information

Advertisement

Development process

Product range

Pollution reduction

Environmental protection

0 0,5 1 15 2 2,5 3 3,5

Likert scores (1-7)

Cross-national differences were detected for thealble age. Among the
Spanish consumers, age had no significant effectaliothe variables. Thus,
results based on age cannot be interpreted in plheish sampl& Among the
German consumers, young consumers were detectsgore the significant
highest values for the variablezke the protection of the environment seriously
(26-35 years)advertise their sustainable products sufficiemiythe medig18-

25 years)inform about the environmental impact of theioghucts(18-25 years)
and offer sufficiently sustainable products in theirnge (18-25 years). No

significant relationships were observed for thengdry to reduce pollution of

> More evidence is provided in Table 5.8 and Table 5.9 (Appendix).
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their productsandfocus on the development process of sustainabltupts(see
Table 5.2)*°

'® More evidence is provided in Table 5.10 and Table 5.11 (Appendix).
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Table 5.2: Age and gender effects for perceived corporatenehan German and Spanish respondents

Country Age Gender

18-25 26-34 35-49 >50 Male Female
Perceived corporate activities
Companies take the protection of the GER 3.72** 3.79** 3.21* 3.42*%* 3.94xxx 3.33%**
environment seriously. ESP 2.45 2.60 2.78 2.85 2,89+ 2.54%%
Companies try to reduce pollution of their GER 3.31 3.20 2.92 3.28 3.49%** 2.92%x*
products. ESP 2.59 2.65 2.82 2.99 3.00%* 2,55+
Companies offer sufficiently sustainable GER 3.06* 2.84* 2.49% 2.80* 3.03*** 2.65%**
products in their range. ESP 2.36 2.29 2.40 2.68 2,57+ 2,240+
Companies focus on the development GER 3.24 3.19 2.93 3.26 3.37%** 2.98%**
process of sustainable products. ESP 2.73 2.84 2.89 3.03 3.11% 2,65+
Perceived corporate communication
Companies advertise their sustainable GER 3.16* 3.08* 2.64* 2.82* 3.25%** 2.75%**
products sufficiently in the media. ESP 245 261 267 2 64 5 g7wee 2 3w
Companies inform about the GER 2.72* 2.73* 2.25% 2.57* 2.81%x* 2.45%x*
environmental impact of their products. ESP 297 294 229 558 e 2 1wk

% < 0.01, * p <0.05 *p<0.1
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Table 5.3: Summary of hypotheses

Culture-based

] German consumers exhibit a higher perception of corporate ]
Hypothesis 6a ) o ) Partially supported
sustainable activities than Spanish consumers.

Hypothesis 6b  German consumers exhibit a higher perception of corporate

) o ) Supported
sustainable communication than Spanish consumers.
Gender-based
Hypothesis 7a  Female consumers exhibit higher perceived corporate
) o Not supported
sustainable activities than male consumers.
Hypothesis 7b  Female consumers exhibit higher perceived corporate
) o Not supported
sustainable communication than male consumers.
Age-based
Hypothesis 8a  Consumers between 35 and 49 years exhibit the highest
Not supported
perceived corporate sustainable activities.
Hypothesis 8b  Consumers between 35 and 49 years exhibit the highest
Not supported

perceived corporate sustainable communication.

In consequence, otitypothesis 8andHypothesis 8pstating that consumers
between 35 and 49 years exhibit higher perceivepotate sustainable activities
and higher perceived communication than other agyngups cannot be
supported (see Table 5.3). However, in order taiptea tendency on how age
impacts on perceived corporate sustainability, amimealue of all the perception-
based items from the questionnaire was quantifiedjuding the factors
perceived communicationggality, frequency presentationand credibility),
perceived availability \(sibility, product range store quantity and
circumstances perceived quality and prize of productac¢eptable prize
average prizeadaption high quality and high standargl as well as perceived
companies’ environmental protectign advertisement product information

environmental pollutionproduct rangeand sustainable developmefit Figure

Y Measured items refer to the questions 8 and 9 of the questionnaire.
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5.4 showsan increasing straight line for the effect of age tbe answerin

behavior of the Spanish responde

Figure 5.4. Meanvalue distribution fc relation between age aperceived

corporate sustainabiliiamong Spanish respondents

80 +

70 4

60 -

50 -

40 -

30 4

20 +

10 -

# Mean values Lineal (Mean values)

Results imply that consumers tend to respond marsitipely towards
corporate behaviothe older they g. This findingis contrary to th results
concerning perceiveccorporate activities, where age did not signifiba
influence the answering behav An almost horizontal straight line is detect
when measuring the impact of age on the answeehgyor among the Germi
consumers (see Figurebh Results implythat age has basically no effect on
perception of corporate behavior. Thfinding is also contrary toour
expectationsas age tuned out to be influencing on perceiwegdarate adadvities,

identifying young consumers to value more posit.
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Figure 5.5: Meanvalue distribution for relation between age perceived

corporate sustainabiliamong German respondents
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5.5.2 Characteristics-based results

The CHAID results show that first of all 299 resgdents (72 percent) would
pay a higher price for sustainable products, wield® respondents (28 percent)
are not willing to pay more. Spanish consumers ah® willing to pay more
attach a high importance to the product brand Fsgere 5.6). A total of 179 of
193 of the respondents (92.7 percent) who evalulaitgter than undecided (4)
agree orthe brand of the produ@nswering the question “how important are the
following aspects when making a decision on whatdpcts to buy?”. Only 14
people (7.3 percent), attaching high importandaré&mds would not pay more for
sustainable products. Furthermore, 129 of 131 redpats (98.5 percent) who
evaluated higher than rather disagree (2) sustainable products have
acceptable pricesvould be willing to pay higher prices. This imdiéhat prices
can be higher but they need to be reasonable. Tamish CHAID model
exhibits an overall percentage of 79.3 percent {sdxe 5.13)°

'8 More evidence is provided fable 5.12 (Appendix).
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Figure 5.6: Characteristics of Spanish respondents willingay @ higher price

Fay mare

Node O

Category % n
®guldn't pay more 25,0 116
B rould pay mare 72,0209

Total 00,0 H5

____________
: W yifouldn't pay more |
= would pay more | —

|

FPurchase decision: Brand
Adj. P-value=0,000, Chi-square=119 431, d=3

<= Rather disagres (Rather disagree, disagres] (disagree, Undecided] = Undecided
Node 1 Hode 2 Node 3 Node 4
Category % n Category % n Categony % n Categony k3 n
Eyrouldn't pay more 759 44 Bofauldn't pay mare 456 31 Eofauldn't pay mare 22,1 27 Hfouldn't pay mare 7.2 14
M ould pay more 244 44 | |Muvould pay more 544 37 Mjould pay mere 7189 B9 M ould pay more 92,7 179
Tatal 140 &2 Tatal 16,4 62 Tatal 23,1 96 Tatal 46,5 193

- Emmg—

Sustainable products: Acceptable prizes
Adj. P-walue=0,000, Chi-square=12,709, df=1

= Ratherl dizagres 1 Ratherldisagree
Node 5 Hode &
Categony k3 n Categany W n
B youldn't pay more 19,4 12 B yfouldn't pay more 1,5 2
B would pay more 806 &0 W ifould pay more 985 129

Taotal 149 &2 Total 316 121

CHAID results for German consumers show that 38poadents (74.5
percent) would pay more, whereas 104 respondebiS (#rcent) would not pay
more for sustainable products (see Figure 5.7).ofaltof 274 of the 408
respondents evaluated higher than undecided (4) buay products without
packaginganswering the question: “what actions will youetdk act sustainable
during your purchase?”. Of them, 227 responden&8(&ercent) would be
willing to pay more for sustainability. A total df10 of the 274 respondents
evaluated between undecided (4) and rather agreen@ buy products in
organic storesalso answering the question “what actions will yalke to act
sustainably during your purchase?” of which 102stwners would pay a higher
price. Evaluating higher than rather agree (6), %275 respondents (82.7
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percent) would pay more for sustainability. The iB@n CHAID model exhibits
an overall percentage of 74.5 percent (see Tah® 5.

Figure 5.7:Characteristics of German respondents willing tp g&igher price

Pay more
MNode O
Categony % n

Hyiauldn't pay more 25,5 104
W itould pay mare 74.5 304
Total 00,0 408

R
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L

Sustainable activities: products without packaging
Adj. P-walue=0,000, Chi-square=209,282, df=1

= Und|ecided = Undecided
Node 1 Node 2
Categony % n Categony % n
Eyrouldn't pay more 425 57 ®ywiouldn't pay more 17,2 47
B rould pay mare 5745 77 B wrould pay mare 82.8 227
Total 328 134 Total 67.2 274

P

Sustainable activities: wholefood shops
Adj. P-value=0,004, Chi-square=17 122, df=2

2= Und|ecided (Undecided. Rather agree] = Rather agree
Mode 2 Node 4 Hode &
Categony k) n Categony k. n Categony W n
Byfguldn't pay more 29,2 26 B Wgyldn't pay mere 73 2 B yiguldn't pay mere 17,3 12
B Wijould pay more T0E 63 B fould pay more 92,7 102 B yitould pay mere §2.7 62

Total 2182 20 Total 27,0 110 Total 124 75

et | __

CHAID results for the overall consumer include theswers of 820
respondents (see Figure 5.8). Remaining 600 regmis1{73.3 percent) declared
to be willing to pay more for sustainable produc®.them, 443 respondents
evaluated themportance of the product bramthen making a purchase decision
higher than undecided (4), being in line with tipa&ish consumer. Of them, 385
respondents (86.9 percent) would be willing to pagre. Remaining 210
respondents declared between undecided (4) anckrratbree (6) on the
responsibility of NGOs towards environmeoft which 194 respondents (92.4

percent) agreed on paying a higher price. Finall§ tfespondents evaluated

® More evidence is provided in Table 5.14 (Appendix).
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higher than undecided (4) douying products without packagingf which 144
respondents (96.6 percent) would pay a higher gocesustainable products,
supporting a characteristic of the German consuifte.general CHAID model

exhibits an overall percentage of 77.8 peréént.

5.6 Conclusion

This chapter sought to analyze the consumer peotepif corporate
behavior and information regarding sustainabilgyuies and aims to identify the
consumers, being willing to pay more for sustaigaptoducts. Furthermore,
those consumers were aimed to be identified, etingpothe highest perception

regarding their demographic characteristics inath@yzed countries.

Results indicate that perceived corporate susthradiivities vary between
the analyzed nations, as we identify a higher perae of sustainable
information and mostly a higher perception of cogbte sustainable behavior
among the German consumers. Compared to other agoups between the
Germans, over all young people between 18 and 2 gad between 26 and 34
years perceive companies to be more responsible #id not affect the
perception of sustainable behavior among the Sparespondents. Gender,
however did affect the response behavior as mahtswuoers perceived higher
values for all the items representing corporatetasn@ble behavior and
communication than women. This result was not etque@s a majority of
previous studies identified women to be more canscitowards environmental
issues. Based on these outcomes, the expectat®thatiwomen are more alert
when it comes to the communication of sustainableior. Explications for the
discovered facts can be versatile as companiesth&gle a bad reputation, they
might have a too aggressive or not credible comoaiion, or they address

overall other target groups. Most probably compsiniactivities are not

% More evidence is provided in Table 5.16 and Table 5.17.
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accomplished sufficiently and not even communicateaich can lead in some

cases to a bad reputation.

Identifying the consumer, who is willing to pay reofor sustainability,
Spanish consumers were characterized as brandacegtable price-oriented.
This implies, that Spanish consumers, who buy prtsdbecause of their brands
and who believe that sustainable products haveptaigle prices would be
willing to afford additional expenses for sustaileaproducts. Being acceptable-
price oriented also implies that the margin, Sgacisnsumers would be willing
to pay more is quite small. Germans respondentsbeacharacterized as more
eco-friendly. Basically those consumers would payhigher price, buying
products without packaging and purchasing in omatores. These results do
not explore the margin Germans would be willingptty more for sustainability
and differ considerably from the Spanish resporgleftte general consumer can
be characterized as a mixture of both, considepngduct brand and the
purchase of products without packaging as importaiteria. These results
segment consumers in both countries in particudsegories, offering marketers
the opportunity to adapt their marketing strategee$®rand-oriented consumers

in Spain and to eco-friendly oriented consumerG@nmany.
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5.7 Appendix

Table 5.4: Descriptive results for gender differences regaydiorporate behavior in Spanish sample

N Mean Std. Deviation  Std. Error 95% Confidence Interval for Mean Minimum  Maximum
Lower Bound Upper Bound
) Men 271 2.89 1.217 .074 2.75 3.04 1 7
Corporate behavior:
Environmental protection Women 232 2.54 1.351 .089 2.36 2.71 1 7
Total 503 2.73 1.291 .058 2.62 2.84 1 7
Corporate communication: Men 271 2.87 1.296 .079 2.72 3.03 1
Advertisement Women 232 2.36 1.127 .074 2.22 2.51 1
Total 503 2.64 1.247 .056 2.53 2.75 1
Corporate communication: Men 271 2.51 1.333 .081 2.35 2.67 1
Product information Women 232 2.12 1.156 .076 1.97 2.27 1
Total 503 2.33 1.268 .057 2.22 2.44 1
Corporate behavior: Men 271 3.00 1.332 .081 2.84 3.16 1 7
Pollution reduction Women 232 2.55 1.325 .087 2.38 2.72 1
Total 503 2.79 1.347 .060 2.68 2.91 1 7
Corporate behavior: Men 271 2.57 1.139 .069 2.44 2.71 1 6
Product range Women 232 2.24 1.070 .070 2.10 2.38 1
Total 503 2.42 1.119 .050 2.32 2.52 1
i Men 271 3.11 1.229 .075 2.96 3.25 1 7
Corporate behavior:
Sustainable development Women 232 2.65 1.264 .083 2.48 2.81 1 7
Total 503 2.89 1.265 .056 2.78 3.01 1 7
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Table 5.5: ANOVA results for gender effect on Spanish respoisie

Sum of df Mean F Sig.
Squares Square

Between Groups 15.681 1 15.681 9.563 .002
Corporate behavior: Within Groups 821.548 501 1.640
Environmental protection

Total 837.229 502

Between Groups 32.827 1 32.827 22.007 .000
Corporate behavior: .

Within Groups 747.321 501 1.492
Advertisement

Total 780.147 502

Between Groups 18.869 1 18.869 11.991 .001
Corporate behavior: .

Within Groups 788.348 501 1.574
Product information

Total 807.217 502

Between Groups 26.022 1 26.022 14.740 .000
Corporate behavior: o

Within Groups 884.475 501 1.765
Pollution reduction

Total 910.497 502

Between Groups 13.659 1 13.659 11.131 .001
Corporate behavior: -

Within Groups 614.830 501 1.227
Product range

Total 628.489 502

Between Groups 26.502 1 26.502 17.090 .000
Corporate behavior: -

Within Groups 776.914 501 1.551
Sustainable development

Total 803.416 502
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Table 5.6: Descriptive results for gender differences regaydiorporate behavior in German sample

Mean Std. Deviation  Std. Error 95% Confidence Interval for Mean Minimum  Maximum
Lower Bound Upper Bound
. Men 226 3.94 1.477 .098 3.74 4.13 1 7
Corporate behavior:
Environmental protection Women 260 3.33 1.353 .084 3.17 3.50 1 7
Total 486 3.62 1.442 .065 3.49 3.74 1 7
) Men 226 3.25 1.371 .091 3.07 3.43 1 7
Corporate behavior:
) Women 260 2.75 1.362 .084 2.58 2.92 1 7
Advertisement
Total 486 2.98 1.388 .063 2.86 3.11 1 7
. Men 226 2.81 1.415 .094 2.63 3.00 1 6
Corporate behavior:
. ) Women 260 2.45 1.409 .087 2.27 2.62 1 7
Product information Total 486 2.62 1.422 065 2.49 2.74 1 7
) Men 226 3.49 1.396 .093 3.31 3.67 1 7
Corporate behavior:
_ _ Women 260 2.92 1.301 .081 2.76 3.08 1 7
Pollution reduction Total 486 3.19 1.374 062 3.06 3.31 1 7
. Men 226 3.03 1.301 .087 2.86 3.20 1 7
Corporate behavior:
Women 260 2.65 1.248 .077 2.50 2.80 1 7
Product range Total 486 2.83 1.286 058 271 2.94 1 7
Men 226 3.37 1.380 .092 3.19 3.55 1 7
Corporate behavior:
) Women 260 2.98 1.344 .083 2.82 3.15 1 7
Sustainable development
Total 486 3.16 1.373 .062 3.04 3.28 1 7
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Table 5.7: ANOVA results for gender effect on German respomslen

Sum of Squares df Mean Square F Sig.

Between Groups 44.026 1 44.026 22.081 .000

Corporate behavior: o
i ) Within Groups 965.021 484 1.994

Environmental protection

Total 1009.047 485

Between Groups 30.494 1 30.494 16.338 .000
Corporate behavior: Within Groups 903.374 484 1.866
Advertisement

Total 933.868 485

Between Groups 16.374 1 16.374 8.217 .004
Corporate behavior: Within Groups 964.441 484 1.993
Product information

Total 980.815 485

Between Groups 39.017 1 39.017 21.534 .000
Corporate behavior: L

Within Groups 876.944 484 1.812
Pollution reduction

Total 915.961 485

Between Groups 17.548 1 17.548 10.834 .001
Corporate behavior: Within Groups 783.933 484 1.620
Product range

Total 801.481 485

Between Groups 17.702 1 17.702 9.558 .002
Corporate behavior: Within Groups 896.456 484 1.852
Sustainable development

Total 914.158 485
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Table 5.8: Descriptive results for age differences regardioigporate behavior in Spanish sample

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum
Lower Bound Upper Bound
18 a 25 22 2.45 1.101 235 1.97 2.94 1 5
Corporate behavior: 26a34 140 2.60 1.280 .108 2.39 281 1 7
Environmental protection 35a49 246 2.78 1.252 .080 2.62 2.94 1 7
> 50 95 2.85 1.436 147 2.56 3.15 1 7
18 a 25 22 2.45 1.143 244 1.95 2.96 1 5
Corporate behavior: 26a34 140 2.61 1.317 A11 2.39 2.83 1 7
Advertisement 35a49 246 2.67 1.233 .079 2.51 2.82 1 7
>50 95 2.64 1.211 124 2.40 2.89 1 6
18 a 25 22 2.27 1.077 .230 1.80 2.75 1 5
Corporate behavior: 26a34 140 2.24 1.340 113 2.02 2.47 1 7
Product information 35a49 246 2.29 1.213 077 2.14 2.44 1 6
>50 95 2.58 1.326 136 2.31 2.85 1 6
18 a 25 22 2.59 1.368 292 1.98 3.20 1 6
Corporate behavior: 26 a34 140 2.65 1.404 119 2.42 2.88 1 7
Pollution reduction 35a49 246 2.82 1.276 .081 2.66 2.98 1 6
> 50 95 2.99 1.425 146 2.70 3.28 1 7
18 a 25 22 2.36 1.002 214 1.92 2.81 1 5
Corporate behavior: 26 a34 140 2.29 1.146 .097 2.09 2.48 1 6
Product range 35a49 246 2.40 1.071 .068 2.26 2.53 1 6
> 50 95 2.68 1.196 123 2.44 2.93 1 7
18 a 25 22 2.73 1.279 273 2.16 3.29 1 6
Corporate behavior: 26a34 140 2.84 1.315 11 2.62 3.06 1 7
Sustainable development 35a49 246 2.89 1.237 .079 2.73 3.04 1 7
>50 95 3.03 1.267 130 2.77 3.29 1 7
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Table 5.9: ANOVA results for age effect on Spanish respondents

Sum of Squares df Mean Square F Sig.

Between Groups 6.091 3 2.030 1.219 .302
Corporate behavior: -

Within Groups 831.138 499 1.666
Environmental protection

Total 837.229 502

Between Groups 1.023 3 341 .218 .884
Corporate behavior: Within Groups 779.124 499 1.561
Advertisement

Total 780.147 502

Between Groups 7.444 3 2.481 1.548 .201
Corporate behavior: .

Within Groups 799.773 499 1.603
Product information

Total 807.217 502

Between Groups 7.571 3 2.524 1.395 .244
Corporate behavior: .

Within Groups 902.926 499 1.809
Pollution reduction

Total 910.497 502

Between Groups 9.341 3 3.114 2.509 .058
Corporate behavior: o

Within Groups 619.148 499 1.241
Product range

Total 628.489 502

Between Groups 2.791 3 .930 .580 .629
Corporate behavior: Within Groups 800.625 499 1.604
Sustainable development

Total 803.416 502
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Table 5.10: Descriptive results for age differences regardiogporate behavior in German sample

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum  Maximum
Lower Bound Upper Bound

18a25 123 3.72 1.423 .128 3.46 3.97 1 7

Corporate behavior: 26a34 209 3.79 1.381 .096 3.60 3.98 1 7
Environmental protection 35a49 89 3.21 1.488 .158 2.90 3.53 1 7
> 50 65 3.42 1.509 .187 3.04 3.79 1 7

18a25 123 3.16 1.538 .139 2.89 3.44 1 7

Corporate behavior: 26a34 209 3.08 1.339 .093 2.89 3.26 1 7
Advertisement 35a49 89 2.64 1.299 .138 2.37 291 1 5
> 50 65 2.82 1.286 .159 2.50 3.13 1 7

18 a 25 123 2.72 1.478 .133 2.46 2.99 1 6

Corporate behavior: 26a34 209 2.73 1.437 .099 2.53 2.92 1 7
Product information 35a49 89 2.25 1.325 .140 1.97 2,53 1 6
> 50 65 2.57 1.334 .165 2.24 2.90 1 7

18a 25 123 3.31 1.356 122 3.07 3.55 1 7

Corporate behavior: 26 a34 209 3.20 1.413 .098 3.01 3.39 1 7
Pollution reduction 35a49 89 2.92 1.245 132 2.66 3.18 1 6
>50 65 3.28 1.431 A77 2.92 3.63 1 7

18a25 123 3.06 1.301 A17 2.82 3.29 1 6

Corporate behavior: Product 26 a 34 209 2.84 1.220 .084 2.68 3.01 1 7
range 35a49 89 2.49 1,298 .138 2.22 2.77 1 7
> 50 65 2.80 1.372 .170 2.46 3.14 1 7

18a 25 123 3.24 1.362 .123 2.99 3.48 1 6

Corporate behavior: 26a34 209 3.19 1.410 .098 2.99 3.38 1 7
Sustainable development 35a49 89 2.93 1.330 141 2.65 3.21 1 6
> 50 65 3.26 1.326 .164 2.93 3.59 1 7
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Table 5.11: ANOVA results for age effect on German respondents

Sum of Squares df Mean Square F Sig.
Between Groups 24.541 3 8.180 4.005 .008
Corporate behavior: .
Within Groups 984.506 482 2.043
Environmental protection
Total 1009.047 485
Between Groups 18.066 3 6.022 3.170 .024
Corporate behavior: .
Within Groups 915.802 482 1.900
Advertisement
Total 933.868 485
Between Groups 16.258 3 5.419 2.708 .045
Corporate behavior: .
Within Groups 964.556 482 2.001
Product information
Total 980.815 485
Between Groups 8.676 3 2.892 1.536 .204
Corporate behavior: o
Within Groups 907.285 482 1.882
Pollution reduction
Total 915.961 485
Between Groups 16.443 3 5.481 3.365 .019
Corporate behavior: .
Within Groups 785.038 482 1.629
Product range
Total 801.481 485
. Between Groups 6.124 3 2.041 1.084 .356
Corporate behavior:
Sustainable Within Groups 908.034 482 1.884
development Total 914.158 485
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Figure 5.8:

Cross-national CHAID model for consumer being wilito pay more for sustainability
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Table 5.12: Gains for nodes for Spanish model

Node Gain
Node N Percent N Percent Response Index
6 131 31.6% 129 43.1% 98.5% 136.7%
> 62 14.9% 50 16.7% 80.6% 111.9%
3 96 23.1% 69 23.1% 71.9% 99.8%
2 68 16.4% 37 12.4% 54.4% 75.5%
1 58 14.0% 14 4.7% 24.1% 33.5%

Growing Method: EXHAUSTIVE CHAID
Dependent Variable: Pay more (v6.1)

Table 5.13: Classification for Spanish model

Observed Predicted

Wouldn't pay more  Would pay more Percent Correct

Wouldn't pay more 44 72 37.9%
Would pay more 14 285 95.3%
Overall Percentage 14.0% 86.0% 79.3%

Table 5.14Gains for nodes for German model

Node Node Gain
N Percent N Percent Response Index
4 110 27.0% 102 33.6% 92.7% 124.4%
5 75 18.4% 62 20.4% 82.7% 110.9%
3 89 21.8% 63 20.7% 70.8% 95.0%
1 134 32.8% 77 25.3% 57.5% 77.1%

Growing Method: EXHAUSTIVE CHAID
Dependent Variable: Pay more (v6.1)
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Table 5.15: Classification for German model

Observed Predicted

Wouldn't pay more  Would pay more

Percent Correct

Wouldn't pay more 0 104 .0%
Would pay more 0 304 100.0%
Overall Percentage 0% 100.0% 74.5%
Table 5.16: Gains for nodes for cross-national model
Node Node Gain
N Percent N Percent Response Index
12 149 18.1% 144 23.9% 96.6% 131.9%
10 62 7.5% 56 9.3% 90.3% 123.3%
8 165 20.0% 142 23.5% 86.1% 117.5%
11 61 7.4% 50 8.3% 82.0% 111.9%
6 68 8.3% 49 8.1% 72.1% 98.3%
9 125 15.2% 84 13.9% 67.2% 91.7%
4 103 12.5% 50 8.3% 48.5% 66.3%
1 90 10.9% 28 4.6% 31.1% 42.5%
Growing Method: EXHAUSTIVE CHAID
Dependent Variable: Pay more (v6.1)
Table 5.17: Classification for cross-national model
Observed Predicted
Wouldn't pay more  Would pay more Percent Correct
Wouldn't pay more 115 105 52.3%
Would pay more 78 525 87.1%
Overall Percentage 23.5% 76.5% 77.8%
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Chapter 6

Conclusions, limitations and implications
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6.1 Conclusions

The objective of this thesis was to determine cores’ perception and
attitude towards sustainability in a cross-natia@@hparison, analyzing German
and Spanish consumers. Different analysis techsigueze used and applied in
three main studies in order to examine the conssimposition towards
sustainability issues.

The objective of the first study was twofold. Hystthe analysis sought to
compare the consumer’s perceived individual rolehm environment between
German and Spanish consumers. Secondly a sociognaptoc profile of the
most responsible consumer was aimed to be createoth countries, taking into
consideration the factors age and gender. As eagedur results show that
perceived individual responsibility varies betweee analyzed nations, as we
identified a higher responsibility among the Germ@onsumers in a direct
comparison between the analyzed countries. Spamishondents perceived
government policies, companies and science to bee miesponsible for
environmental impact than individual behavior. ON%Os were perceived as
less responsible than individual behavior. Germaesceived individual
responsibility as most important, followed by thesponsibility of government
policies, companies, science, and NGOs. These tsegubly that Germans
believe to a higher degree that their behaviorahagnificant impact on society
and that their efforts make a real effect. Regaydihe socio-demographic
aspects, we found age and gender to be partidliemtial partially on perceived
individual responsibility. Our results show that men perceive a higher
consumer responsibility than men, supporting oyotiyesis that women, being
environmentally more conscious than men accordmgarious prior studies,
also exhibit a higher responsibility towards thevimmment. Among the
Germans, age played a significant role regardinggieed responsibility as the
between 35 and 49 year olds were identified togyeecindividual responsibility

as most important followed by the age groups ofr ®@years, 26-34 years and
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18-25 years. Among the Spanish respondents, ndisayrt differences could be
determined between the age groups. In other wagds, does not affect the
perception of responsibility. Comparing our expgotes with our results,
environmental knowledge could be recognized asaal gadicator for perceived
individual responsibility. Consumers start to agponsible if they feel a certain
effectiveness of their behavior. High perceivedstoner effectiveness requires
knowledge about how one can contribute in a respnsvay. Knowledge can

be induced by a high degree of information.

The second study sought to analyze the consumeaeption of the
sustainable product offer in retail stores of thwalgzed countries and to
determine the environmental motive concerns leatliegGerman and Spanish
consumers to sustainable consumption. Results detnata varied perceptions of
the sustainable product offer between German anahiSip consumers. As
hypothesized, German consumers perceive a greatbility and availability of
sustainable products than Spaniards. These regeits expected, due to a quite
developed ethical market in Germany and a markeannearly phase of
development in Spain (Papaoikonomou et al., 20Ihis implies that a greater
sustainable product offer leads to a higher perweptf sustainable products.
When it comes to sustainable consumption, GermdnSgranish consumers are
mainly led by the altruistic motive, taking into nderation the social
consequences of their purchase. Spanish consumneefsrther influenced by the
egoistic motive reflecting personal advantages, and third place by the
biospheric motive, reflecting the purchases’ conseges for nature. German
consumers are influenced in a second place by itheplberic motive concerns.
The impact of the egoistic motive concern on sasfasle consumption could not
be interpreted among the German consumers. In wsiod, Spanish and
German consumers mainly buy sustainable produatsuse of their impact on
the society. Nevertheless, biospheric and egombtive concerns vary among

the analyzed cultures, supporting partially De Nlaod Hofstede (2002) quoting
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strong differences among the value systems of enesiin different European

countries.

The objective of the third study was to investighte perception of corporate
sustainable behavior and corporate informationtandetermine whether gender
and age influence the perception. Furthermore tkation of a profile of the
consumer, willing to pay more for sustainable praidwas the goal of this part
of the thesis. Results show that perceived corpmastainable behavior varies
between German and Spanish respondents. In a dwegtarison between both
consumer groups, a higher perception of corporastamable behavior and
communication is mostly measured among the Gerroasummers. Overall, men
perceived a better behavior and communication bypamies than women in
both countries. Age did not affect the Spanish sadpnts in their perception,
whereas predominantly young consumers between d&&aryeargerceived a
better corporate behavior and communication ambegGerman respondents.
Regarding the willingness to pay more for sustdmaproducts, Spanish
consumers are characterized as consumers that attzertain importance to the
brand of the product and to acceptable or reaseraites. German consumers,
being disposed to afford additional expenses, a@gacterized as consumers

purchasing products with less packaging and bugmgucts in organic stores.

Observing as a whole the results of this thesis,|ével of importance of
environmental issues is similar between GermansSpahiards. Consumers of
both countries would buy sustainable products bezad the purchase’s impact
on the society. Egoistic and biospheric motivessigstainable consumption play
a secondary role. Regarding the willingness to rdffadditional expenses,
Germans and Spaniards differ from each other, aniSp consumers attach
importance to product brands and acceptable oronadde prices. German
consumers who are willing to pay more, are charaet@ as consumers
purchasing products with less packaging and masttyrganic stores. The level

of environmental responsibility also differs betwebe analyzed consumers, as
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Germans perceive themselves to be more resportkdnieSpaniards. So does the
level of perceived availability of sustainable puots, perceived corporate
behavior and perceived corporate communication caypanies and retailers,
always detecting German consumers to perceive higakies. These results
imply a lack of sustainability in Spain comparedthwiGermany from the

company point of view. The level of perception ieyen to be a good indicator

for the level of perceived individual responsilyilit

Socio-demographic results further show that woménboth societies
consider individual responsibility to be more im@amt than men. Age only
influenced perceived individual responsibility argothe Germans positively.
Among them 35 to 49 year old consumers allocatehiljest importance to
individual behavior. Men perceived corporate susthle behavior and
communication as higher than women. Age did natafthe perception among
the Spaniards but it did among the Germans in stares, as 18 to 25 year olds
and the 26 to 35 year olds were identified to peeca better corporate behavior

and communication.

These results offer a complete profile of the comsts attitude and
perception towards sustainability in Germany andGpain. The cross-national
analysis allows a prediction of the sustainabildyel based on the consumer’s
point of view. Information about perception of corgte activities, individual
responsibility, consumption-driving motives and pdisition of additional
expenses can be used by companies to modify thaiketing strategies and

adapt their behavior to the consumer’s requirements

6.2 Limitations

Several limitations of this thesis need to be askird. The data this thesis is
based on were collected with an online-questioenaiue to the limited provided
financial means. This complicated the control abth# respondents who

answered the questionnaire. Online surveys fuxthase difficulties, achieving a
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combined quota sampling regarding the socio-denpdhcacharacteristics of the
respondents. This sampling approximately represtigtggender balance of the
Spanish and the German population but a representade balance could not be
achieved, averaging the age of 32.1 (official medige: 45.3 years) for German
respondents and the average of 39.8 for Spaniglomdents (official median
age: 40.9 years). A survey including the population quotes of howsddtsize,
income and education level would have made the ystparticularly
representative. Although household size and edutcédivel were included in the
survey, they were excluded from the applied anslydue their unequal
distribution. Finally, the study only representgrass-national analysis of two
countries. An analysis and comparison of more Eemapcountries needs to be
realized in order to draw a conclusion about cqugtoups such as Northern

European countries versus Southern European cespfor instance.

6.3 Implications

6.3.1 Implications for research

Further research should focus on the extent towinidividual responsibility
is influenced by environmental information and gah@erception of corporate
sustainable activities. An analysis of the sustamanarket in Spain would be
especially reasonable, since we do not know whether low individual
responsibility is caused by a weaker sustainabtelymt offer, by a weaker
corporate communication, or maybe by external anrstances such as financial
means. On the contrary, further knowledge aboutitifleence of individual
responsibility on actual consumer behavior, refldcthrough purchase and

product use, would be useful to analyze in furtrelyses.

Finally, it may be worthwhile to investigate thettpan behind the displayed

difference in consumption motives in Spain and Gerynn more detail. It could

2! Nevertheless, analyses including the factor agee wealized due to a reasonable distribution of
respondents in the defined aging groups.
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be interesting to find out if these consumption iwes correlate with specific
personality traits or other socio-demographic cti@rsstics. Research in this
area may be promising for companies and retaildie wy to segment their
customer base and help them to market their sadti@rproducts by addressing
the specific needs and particular consumption rastief their customers. With
the additional information about the consumers, games could increase the
efficiency of their sustainable activities through more adapted marketing

strategy.

6.3.2 Implications for practice

Our results show that consumers of all kinds initsp&ad overall younger
consumers in Germany are in need of more informaabout the ethical
consequences of their behavior. This requires aesstul interaction between
companies, government policies and NGOs, since #lkyexhibit a certain
impact on the implementation. Results also implgattla development of
sustainable attitudes leads consumers to rejeetigitindly products. As many
consumers consider responsible behavior to be i@piprdue to worldwide
environmental problems, sustainability can be wsed marked niche to compete
with Asian companies for instance, which disregatte environmental
consequences of their behavior and set speciakfoaulow production costs.
National governments of developed countries, sickha member countries of
the European Union could take advantage of thisasdn by influencing

consumer behavior through stricter regulationtonpanies

Middle-aged consumers are proven to be more reggena Germany due
to the LOHAS lifestyle of many Germans. Companiesynaddress German
consumers by informing that the quality of the pad does not suffer as a
cause of the special focus on sustainability, as $logan “Quality and
Responsibility” by consumer goods manufacturer Hé&nkhows. Spanish

consumers need to be informed about the qualitgcsygs well, and in addition,
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due to the recent economic situation in Spain, thesd to be advised that the
purchase of sustainable products does not causttoadtiexpenses. This applies
to younger consumers in Germany as well. They percgood corporate
sustainable behavior and communication but theellef responsibility is low,
as they probably relate sustainable products withienctosts. However, older
people perceiving a lower corporate behavior exhdbi higher individual

responsibility.

We therefore suggest that companies focus on diffeaspects in order to
address these aging groups. Younger people shaulddiised of the money
saving aspect when purchasing the company’s predaking into consideration
their lower income level. Middle-aged or older pleopould be convinced by
advising on the health aspect provided by susténaioducts. For companies in
both countries it is further important to addressnéle consumers, as they
provide a lower perception of corporate behaviantimen. Addressing them is
crucial for companies because women mostly decligutathe purchase of
household goods. Special marketing efforts to rarsenen’s perception have
been realized in the past by Coca Cola for instafmeusing on emotional
messages about their sustainability actions with Biet Coke advertising.
Emotional response pathways may be provoked thrthegladdition of the word

“responsibility” on product packaging and in protdadvertisements.

In general, companies could raise the consumersiravess through a
labeling of sustainable products that informs abivet manufacturing process
and the environmental consequences of the prodigt Doing so, companies
should provide information especially about theiagoenpact of their products.
However, personal and environmental interests shoat be forgotten either. In
order to raise the consumers’ awareness aboutirsaiska company efforts,
retailers need to promote sustainable productsugiirca better visual product
presentation, a preferred treatment of eco-friermaignpanies and a banning of

eco-unfriendly products from the retail store shkelvlhe lack of sustainability in
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Spain is an opportunity for the economy to prownég business potential, which
could be picked up by young entrepreneurs in otal@ndow the economy with

new ideas.
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Annex 1. Cross-national questionnaire

A cross-national study about motives driving

sustainable consumption

> T —J [T

Thank you for your participation in this survey.
This survey is only for the purpose of research.

Regarding the following questions:

= There exist neither right nor wrong answers

= |tis important to answer all questions

= |f you are unsure about an answer, check what lyiml is most likely
= What matters is your personal opinion

All your information will be treated confidentiallyrhe results of this questionnaire will
not be used as individual interviews, but anonyrhouSompleting this questionnaire will
not last more thafh0 minutes

Stolz, Johannes, Doctorando de ETEA (jstolz@eted.co
Ramirez-Sobrino, Jesus N. Profesor de ETEA (jraa@retea.com)
Molina-Sanchez, Horacio. Profesor de ETEA (hmolied@.com)

Institucién de la Compafiia de Jesus
C/ Escritor Castilla Aguayo, 4
14004 Cordoba

Spain
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Judge the following statements on a scale from 1 to 7. Choose between the values 1 (strongly disagree) to 7

(strongly agree). Here is an example about how to value a statement.

Strongly Strongly
disagree agree
| understood the here mentioned example. 1 2 3 4 5 6 X
1. How important are environmental issues to you personally?
Not important Not important Undecided Important I;xtremely
At all important
Please choose one O O O O O
2. How important do you think is individual behavior for the impact on the environment?
Not important Not important Undecided Important I;xtremely
at all important
Please choose one O O O O O
3. In your opinion, who is responsible for sustainability to what extent?
Strongly Strongly
disagree agree
Government policies. 1 2 3 4 5 6 7
Science. 1 2 3 4 5 6 7
Companies. 1 2 3 4 5 6 7
NGOs. 1 2 3 4 5 6 7
Consumers. 1 2 3 4 5 6 7
4, What are sustainable products in your opinion?
Strongly Strongly
Products that... disagree agree
...can be recycled. 1 2 3 4 5 6 7
...Involve less packaging. 1 2 3 4 5 6 7
...are made of natural or organic materials. 1 2 3 4 5 6 7
...generate less pollution in their production or use. 1 2 3 4 5 6 7
...save water and energy. 1 2 3 4 5 6 7
5. How important are the following aspects when making a decision on what products to buy?
Strongly Strongly
disagree agree
The product’s impact on the environment. 1 2 3 4 5 6 7
The price of the product. 1 2 3 4 5 6 7
The quality of the product. 1 2 3 4 5 6 7
The brand of the product. 1 2 3 4 5 6 7
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6. What actions will you take to act sustainable during your purchase?

Strongly Strongly

disagree agree
I am willing to pay a higher price for a sustainable product. 1 2 3 4 5 6 7
| buy products without packaging. 1 2 3 4 5 6 7
| purchase locally produced products. 1 2 3 4 5 6 7
| buy products in organic stores 1 2 3 4 5 6 7
| stop buying products from companies being guilty of polluting the environment. 1 2 3 4 5 6 7
7. How would you estimate the following statements?

Strongly Strongly

disagree agree
| buy sustainable products because of prestige reasons. 1 2 3 4 5 6 7
Laws to protect the environment limit my choices and personal freedom. 1 2 3 4 B 6 7
One of the best things about recycling is that it saves money. 1 2 3 4 5 6 7
Environmental protection is beneficial for my health. 1 2 3 4 B 6 7
Protecting the environment will threaten jobs for people like me. 1 2 3 4 5 6 7
Future generations should not be responsible for the problems we have created. 1 2 3 4 5 6 7
The effects of pollution on public health are worse than we realize. 1 2 3 4 5 6 7
| do not care about my personal impact on the environment. 1 2 3 4 5 6 7
Environmental protection will help people have a better quality of life. 1 2 3 4 5 6 7
Sustainable behavior benefits everyone. 1 2 3 4 5 6 7
Environmental sustainable behavior influences nature. 1 2 3 4 5 6 7
The balance of nature is delicate and easily upset. 1 2 3 4 5 6 7
Modern development threatens flora and fauna. 1 2 3 4 5 6 7
Claims that current levels of pollution are changing the earth’s climate are exaggerated. 1 2 3 4 5 6 7
Local pollution has little effect on environmental problems over the whole world. 1 2 3 4 5 6 7
8. How would you estimate the following statements about sustainable products?
Sustainable products... ;ggggi S;r;rr;%y
...usually have good advertisements. 1 2 3 4 5 6 7
...can often be seen in advertisement. 1 2 3 4 5 6 7
...are presented in advertisement with further important information. 1 2 3 4 5 6 7
...are usually presented in a credible way. 1 2 3 4 5 6 7
...are clearly visible on the retail store shelves 1 2 3 4 5 6 7
...are offered through a wide range of products in nearby stores 1 2 3 4 5 6 7
...are sold in many stores. 1 2 3 4 5 6 7
...I can buy them by all means 1 2 3 4 5 6 7
...have acceptable prices. 1 2 3 4 5 6 7
...have an average market price. 1 2 3 4 5 6 7
...are adapted to my needs. 1 2 3 4 5 6 7
...are of high quality. 1 2 3 4 5 6 7
...are high standard products. 1 2 3 4 5 6 7
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9. How do you estimate the sustainable behavior of the companies in your country?

. . Strongly Strongl
Companies in my country ... disagree agre%y
...take the protection of the environment seriously. 1 2 3 4 5 6 7
...advertise their sustainable products sufficiently in the media. 1 2 3 4 5 6 7
...provide information on environmental impact on their products. 1 2 3 4 5 6 7
...try to reduce pollution of their products. 1 2 3 4 5 6 7
...offer sufficiently sustainable products in their range. 1 2 3 4 5 6 7
...pay attention to the development process of new sustainable products. 1 2 3 4 5 6 7
10. Please name three companies in your country, you would consider to be sustainable?

1. 2. 3.

11. Finally afew questions about yourself

Your gender? O male O female

Your year of birth? 19 -

How many people live in your household? How many of them are under 18 years old?

Which is your level of [0 High school degree [0 Apprenticeship [ University degree [0 other
Resident in? [ Spain O Germany [ other:

Your nationality? O Spanish [ German [ other:
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Annex 2: Paper acceptance at International Journal of GonesStudies (Sep. 2012)

International Journal of Consumer Studies Special Issue on Retailing

Pretious, . . 17/09/2012
Mike para: J_Stolz, jstolz 1359

Dear Johannes

Further to your email last week to Richard Bent, please find attached review
information in connection with the above.

This was sent back to you some time ago, though it appears not to have been
received.

<<Consumer Perception of Environmental Performance Stolz.doc>>

The piece needs a little further work, but we are able to provisionally ACCEPT it on
that basis.

Can you please address the issues raised and return the paper to us —ideally by the
end of September 20127

Please let us know if this is a problem, given that you will have a little less time to do
this than some contributors.

All the best,

Mike Pretious

Lecturer in Marketing, Retailing and Consumer Studies

School of Arts, Social Sciences and Management

Queen Margaret University, Edinburgh

Queen Margaret University Drive

Musselburgh, East Lothian, EH21 6UU

Tel: +44 (0) 131 474 0000 voice activated - ask clearly for MIKE PRETIOUS (pree-shus)
Mobile: +44 (0) 7960 120063

email: mpretious@gmu.ac.uk
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Consumers’ perception of the environmental performance in retail

stores: an analysis of the German and the Spanish consumer

Johannes Stolz', Horacio Molina Sanchez', Jestis Ramirez Sobrino', Nikolaus Mohr?

TLOYOLA Business School, Cérdoba, Spain
2University of Regensburg, Germany

Keywords: Sustainable consumption, retailing, consumer, perception, personal motives

Abstract

The purpose of our research is to find out about the consumer’s perception of
environmental retailing performance. Furthermore, consumer motives leading to
sustainable consumption are measured by how they influence the consumer
perception. Our study is divided into two parts and based on an international survey (n
= 989) comparing German and Spanish consumers. First, we measure the perceiving
availability and visibility of sustainable products in retail stores. Second, the impact of
personal motives on sustainable consumption is evaluated, considering culture to be a
moderating factor. Our study suggests that Spanish consumers tend to exhibit a
weaker perception of sustainable products at their market places due to a weaker
environmental awareness. Finally, we have identified the high importance of the social
impact on both consumer groups regarding personal motives. The egoistic motive,
however, has stronger effects on sustainable consumption among the Spanish

consumers.
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Introduction

In retailing, the importance of environmental protection is steadily increasing due
to the consumer’s growing concern about the environment. According to Pinto et al.
(2011), consumers are likely to adapt their consumption habits to their concerns. As a
consequence, most large European retailers implement actions to protect the
environment. These may include their own activities, but also requirements for
suppliers to act in a responsible manner (Ytterhus et al., 1999; Ganesan et al., 2009).
Retailers have various options to convince consumers about their sustainable
products, such as improving the environmental quality of products, using
environmental labels, and banning products from the shelves that have a clear
environmental impact. The consumer’s perception of the activities varies also because
of the different motives driving sustainable consumption. In their value-basis theory,
Stern and Dietz (1994) differentiate between biospheric, egoistic or altruistic motives.
Previous results support their theory, providing strong evidence for the distinction

between these three environmental concerns.

Primary scientific studies on the impact of culture on personal values were
conducted already during the late nineties (Deng et al. 2006). These studies show that
cultural prevalence seems to be a relevant factor influencing environmental concerns.
Compared to Northern European countries, the Spanish ethical market is still
developing (Papaoikonomou et al., 2011) whereas existing social trend groups such as
the LOHAS (‘Lifestyle of Health and Sustainability’) emphasize the advanced
sustainable market and the consumer’s increasing sensitivity for sustainable
consumption in Germany. The growing approximation of the European Union
countries, expanding European retailers and cross-national marketing strategies
indicate converging economic systems in Europe. However, there is evidence that
value systems are not converging since consumer behavior, reflected in consumption

and product use, differ among the European countries (De Mooij and Hofstede, 2002).

The objective of our research is to examine whether cross-national differences

concerning the perceived environmental performance in retailing exist. Hence, we also
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analyze if the cultural aspect affects personal motives leading the consumer to buy
sustainable products. Research about the consumer’s perception is needed to gain
further insights into the relevance of sustainability for consumers (Wiese et al., 2012).
Taking into account the consumers' motivations, communication messages could be
targeted at individuals (Freestone and McGoldrick, 2008). Due to the international
scope of corporate activities, it is important for retailers to know if their environmental
performance is perceived in the same manner across borders (Maignan, 2001).
Comparing German and Spanish consumers seems to be relevant because of the
expected approximation among European citizens regarding their consumption
behavior and the differing cultural values among Germans and Spaniards (Hofstede,
1980). The main question of our research is: how do consumers in Germany and Spain
perceive the environmental performance in retail stores? Our research is expected to
shed light on the aspects retailers need to focus on to raise the consumer’s attention

in German and Spanish retail markets.

Defining Sustainability

In the current literature, several sustainability definitions appear often using
differing terminology and sometimes overlapping in their meanings (Wiese, et al.,
2012). Sustainability was defined in 1987 by the World Commission on Environment
and Development (WCED) as follows: ‘Sustainable development meets the needs of
the present without compromising the ability of future generations to meet their own
needs’. In other words: meeting the needs of people today without risking the
development opportunities and the choice of lifestyle of future generations.
Sustainability can be seen in terms of balancing economic, ecological and social goals
and consequences. This is also known as the ‘Triple Bottom line’ approach (Gladwin et
al., 1995; Elkington, 2004). Goldsmith and Goldsmith (2011) define sustainability as
‘everyday practices multiplied across the 6.4 billion people in the world that impact
the air, water and earth’. However, this article is based on the ecological aspect,

supporting Hawken (1993) who defines sustainability as an environment-centric
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platform on which trade can be conducted as long as natural capacities are not

reduced in order to protect future generations.

Sustainability in retail practice

Retailers are becoming more and more aware of sustainability issues (Groeber,
2008) and have several options to improve their impact on the environment, such as
promoting the purchase of green products, encouraging measures that improve green
supply chains, improving retailers’ own performance, and better informing consumers
(European Commission, 2009). They play an important role in supply chains as they are
intermediaries between consumers and producers (Ytterhus et al., 1999). Especially
large retailers often have the capability to control supply chains to a large degree

(Hingley, 2005).

Retailers with their own private-label can build up a sustainable competitive
advantage through differentiating their offerings from those of competitors (Groeber,
2008). A contribution of their own private label can be demonstrated through eco-
design activities such as offering products with special consideration for the
environment through responsible care during the product’s whole lifecycle.
Furthermore, environmental labels can be used to raise the consumer’s attention.
Finally, retailers can improve their environmental performance through banning those
products from the shelves with important environmental impacts. As an example,
Mercadona has banned the use of PVC in packaging. Furthermore, Carrefour has
completely stopped the sale of bluefin tuna in its Spanish stores. To raise the
consumer perception regarding their sustainable product offers retailers need to
address the consumer knowledge about how to act in an environmentally sustainable
manner. As an example, retailers such as H&M and C&A advise consumers about
washing clothes in a more environmentally friendly way whereas Carrefour and
Mercadona propose several actions on their web sites leading to more sustainable

behavior (European Commission, 2009).
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Consumer perception

The perception of social responsibility is very important as it affects the image of
brands and firms, their financial performance, and the propensity of consumers to buy
specific brands and patronize certain retailers (Luo and Bhattacharya, 2006). De
Pelsmacker and Janssens (2007) support that consumer perceptions influence
consumer behavior. As previous research shows, especially in developed countries,
consumers pay special attention to the environmental behavior of companies (Wagner
et al., 2009). For this reason marketing programs are launched by retailers to make the
consumer aware of the available sustainable products at their market places.
Information about sustainable product offers is essential as it influences the
consumer’s attitude towards retail stores (e.g. Lichtenstein et al., 2004) and towards
his purchase behaviors (e.g. Mohr and Webb, 2005). Still, it is important to spread
positive information about sustainability as Sen and Bhattacharya (2001) found out
that negative information about Corporate Social Responsibility has stronger effects on
the consumer than positive information. Nevertheless, the consumer’s perception is
not only influenced by the information distributed through the retailer but also by the

motivations driving his consumption (Ellen et al., 2000).

Environmental motive concerns

Various models of environmental motives or values have been proposed in the
literature. However, a tripartite classification prevails, distinguishing between the
altruistic, egoistic, and biospheric motive concern. Expanding Schwartz’s (1977) norm-
activation model of altruism, Stern et al. (1993) argue that environmental moral norms
could be activated by altruistic values as well as by egoistic or biospheric values.
People with egoistic environmental attitudes are concerned about the environment
but their concern is at a personal level. For example, those who hold egoistic
environmental attitudes would be concerned about air pollution because of the effects
it may have on their health (Schultz et al., 2005). In the biospheric value orientation,
people judge environmental issues on the basis of costs or benefits to ecosystems.

According to this theory, therefore, ‘three distinct value orientations, toward self,
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other human beings and other species and the biosphere, can be distinguished and
that each can independently influence intentions to act politically to preserve the
environment’ (Stern et al., 1995, p. 1616). However, the altruistic, the egoistic and the
biospheric concept do not have to be independent from each other as individual
sustainable behavior usually consists of a combination of these three approaches
(Stern et al., 1993). In all three cases, people are concerned about the environment
but each concept is based on different underlying values. These values can vary among
different cultures (Schultz, 2002; Deng et al., 2006). A careful use about the surrogate
use of the terms culture and nation is recommended as there exists empirical support
for between-country differences (Hofstede, 1980). However, Dawar and Parker (1994)
argue that culture is the accumulation of shared meanings, norms and traditions and
members of a nation tend to share these aspects. Throughout this research the term

culture is used to operationalize nationality.
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Theory and hypotheses

In the following section, we will discuss our hypotheses relating to the perceived
sustainable product offer in retail stores and regarding the personal motives which
drive the consumer’s sustainable consumption. Consumer perception is influenced by
several factors such as product offer, product information or knowledge about
sustainability (De Pelsmacker and Janssens, 2007). Papaoikonomou et al. (2011) found
out that compared to Germany, the Spanish ethical market is still in the early phase of

development. This leads us to the following hypothesis:

H1: Perceived environmental performance in retail stores varies among the

German and the Spanish consumers.

Hila: German consumers have a higher perceived availability of sustainable

products than Spanish consumers.

Hilb: German consumers have a higher perceived visibility of sustainable

products than Spanish consumers.

The most widely used approach in marketing research to operationalize culture is
the approach from Hofstede (2001) with the purpose to capture cultural differences.
Comparing collectivistic and individualistic values on a European basis, Hofstede
describes the Germans as ‘truly individualistic’ and the Spaniards as a collectivistic
society. Still, the question is whether differences in individualism and collectivism
influence personal motives (Oyserman and Lee, 2008). We rather believe that the
increasing approximation between the European Union countries, expanding European
retailers and cross-national marketing strategies decrease the cultural impact on
consumer behavior. Although we suggest similar results concerning the importance of
the environmental motives, we suggest different specifications. Specifically, green
consumers are thought to be motivated by strong environmental values and attitudes
(Schaefer and Crane, 2005). Due to a more developed sustainable market among the
German society, we suppose that German consumers have developed a higher
sensibility towards their impact on the society and the environment. This leads us to

the following hypotheses:
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H2: Consumers in Germany and Spain will allocate the same level of

importance to the altruistic, egoistic and biospheric motive concern.

H2a: Consumers in Germany will allocate more importance to the altruistic

motive than consumers in Spain.

H2b: Consumers in Germany will allocate more importance to the biospheric

motive than consumers in Spain.

In the following, our hypotheses regarding the consumer’s perception and his

motive concerns will be tested throughout two different analysis techniques.

Methodology

An online-based questionnaire about sustainable purchasing was addressed to
consumers of different age groups in Germany and Spain. Our data was collected
during a period of two months between November and December 2011. In total 989
usable questionnaires were returned; 503 from Spain and 486 from Germany. Among
the Spanish consumers, males composed 53.9 per cent (n = 271) and females
composed 46.1 per cent (n = 232). Respondents’ ages ranged from 18 to 72 years (m =
39.8). Among the German consumers males composed 46.5 per cent (n = 226) and
females composed 53.5 per cent (n = 260). Respondents’ ages ranged from 18 to 78
years (m = 32.1). Both samples represent approximately the gender balance of the
Spanish and the German population according to the latest census of both countries
accomplished by the German and the Spanish Institute of Statistics [Statistisches
Bundesamt (DeStatis), 2011; Instituto Nacional de Estadistica (INE), 2011]. The
guestionnaire was divided into five sections, requiring information about
environmental awareness and interest, consumption-driving motives, corporate
responsibility, sustainable communication, and the perception of sustainability in
retailing. This research is based on the perception and motive-based items. The
selected items are mainly based on the items, used by Stern et al. (1995). Demographic

information such as age, gender and education were also included.

Measures
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In a first step, we average the perception-based items to compare the mean values
of perceived availability and visibility of sustainable products in retail stores as De
Pelsmacker et al. (2005) identified the availability of green products as a determinant
for sustainable consumption. Consequently we expect visibility to be influential as
well. By the use of mean value comparisons, Maignan (2001) compared in a prior study
consumers in Germany, France and the United States analyzing their perception of
corporate responsible activities. We question the factor visibility with the item
sustainable products are visible in the retail store shelves. Availability, however, was
represented through three different items such as many retail stores offer sustainable
products, retail stores offer a wide range of sustainable products and | can buy

sustainable products by all means.

In a second step we measure the impact of the environmental motive concerns on
sustainable consumption using the method of structural equation modeling which ‘is a
comprehensive statistical approach to testing hypotheses about relations among
observed and latent variables’ according to Hoyle (1995, p.1). Structural equation
modeling has been implemented in several previous studies comparing environmental
attitudes of specific cultural groups (e.g. Schultz, 2001; Milfont et al., 2006). Based on
Stern and Dietz’ (1994) value-basis theory for environmental attitudes, we suggest that
environmental motive concerns can be expressed by the egoistic, the altruistic and the
biospheric factor. An 8-item scale composed by the items prestige, money saving, job
risk, future generations, social effects, life quality, general benefit and nature which
have been used in prior studies (e.g. Stern et al., 1993; Stern et al., 1995; Mainieri et
al., 1997) is selected to load on the environmental motive factors. The items price,
packaging, local products, green stores and unethical companies are specified to load
on the sustainable consumption dimension. The responses were mainly evaluated on a
seven-point Likert-type scale ranging from strongly disagree (1) to strongly agree (7)

(e.g. Milfont et al., 2006).

179



Results

Perception-based

Our analysis exhibits differing results among Spanish and German consumers regarding
their perception of sustainable products in retailing, supporting H1. Taking into
consideration the perceived visibility of sustainable products in retail stores, German
consumers scored significantly (p < .001) higher on sustainable products are visible in
the retail store shelves (M = 3.14, SD = 1.59) than Spanish consumers (M = 2.64, SD =
1.36) as Table 1 shows. This supports Hla and suggests a higher visual appearance of

sustainable products in German retail stores.

Table 1 Mean value comparison of consumer perception

Spaniards Germans
(n=503) (n=486)
M SD M SD T value
Sustainable products are visible 2.64 1.357 3.14 1.591 5.32 0.000%
in the retail store shelves
Many retail stores offer 9 38 3.33 2 3.52 0.000
sustainable products 17 11 ) 1.521 135 ’
Retail stores offer a wide range of
. 2.35 1.259 3.36 1.700 10.64 0.000**
sustainable products
| can buy sustainable products by, 1.231 3.00 1.601 9.15 0.000*

all means

*Significant at 1% level.
The p values were calculated with a degree of freedom of 989 (sum of both samples).

Further examination of the perceived availability of sustainable products
demonstrates that, German consumers were more supportive of the item many retail
stores offer sustainable products (M = 3.33, SD = 1.52 vs. M = 2.17, SD = 1.14 for
Spanish consumers). In addition, German consumers scored significantly (p < .001)
higher on retail stores offer a wide range of sustainable products (M = 3.36, SD = 1.70)
than Spanish consumers (M = 2.35, SD = 1.26). Finally German consumers were also
more likely to endorse the item / can buy sustainable products by all means (M = 3.00,
SD =1.60 vs. M =2.17, SD = 1.23 for Spanish consumers). As German consumers are
more supportive of the three items, representing the availability of sustainable

products in retailing, H1lb can fully be approved. Due to the perception deviations of
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the sustainable product offer in retailing among German and Spanish consumers, new

interpretations about the sustainable market status in both countries can be made.

Motive-based

A confirmatory factor analysis was conducted to examine the motives and
sustainable consumption dimensions. Among both consumer groups, the factors
prestige, money saving and job risk load on the egoistic motive dimension, the
altruistic motive dimension includes future generations, social effects, life quality and
general benefit whereas the biospheric motive dimension just includes the factor
nature. Besides, the items price, packaging, local products, green stores and unethical
companies loaded on the sustainable consumption factor. To measure construct
reliability for the dimensions including more than one factor, we use Cronbach’s alpha
throughout the paper: egoistic motive (Spanish consumers: 0.505 vs. German
consumers: 0.415), altruistic motive concern (0.688; 0.687), sustainable consumption
(0.743; 0.691). The egoistic motive dimension does not accomplish the requested

Cronbach’s alpha value about 0.7.

By the means of structural equation modeling the correlations between the motives
and sustainable consumption dimensions are measured (e.g. Milfont et al., 2006).
Multiple fit statistics are used to evaluate the degree to which data fit the model. A
goodness of fit index (GFl) of 0.90 or greater and a root mean square error of
approximation (RMSEA) of less than 0.10 can be interpreted as acceptable model fits
(Hair et al., 1998; Schultz, 2001). Overall acceptable fits were found for both German
consumers (GFl = 0.91 and RMSEA = 0.072) and Spanish consumers (GFl = 0.91; and
RMSEA = 0.089) samples. Further overall fits of both samples are shown in table 2 such

as the Tucker-Lewis index (TLI) and the Comparative Fit index (CFl).
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Table 2 Fit indices for structural equation model

X2 Df x2/df GFI CFlI RMSEA TLI
Spaniards 299.05 63 4.75 0.91 0.82 0.089 0.771
Germans 211.25 63 3.35 0.91 0.84 0.072 0.802

In the Spanish sample the three motive concerns have significant (p < 0.01) positive
paths to sustainable consumption as Table 3 indicates. The altruistic motive concern is
highly significant and has the strongest path to sustainable consumption (B = 0.53; p <
0.01). A lower significant correlation exists between the egoistic motive concern and
sustainable consumption (B = 0.25; p < 0.01). The lowest significant correlation exists
between the biospheric motive and sustainable consumption (B = 0.11; p < 0.01).
Among the German consumers, a negative non-significant path is measured between
the egoistic motive concern and sustainable consumption (B = -0.12; p > 0.05). The
biospheric motive path is significant positive (B = 0.11; p < 0.05). However, the
altruistic motive concern has a highly significant positive path to sustainable

consumption (B =0.53; p < 0.01).

Table 3 Standardized Coefficients for the Structural Equation Model

Spanish consumers German consumers
Estimate p Estimate p
Egoistic > SC 0.25 0.007** -0.12 ns
Altruistic > SC 0.53 0.000** 0.60 0.000**
Biospheric > SC 0.11 0.004** 0.05 0.035*

**Significant at 1% level; *Significant at 5% level

In both countries, the altruistic motive is the dominant motive, leading consumers
in their purchase decisions. This finding supports H2 partially as Spanish and German
consumers attach a different importance to the egoistic and the biospheric motive.
Comparing both consumer groups, the altruistic motive exhibits higher estimates
among the German consumers, supporting H2a. The biospheric motive however
provides stronger estimates among the Spanish consumers, disproving our
expectations in H2b. Among both consumer groups the biospheric motive concern is
positively correlated with sustainable consumption, supporting Schultz (2001) who

stated a consistently positively correlation. These results give evidence about differing
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consumption-leading motives between German and Spanish consumers and enable

retailers to respond to local markets and consumer needs.

Conclusions

Our research demonstrates varied perceptions of the sustainable product offer
between German and Spanish consumers, since our results confirm a higher perceived
visibility among the German consumers like we had hypothesized. As a consequence,
we also stated a higher perceived availability of sustainable products in German
retailing. These results emphasize our expectations about a higher existing
environmental awareness among the German consumers due to a more developed
sustainable market in Germany. Our findings support Papaoikonomou et al. (2011)
who detected that sustainability in Spanish retail is still in an early phase of

development.

Regarding the personal motives leading to sustainable consumption, our results
indicate that our structural equation model provided good fit for German and for
Spanish consumers and support Stern and Dietz’s (1994) value basis theory,
differentiating between altruistic, egoistic and biospheric motives. Our results suggest
that in the first place, consumers of both countries buy sustainable products on the
basis of the altruistic motive concern. In the second place, the egoistic motive
influences the Spanish consumer in his purchase decision whereas no significant
results were found among the German consumers. In the third place, the biospheric
motive can be determined among both cultures as the weakest motive concern
influencing purchase decisions. Taken together we conclude that Spanish as well as
German consumers mainly buy sustainable products because of their impact on

society. Concerns about the impact on the eco-system are inferior to the social impact.

Our results suggest that consumption driving motives and especially consumer
perception vary among the analyzed cultures. This supports the theory of De Mooij
and Hofstede (2002), who stated large differences among the value systems of

consumers in different European countries. Explanations for these circumstances can
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be versatile as many factors influence perception and environmental motives.
Consumers might have different levels of environmental awareness and concern
(Schrum et al., 1994). Probably, consumers are also skeptical toward the sustainable
marketing of companies or maybe they do not believe in the effectiveness of their own
environmental contribution. Finally, different information conditions could cause our

different results.

Implications for practice and research

Interpreting our results, we suggest that retailers need to promote sustainable
products especially in Spain to raise the consumer awareness of their sustainable
performance. Doing so, retailers should focus especially on the social impact of their
products. However, personal interests should not be forgotten either, especially
among the Spanish consumers. Through special advertising efforts focusing on
personal advantages such as money saving or personal health and a better visual

product presentation, retailers possibly raise consumer awareness.

We believe that further research should focus on the external circumstances of
German and Spanish consumers as their perception of sustainable products is not only
influenced by their consumption motives. Further influential factors to be analyzed
could be environmental awareness, market size or product communication. The
analysis of the sustainable market in Spain would be especially reasonable, since we do
not know whether the low perception is caused by a weaker sustainable product offer.
Moreover, it may be worthwhile to investigate the pattern behind the displayed
difference in consumption motives in Spain and Germany in more detail. It could be
interesting to find out if these consumption motives correlate with specific personality
traits or other socio-demographic characteristics. Research in this area may be
promising for retailers who try to segment their customer base and help them to
market their sustainable products by addressing the specific needs and particular

consumption motives of their customers.
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Consumers’ perception of corporate sustainable activities: an analysis of

the German and the Spanish consumer

Introduction

This paper examines whether there exist cross-national differences regarding the
perceived corporate sustainable activities. Comparing German and Spanish consumers
seems to be relevant as there are large differences among the values and the
perceptions of the consumers in the different European countries. Companies need to
be sensitive, responding to local markets and consumer needs. Our study suggests that
Spanish consumers tend to exhibit a weaker perception of corporate sustainable
activities due to a stronger environmental awareness among the German consumers.
Our research is expected to shed light on the aspects companies need to focus on to

raise the consumer’s attention about the companies’ sustainable activities.

Background

The perception of social responsibility is very important as it affects the image of
brands and firms, their financial performance, and the propensity of consumers to buy
specific brands and patronize certain retailers (Luo and Bhattacharya, 2006).
Companies need to invest in corporate social responsibility (CSR) activities in order to
generate favorable stakeholder attitudes and better support behaviors such as
purchase or the investment in the company. Moreover the intention is to build
corporate image and strengthen stakeholder-company relations (Du, Bhattacharya and
Sen, 2010). However, besides the arising costs, CSR can also be a source of
opportunity, innovation and a competitive advantage (Porter and Kramer, 2006).
Besides the opportunities corporate sustainable activities offer, they can also cause
reputational risks (Dawkins, 2004) because although stakeholders require more
information about the corporate sustainable activities, they are also quickly exhausted
when companies promote their CSR efforts too aggressively (Du, Bhattacharya and
Sen, 2010). As the consumer perception is a key factor to raise benefit, companies

have a special interest in improving their sustainable communication on an
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international level. A growing approximation of the European Union countries,
expanding European retailers and cross-national marketing strategies indicate
converging economic systems in Europe. However, there is evidence that value
systems are not converging since consumer behavior, reflected in consumption and

product use, differ among the European countries (De Mooij and Hofstede, 2002).

Research Methods

An online-based questionnaire about sustainable purchasing was addressed to
consumers of different age groups in Germany and Spain. Our data was collected
during a period of two months between November and December 2011. In total 989
usable questionnaires were returned; 503 from Spain and 486 from Germany. Among
the Spanish consumers, males composed 53.9 per cent (n = 271) and females
composed 46.1 per cent (n = 232). Respondents’ ages ranged from 18 to 72 years (m =
39.8). Among the German consumers males composed 46.5 per cent (n = 226) and
females composed 53.5 per cent (n = 260). Respondents’ ages ranged from 18 to 78
years (m = 32.1). Both samples represent approximately the gender balance of the
Spanish and the German population according to the latest census of both countries
accomplished by the German and the Spanish Institute of Statistics [Statistisches
Bundesamt (DeStatis), 2011; Instituto Nacional de Estadistica (INE), 2011]. The
questionnaire was divided into five sections, requiring information about
environmental awareness and interest, consumption-driving motives, corporate
responsibility, sustainable communication, and the perception of sustainability in
retailing. This research is based on the corporate sustainable activities-based items.
Demographic information such as age, gender and education were also included. By
the use of mean value comparisons, we compare in a first step the consumers’
perception of corporate sustainable activities in Germany and in Spain. In a second
step, the relation between the perception-based items and sustainable consumption

items is identified.
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Results and Discussion

Taking into consideration the perceived communication, German consumers scored
significantly (p < .05) higher on the items companies in my country advertise their
sustainable products sufficiently in the media (M =2.98, SD=1.39 vs. M =2.64,SD =
1.25 for Spanish consumers) and companies in my country provide information on
environmental impact on their products (M = 2.62, SD =1.42 vs. M =2.33, SD = 1.27 for
Spanish consumers) as Table 1 shows. This suggests a lower perceived communication
of corporate activities in Spain.

Table 1 Mean value comparison of consumer perception

Spaniards Germans
(n=503) (n=486)
Companies in my country... M SD M SD T value
...take the protection of the
. i 2.73 1.291 3.62 1.442 -10.18 0.000**
environment seriously.
...advertise their sustainable
- . ) 2.64 1.247 2,98 1.388 -4.12 0.025*
products sufficiently in the media.
...provide information on
environmental impact on their 2.33 1.268 2.62 1.422 -3.36 0.000**
products.
...try to reduce pollution of their
2.79 1.347 3.19 1.374 -4.55
products.
...offer sufficiently sustainable
. ) 2.42 1.119 2.83 1.286 -5.33 0.002**
products in their range.
...pay attention to the development
process of new sustainable 2.89 1.265 3.16 1.373 -3.19 0.018*

products.

**Significant at 1% level. *Significant at 5% level.

The p values were calculated with a degree of freedom of 989 (sum of both samples).

Further examination of the perceived sustainable activities demonstrates that,
German consumers were more supportive of the items offer sufficiently sustainable
products in their range (M = 2.83, SD = 1.29 vs. M = 2.42, SD = 1.12 for Spanish
consumers) and pay attention to the development process of new sustainable products

(M =3.16, SD = 1.37 vs. M = 2.89, SD = 1.27 for Spanish consumers). No significant
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difference (p > .05) was measured for the item try to reduce pollution of their products
(M = 3.19, SD = 1.37 for German consumers vs. M = 2.79, SD = 1.35 for Spanish
consumers). In general, German consumers were also more likely to endorse the item
take the protection of the environment seriously (M = 3.62, SD = 1.44 vs. M =2.73,5D =
1.29 for Spanish consumers). More quantitative research will be undertaken to

measure the influence of the perception-based items on sustainable consumption.

As expected, our research demonstrates varied perceptions of corporate
sustainable activities between German and Spanish consumers like we had
hypothesized. A higher perception among the German consumers emphasizes our
expectations about a higher existing environmental awareness due to a more
developed sustainable market in Germany (Papaoikonomou et al., 2011). Interpreting
our results, we suggest that especially in Spain, companies need to raise the consumer
awareness about their sustainable activities. Doing so, companies should focus
especially on the social impact of their products®. Through special advertising efforts
and a better visual product presentation, companies possibly raise consumer

awareness.

*? Based on a structural equation model, analyzing the impact of environmental motives on sustainable
consumption in our study ‘Consumers’ perception of the environmental performance in retail stores: an
analysis of the German and the Spanish consumer’ (accepted by International Journal of Consumer
Studies; to be published in March 2013)

193



References

Dawkins, J. (2004) Corporate responsibility: The communication challenge. Journal of
Communication Management, 9, 108-119.

De Mooij, M. & Hofstede, G. (2002) Convergence and divergence in consumer
behavior: implications for international retailing. Journal of Retailing, 78, 61-69.

De Pelsmacker, P. & Janssens, W. (2007) A model for Fair Trade buying behavior: the
role of perceived quantity and quality of information and of product-specific
attitudes. Journal of Business Ethics, 75, 361-380.

Du, S., Bhattacharya, C.B. & Sen, S. (2010) Maximizing business returns to corporate
social responsibility (CSR): the role of CSR communication. International Journal of
Management Reviews, 12, 8-19.

Lichtenstein, D.R., Drumwright, M.E. & Braig, B.M. (2004) The effect of corporate social
responsibility on customer donations to corporate-supported nonprofits. Journal
of Marketing, 68, 16-32.

Luo, X. & Bhattacharya, C.B. (2006) Corporate Social Responsibility, Customer
Satisfaction, and Market Value, Journal of Marketing, 70, 1-18.

Maignan, |. (2001) Consumers’ perceptions of corporate social responsibilities: a cross-
cultural comparison. Journal of Business Ethics, 30, 57-72.

Papaoikonomou, E., Ryan, G. & Ginieis, M. (2011) Towards a holistic approach of the
attitude behavior gap in ethical consumer behaviours: empirical evidence from
Spain. International Advances in Economic Research, 17, 77-88.

Porter, M.E. & Kramer, M.R. (2006) Strategy and Society: the link between competitive
advantage and corporate social responsibility. Harvard Business Review, 84, 78-92.

Sen, S. & Bhattacharya, C.B. (2001) Does doing good always lead to doing better?
Consumer reactions to corporate social responsibility. Journal of Marketing
Research, 38, 225-243.

Sen, S., Bhattacharya, C.B. & Korschun, D. (2006) The role of corporate social
responsibility in strengthening multiple stakeholder relationships: a field

experiment. Journal of the Academy of Market Science, 34, 158-166.

194



Annex 4: Paper acceptance at Conference Hispano-Lusas RM#E&da)

Parg <hmolinai@etea.com>, <jstolzietea.com>,

)
‘.J Asunt ACEPTACION PONENCIA JORNADAS HISPANO-LUSAS
[ anavamo(@us.es - Domingo 16/12/2012 16:57

2 anexos

ES-151B.pdf ES-151A.pdf

Estimados autores de la ponencia "Consumers’ perception of corporate sustainable
activities: an analysis of the German and the Spanish consumer"”. aungue recibiréis el
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los informes de evaluacion de los revisores. Las valoraciones realizadas y las puntuaciones
otorgadas en cada apartado es responsabilidad exclusiva de los revisores. Tales comentarios
pueden constituir una guia para los autores con objeto de mejorar el presente trabajo en el
futuro o bien ofrecer nuevas orientaciones sobre la tematica tratada. En cualquier caso. desde
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ABSTRACT

This study focuses on the consumer’s perceivedocatp sustainable activities in a cross-
national comparison, contrasting German=(486) and Spanisim = 503) consumers. We find
German respondents to perceive a higher corpotetaisable behavior and better provided
information, ascertaining the highest perceptiorognmales between 18 and 25 years in
Germany. Among the Spanish respondents, males wemified to exhibit the highest
perception, whereas age proved to be not an irflngnfactor. Demonstrating different
perception levels between the analyzed countries, results indicate a better corporate
sustainability level in Germany. Findings aim tdphespecially multinational companies to
improve their information system, segment theirtao®er base and define their marketing
strategy.

KEYWORDS
Sustainable consumption, corporate communicatiamsemer, perception, Spain, Germany

1. INTRODUCCION

Companies need to invest in corporate social respitity (CSR) activities in order to generate faable
stakeholder attitudes and better support behagiach as purchase or the investment in the company.
Moreover the intention is to build corporate imamel strengthen stakeholder-company relations (Du,
Bhattacharya and Sen, 2010). However, besides tissng costs, CSR can also be a source of
opportunity, innovation and a competitive advanta@®rter and Kramer, 2006). Besides the
opportunities corporate sustainable communicatifersy it can also cause reputational risks (Dawkin
2004) because although stakeholders require méoamation about the corporate sustainable actsijitie
they are also quickly exhausted when companies @®rtheir CSR efforts too aggressively (Du,
Bhattacharya and Sen, 2010). Companies often dsatisfy the stakeholders’ requirements sufficientl
which explains why they do not get full credit their responsible corporate behavior (Dawkins, 2004
However, the perception of environmental sustamafformation varies among cultures. This may have
various reasons as consumer perception is infleehgeoroduct offer, consumer knowledge and also by
product information (De Pelsmacker and Jansseng)2B8@ consumer behavior varies among European
countries, reflected in consumption and product (e Mooij and Hofstede, 2002), need for more
research on cultural differences in consumer pdimep and consumer behavior is apparent” as
Hyllegard et al. (2005) quote.
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In a cross-national comparison, we analyze thewes perception of corporate sustainable activities
Germany and in Spain. Comparing German and Spawoisbumers seems to be relevant because of the
expected approximation among European citizengdegatheir consumption behavior and the differing
cultural values among Germans and Spaniards (HtEstE980). Similar characteristics of the countries
include unification through the European Union; @eany since 1952 and Spain since 1986. Despite
sharing the European culture, both countries ekHibidamental differences, which might influence
people’s perception. In contrast to Spain, Germalmays tended to be a more industrialized country.
This is in line with Loxley (1998), who consider&brthern countries to be more industrialized than
Southern countries. Besides, Wood suggests (19@5)liere are important ethical differences between
highly industrialized countries of the North anddeéndustrialized countries of the South. Polonsikl.
(2001) adds that Southern European countries dextubit the ethical characteristics of the Norther
countries, describing Southern countries as “ledsVeloped in regards to environmental sustainable
issues. This cross-national comparison is an exigiie previous studies comparing consumers’ aktitu
between Southern and Northern European countrigseahibits the level of corporate information abo
sustainable activities in both countries. Consitgrnot only culture to be an influential factor on
perception, we also analyze the effect of socioamaphic factors such as age and gender. The olgect
of our research is to:

(3) Determine the impact of country on perceived caaposustainable activities.
(4) Create a demographic profile of the consumer wighhighest perception in both countries.

Companies have a special interest in further rebe@s consumers react sensitive to corporate sabtai
activities. Especially expanding European compaaiesaddressed, who need to be sensitive to local
consumer needs and selected market conditions ggidl et al. 2005). The level of consumer
responsibility is an indicator of the efficiency admpany’s communication about sustainable aiwiti
More information about the environmentally sensiticonsumer helps companies improve their
environmental profile, segment their customer base define their marketing strategy. Our reseasch i
expected to shed light on the aspects companiastodecus on to raise the consumer’s attention.

2. LITERATURE REVIEW
2.1 Defining Sustainability

In the current literature, several sustainabiligfiditions appear often using differing terminologgd
sometimes overlapping in their meanings (Wiesa).eP012). Sustainability was defined in 1987 by t
World Commission on Environment and Development BT as follows: “Sustainable development
meets the needs of the present without compromisiagbility of future generations to meet theimow
needs”. In other words: meeting the needs of petmplay without risking the development opportusitie
and the choice of lifestyle of future generatio®aistainability can be seen in terms of balancing
economic, ecological and social goals and consagsef his is also known as the “Triple Bottom line”
approach (Gladwin, Kennelly and Krause, 1995; Ejton, 2004). Goldsmith and Goldsmith (2011)
define sustainability as “everyday practices miitgh across the 6.4 billion people in the worldttha
impact the air, water and earth”. In conclusionpenmon understanding of “sustainability” does naste
which leads to a far-reaching use by the compafastmann et al., 2007). This article is basedten t
ecological aspect of sustainability, supporting Kew (1993) who defines sustainability as an
environment-centric platform on which trade candmmducted as long as natural capacities are not
reduced in order to protect future generations.

2.2 Corporate sustainable activities
Corporate sustainable activities are manifold aat e realized through initiatives for instance.
Initiatives mean the company involvement in chatgacauses such as donations. Companies donate

every year millions of dollars to nonprofit orgaaiibns (Sen and Bhattacharya 2001; Lichtenstein,
Drumwright and Braig, 2004). At present many comeanespecially the multinational ones publish
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CSR reports within their annual report or in sepmrsustainability reports in order to inform the
stakeholders about their responsible activitiesté?@nd Kramer, 2006).

Corporate communication is an important tool faoanpany to inform stakeholders about their actsiti
and products. Stakeholders react by not just buginge products but also by supporting the company
through investing in the company or seeking empleyh{Sen et al., 2006). Through yearly published
sustainability reports, companies usually inforre #takeholders about results and progress of their
ecologic, economic and social achievements. Puddlishformation provides a basis for the ratings and
rankings which are published by non-governmentghbizations (NGOs). This information however
does not really affect the consumer in his purctdesgsion but even more other stakeholders such as
government policies, NGOs or investors. In ordecammunicate with consumers, companies choose a
diverse choice of media channels through which etamg communications can be sent to customers.
Those include traditional communication ways sushtadevision, mail or telemarketing but also more
recent communication ways such as internet banmensail, blogs or mobile phone communications
(Danaher and Rossiter, 2011).

Mohr and Webb (2005) state that many companies ribym about the good things they are doing,
which is why consumer trust of corporate commuiicest is low. Webb and Mohr (1998) further
mention that consumers develop more confidencenfpanies demonstrate a long-term commitment to
an issue such as the reduction of environmentalaganor to a nonprofit organization. As consumer
perception is a key factor to raise the benefitnganies especially need to know what to communicate
(message content) and where to communicate (meskageel) (Du et al. 2010).

2.3 Consumer perception

A positive perception of sustainable corporatevit@s is of special interest for a corporationitaseeds

to satisfy the special needs of its stakeholdemsGmer perception affects the image of brands and
firms, their financial performance, and the projgnsf consumers to buy specific brands and pag®ni
certain retailers (Luo and Bhattacharya, 2006)c&aion influences the consumers’ attitudes towtrds
company (Lichtenstein, Drumwright and Braig, 20G&Hd impacts on the consumer behavior (De
Pelsmacker and Janssens, 2007). Mohr and Webb )(Z0@ber state that perceived information
influences the purchase behavior of the consumerpievious research demonstrates, especially in
developed countries, consumers pay special attertbiothe environmental behavior of companies
(Wagner, Lutz and Weitz, 2009). Therefore markefinggrams are lounged by companies to raise the
consumer awareness about their sustainable prooféet. Still, it is important to spread positive
information about sustainability as Sen and Bhataga (2001) found out that negative information
about CSR has stronger effects on the consumerptbsitive information.

Lichtenstein, Drumwright and Braig (2004) quotetthien a company undertakes a CSR activity to the
extent that the initiative signals to consumerd tha company has traits that overlap with thelf-se
concept, consumers have higher degrees of ideattdit with the company and, in turn, are more likel
to support the company. Therefore, companies trymiaimize skepticism through a better CSR
communication. Consumers want to know about théaswble activities of the company they buy their
products from but they also quickly become skepiicthe CSR strategies are too aggressive (DU.get a
2010). Consumers act more positively to companystasnable activities if they receive their infotina
from neutral sources such as independent orgamiza(iSimmons and Becker-Olsen, 2006). However,
consumer perception varies among cultures. Follguwie definition of Kroeber and Kluckhohn (1952),
we define culture as a consensus of the behavpatéérns of many individuals. This consensus igthas
on larger social units such as countries, compiEiiefanguage communities or cross-national unith s
as the European culture.

2.4 Cultural impact

Previous experience in practice has shown thaintpact of culture is far-reaching. Companies detide
to adapt centralizing strategies in order to sawaay but a contrary effect was achieved as a diatda
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control leads to less local sensitivity (De MoaigdaHofstede 2002). Companies must be sensitivec |
consumer needs and selected market conditions (Kan@2002, Keillor et al. 2001).

The appearing single European market in 1992 amdttrt of a new Europe with a single currency made
marketers believe that consumers of the membertgesitbecome more similar through the consumption
of the same products and similar television progréide Mooij and Hofstede 2002). However, consumer
behavior still differs to a huge extent betweenHueopean consumers (Hyllegard et al., 2005) cabged
the different values, leading to consumption. Thosesumer-leading values are based on the historica
development of the particular countries and carb®tchanged in a relatively short period of time.
Economic systems in Europe converge increasinglynbwever there exists no evidence for converging
values. In contrast, consumption and product uflectethe diverging consumer behavior among the
member countries (De Mooij and Hofstede 2002). Sdhiand Pioch (1994) underline that the “Euro-
consumer” has not yet arrived.

3. THEORY AND HYPOTHESES

In the following section, we will discuss our hypeses relating to the perceived corporate sustainab
communication. Sustainable consumer perceptionfisenced by several factors such as product offer,
sustainable knowledge or information about sushdiia (De Pelsmacker and Janssens, 2007).
Papaoikonomou et al., 2011 found out that comptr&kermany, the Spanish ethical market is stithim
early phase of development. Existing social trermligs such as the LOHAS (‘Lifestyle of Health and
Sustainability’) emphasize the advanced sustainadalket and the consumer’s increasing sensitivity f
sustainable consumption in Germany. Maignan (20@terlines a high sensitiveness among the German
consumers.

Carrero et al. (2010) name three obstacles whigvemt the development of environmental ethical
consumption in Spain, firstly the missing motivatiosecondly additional expenses and finally the
missing information, considering this last factorkte the most important obstacle. Consumers are not
able to evaluate the ethical attributes of a pradfithe company does not inform about the proguct
social and ethical consequences. There are nofispegulations in Spain about the use or misuse of
accompanying information on the products which dgdhat the consumer is able to complain about a
company’s behavior. This leads us to the followhiygotheses:

Hypothesis 1a: German consumers exhibit higher perceived corpomaistainable activities than
Spanish consumers.

Hypothesis 1b: German consumers exhibit higher perceived corposaistainable information than
Spanish consumers.

Previous studies investigating the linkage betwgemder and environmental issues have found
significant relationships but indicate differensu#ts. Balderjahn (1988) for example found out et
relationship between environmentally consciouguatés and the use of sustainable products was more
intensive among men than among women. In contBasterjee and McKeage (1994) suggest that women
tend to be more environmental conscious than meage&c et al. (2011) observes in previous studies a
more ethical behavior among women as well. Dianaoitos et al. (2003) suggest differentiating
between environmental knowledge and environmengddabior, measuring the gender effect. They
believe that females exhibit higher environmentthdvior and a higher concern, whereas males tend to
have a better environmental knowledge. Supportiagdiro et al. (2002) we believe that people with
higher environmental concern also tend to havetembkevel of ecological knowledge which leads to a
higher perceived corporate sustainable behaviorigfedmation. In consequence, we expect women to
exhibit a higher perception than men, leading ukédfollowing hypothesis:

Hypothesis 2a: Female consumer exhibit higher perceived corpanastainable behavior than men.
Hypothesis 2b: Female consumer exhibit higher perceived corpaaséainable information than men.

Several prior studies have analyzed linkages betvegge and sustainable consciousness but mostly
with non-significant relationships, indicating thgbunger people exhibit higher levels of knowledge

199



(Diamantopoulos et al. 2003). In contrast, De Patsar et al. (2005) identified middle-aged conswemer
between 31 and 44 years as most sensitive, anglylzénperception towards Fair Trade as an exanfple o
social responsibility. An explanation for this cdube that consumers following the modern existing
Lifestyle of health and sustainability (LOHAS) (K&t 2011) belong to this aging group to a high ekte
LOHAS are enlightened consumers who search fowiddal but also social and environmental benefits
when doing their purchase (Carrero et al. 2010yirBnmental behavior expressed through responsible
purchases often cause additional expenses (UusiteloOksanen 2004) which can only be carried by
people with a higher income level, which are mairdgresented by middle-aged. We believe that these
facts also influence the perception level of cogp@rbehavior and corporate information. Defining th
existing aging group between 35 and 49 years instugly as middle-aged, we propose the following
hypothesis:

Hypothesis 3a: Consumers between 35 and 49 years exhibit higherejved corporate sustainable
behavior than other aging groups.

Hypothesis 3b: Consumers between 35 and 49 years exhibit higberejved corporate sustainable
information than other aging groups.

4. METHODOLOGY

4.1 Sample Characteristics

An online-based questionnaire about sustainablehaging was addressed to consumers of different age
groups in Germany and Spain. Our data was colledtieithg a period of two months between November
and December 2011. In total 989 usable questioemairere returned; 503 from Spain and 486 from
Germany (Table 1). Among the Spanish consumergsmamposed 53.9 per cent{271) and females
composed 46.1 per cemt £ 232). Respondents’ ages ranged from 18 to 7&\@e= 39.8). Among the
German consumers males composed 46.5 per sent2@6) and females composed 53.5 per cent (
260). Respondents’ ages ranged from 18 to 78 years32.1).Both samples represent approximately the
gender balance of the Spanish and the German gimpusccording to the latest census of both coestri
accomplished by the German and the Spanish IrestitfiStatistics [Statistisches Bundesamt (DeStatis)
2011; Instituto Nacional de Estadistica (INE), 2011

Table 1 Demographic profile of respondents< 989)

Demographic profile Germany Spain
Gender
Male 226 (46.5 %) 271 (53.9%)
Female 260 (53.5%) 232 (46.1%)
Age
18-25 123 (25.3%) 22 (4.4%)
26-34 209 (43.0%) 140 (27.8%)
35-49 89 (18.3%) 246 (48.9%)
50 or over 65 (13.4%) 95 (18.9%)

4.2 Measures

The questionnaire was divided into two sectionstHa first section the respondent’s perception of
environmental sustainability was measured. Theamsgs were evaluated on a seven-point Likert-type
scale ranging from strongly disagree (1) to strgragiree (7). In the second section, items were chttule
measure demographic data such as age and gendesuiiey was translated into Spanish and German.
Moreover, the survey was pre-tested.
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Firstly, we average the behavior representing iteale the protection of the environment seriously, t

to reduce pollution of their products, offer suffittly sustainable products in their range, focustbe
development process of sustainable prodwtid the information representing iteradvertise their
sustainable products sufficiently in the mediaginf about the environmental impact of their produt
compare the mean values of the consumers’ percewgabrate sustainable activities.tAest is used to
determine the differences for the perception-batmds among the countries. The analysis is based on
Maignan (2001) who analyzed the perception of caf@oresponsible activities, contrasting consurnmrers
Germany, France and the United States.

Secondly, by the use of two repeated measures AN@¥Ameasure the influence of socio-demographic
variables, using age and gender as independergblesi and the six perception-based variables as
dependent variables. The age variable is classifiedthe four categories, 18-25 years, 26—34 ye&fs

49 years, and 50 years or older (e.g. Swaidan 2(Rd3ults of this analysis are supposed to discover
differences in the perceived corporate sustainabteities between the four aging groups as well as
between male and female in both countries. Theyaealare run with SPSS v20.

5. RESULTS

Averaging the corporate behavior-based items, ne that German respondent score significantly ighe
on take the protection of the environment serioply .001) offer sufficiently sustainable products in
their range(p < .001) focus on the development process of sustainabtiupts(p < .01) than Spaniards.
A non-significant difference was detected figrto reduce pollution of their produ¢p > .05). Due to one
non-significant relationship, Hypothesis la canydmé partially approved. Consistent wittypothesis
1b, we find that German respondent score signifigahitjher on:advertise their sustainable products
sufficiently in the medigp < .05) inform about the environmental impact of theiogwcts(p < .001)
when averaging the corporate information-basedstem
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Table 2 Mean value comparison of German and Spanish cogrspenception

Spaniards Germans

(n=503) (n=486)
Companies in my country... M SD M SD T value p
...take the protection of the 273 1.291 3.62 1.442 -10.18 0.000%*
environment seriously.
...try to reduce pollution of their 279 1.347 3.19 1374 455 ns.
products.
.--offer sufficiently sustainable 2.42 1.119 2.83 1.286 -5.33 0.002*
products in their range.
...focus.on the development process 289 1.265 316 1373 319 0.018*
of sustainable products.
--advertise their sustainable 2.64 1.247 2,98 1.388 4.12 0.025*
products sufficiently in the media.
...inform about the environmental 233 1.268 262 1.422 336 0.000%*

impact of their products.

***Sjgnificant at 0.1% level. **Significant at 1%elel. *Significant at 5% level.

Among both consumer groups, gender had highly Bogmt effects for every item as males scored
significantly higher (p < 0.01) on every singlenitg Table 3). Among the German respondents, the
greatest difference between men and women was ftmrnithe behavior-based iterrake the protection

of the environment seriousbpmong the Spaniards, the highest difference betwaen and women was
scored for the information-based iteadvertise their sustainable products sufficientithe mediaDue

to the lower scores among the female consumersoih bonsumer groups, outypothesis 2aand
Hypothesis 2pstating that women exhibit higher perceived coape sustainable behavior and higher
perceived information than men can be declined.

Table 3Demographic effects on perceived corporate susdgractivities

Country Age Gender

18-25 26-34 35-49 >50 Male Female
...take the protection of the GER 3.72% 3.79** 3.21% 3.42% 3.94%+* 3.33%*
environment seriously. ESP 2.45 2.60 2.78 2.85 2.80%%  2.54%
...try to reduce pollution of their GER 3.31 3.20 2.92 3.28 3.49%x* 2.92%x*
products. ESP 2.59 2.65 2.82 2.99 3.00%%  2.55%
...offer sufficiently sustainable GER 3.06* 2.84* 2.49* 2.80* 3.03*** 2.65%*
products in their range. ESP 2.36 2.29 2.40 2.68 257 2040
...focus on the development GER 3.24 3.19 2.93 3.26 3.37%** 2.98%**
process of sustainable products. ESp 273 284 289 303 3 11+ 2 G5
...advertise their sustainable GER 3.16* 3.08* 2.64* 2.82* 3.25%** 2.75%+*
products sufficiently in the media. ESp 245 261 267 2 64 o g7k 2 3
...inform about the environmental GER 2.72* 2.73* 2.25* 2.57* 2.81%* 2.45%+*
impact of their products. ESP 2.27 2.24 2.29 2.58 2510 2.12%

***Sjgnificant at 0.1% level. **Significant at 1%elel. *Significant at 5% level.
Cross-national differences were detected for théabke age. Among the German consumers, young

consumers were detected to score the significghelsi values for the variablise the protection of the
environment seriousl{26-35 years)advertise their sustainable products sufficiemiyhe medig18-25
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years) inform about the environmental impact of theiogucts (18-25 years) anaffer sufficiently
sustainable products in their rangé8-25 years). No significant relationships weresarived for the
items try to reduce pollution of their produc@and focus on the development process of sustainable
products.Among the Spanish consumers, age had no signifeféect for all the variables. Thus, results
based on age cannot be interpreted in the Spaaisiple. In consequence, otiypothesis 3aand
Hypothesis 3p stating that consumers between 35 and 49 yedrbiehigher perceived corporate
sustainable behavior and higher perceived infoonatian other aging groups can be declined.

6. CONCLUSION AND IMPLICATIONS

This article sought to analyze the perception opomte sustainable activities among the resposdent
and whether there exist cross-national differenbesveen consumers in Germany and in Spain.
Moreover, a socio-demographic profile of the highmsceiving consumer was supposed to be created.

Our results indicate that perceived corporate stée activities vary between the analyzed natiass
we identify a higher perception of sustainable infation and mostly a higher perception of corporate
sustainable behavior among the German consumensp&ed to other aging groups between the
Germans, over all young people between 18 and 2Bsyerceive companies to act in a sustainable
manner, whereas no higher perceiving aging groufddme identified among the Spanish consumers.

Our results imply for practice that in Spain consusrof all ages and in Germany overall older peapte

in need of more information about the sustainabtesities of the companies. We suggest companies to
focus on different aspects in order to addressthging groups. Younger people could be advise¢deof
money saving aspect when purchasing the compamg®upts, whereas middle-aged or older people
could be convinced by advising on the health aspduich sustainable products provide. For companies
in both countries it is further important to addrédemale consumers as they often decide about the
purchase of household goods. In general, consunagesition could be raised through a better visual
product presentation and a labeling of ethical potslinforming about the manufacturing processtaed
environmental consequences of the product use.

Further research should focus on the pattern bethiadlisplayed perception in Germany and Spain in
more detail. It could be interesting to find out what extent perceived corporate sustainability is
influenced by further factors such as ethical magkee, personal motives, education and incomel.leve
Research in this area may be promising for comganibo need to raise consumers’ attention by
increasing the efficiency of their sustainable\atitis
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Introduction

Consumers have become an important factor regarding environmental issues as
their purchasing behavior has a direct impact on many ecological problems (Laroche
2001). Jackson (2005) believes that consumer behavior is the key to the impact that
society has on the environment. Many consumers are not aware of this, as they feel
that their efforts make little real effect. They expect companies to protect the
environment and behave ethically and base their purchasing decisions on these

activities (Mohr et al. 2001). In addition, government policies, Non-Governmental
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Organizations (NGOs) and science are perceived as responsible due to their direct or
indirect impact on environmental ethical behavior.

However, responsibility for environmental issues cannot simply be shifted to their
duty since all of consumers’ purchases have an ethical, resource, waste and
community impact. In other words, every time someone makes a purchase decision,
there is the potential for that decision to a more or less responsible consumption
contribution (McDonald et al. 2006). Carrigan and Attala (2001) proposed that
consumers need to be convinced that their purchase behavior can make a difference in
ethical terms. The so-called perceived consumer effectiveness has a significant impact
on ethical consumption behavior (Roberts 1996; Kinnear et al. 1974; Tucker 1980) and
indicates the level of environmental knowledge.

In a cross-national comparison, we analyze the consumer perception of individual
responsibility in Germany and in Spain. Similar characteristics of the countries include
unification through the European Union; Germany since 1952 and Spain since 1986.
Despite sharing the European culture, both countries exhibit fundamental differences,
which might influence people’s perception of environmentally ethical behavior.
Germany always tended to be a more industrialized country, whereas Spain always has
been less industrialized. This is in line with Loxley (1998), who considered Northern
countries to be more industrialized than Southern countries. Besides, Wood suggests
(1995) that there are important ethical differences between highly industrialized
countries of the North and less industrialized countries of the South. Polonsky et al.
(2001) adds that Southern European countries do not exhibit the ethical characteristics
of the Northern countries, describing Southern countries as “less” developed in
regards to environmental issues. This cross-national comparison is an extension to
previous studies comparing consumers’ attitudes between Southern and Northern
European countries as it exhibits perceived responsibility, leading to consumer
attitudes. However, the consumer’s ethical behavior is not only influenced by culture
but also by personal characteristics (Ralston et al. 2009). Thus, we also measure the

effect of age and gender on personal responsibility. Our paper is supposed to:

(4) Indicate the level of responsibility among consumers.
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(5) Explore the impact of country on consumer’s responsibility.

(6) Determine a demographic profile of the environmental consumer.

The present study is of special interest to companies who need to act
environmentally responsible in order to be competitive on a national and international
level due to the requirements of different stakeholders. Especially expanding European
companies are addressed, who need to be sensitive to local consumer needs and
selected market conditions (Hyllegard et al. 2005). The level of consumer responsibility
is an indicator of the efficiency of company’s sustainable activities. More information
about the environmentally sensitive consumer helps companies improve their
environmental profile, segment their customer base and define their marketing
strategy.

The article is structured into five sections. The first section consists of the review of
the literature our study is based on. The second section consists of the methodological
approach and research design. The third section presents the results of the applied
analysis. The fourth section consists of the discussion of our results with further
interpretation. Finally the last section concludes our findings, quotes the limitations of

this study and reveals some important implications for research and practice.

Literature Review
Environmental ethical behavior — A shared responsibility

Following Stern (2000, p. 408), we define environmental ethical behavior as a
behavior which “can reasonably be defined by its impact: the extent to which it
changes the availability of materials or energy from the environment or alters the
structure and dynamics of ecosystems or the biosphere itself” (Stern 2000, p. 408). This
definition does not only refer to the consumer’s contribution to the environment but
also to government policies, companies, NGOs and also science.

Consumers can contribute to the environment positively through the disposal of
household waste or a careful use of water, directly impacting on the environment

(Stern, Young and Druckman 1992). The indirect behavior describes the context in
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which choices are made that directly cause environmental change (Rosa and Dietz
1998). Behaviors that affect international development policies, product prices on
world markets, as well as national environmental and tax policies would be considered
as examples of indirect behavior. The impact of indirect behavior should not be
underestimated and can have a greater environmental impact than direct
environmental ethical behavior. Jackson (2005) believes that consumer behavior is the
key to the impact that society has on the environment. The actions that people take
and the choices they make to consume environmental ethical products all have direct
and indirect impacts on the environment, as well as on personal and collective well-
being.

Companies have accepted their responsibility regarding the environment due to the
varying environmental problems worldwide caused by corporate behavior. More
companies than ever before are supporting ethical behavior (Solomon 2010, p. 16) as
products and production processes are becoming cleaner leading to positive effects in
the environment. Especially in the industrial countries, companies are increasing their
sustainable activities as they have noticed that they can reduce pollution and increase
profits simultaneously (Hart 1997). Hart further states that “corporations are the only
organizations with the resources, the technology, the global reach, and ultimately, the
motivation to achieve sustainability”. Companies’ power is far reaching and has no
longer such a dependent role under the country’s government policies as it used to
have before when the state was dominant and acting as a regulator (Crane and Matten
2004). Companies subordinated themselves also taking advantage of this system as for
instance during the 1980s and 1990s companies in the U.S. exploited their liberties and
started to behave socially irresponsible because of government deregulations
(Campbell 2007). The role of the state in the traditional context has changed to a more
international one due to the increasing globalization and converging economic
systems. Nowadays, companies have more power as economic relationships go
beyond national boundaries (Albareda et al. 2008). In consequence, political decisions
are made on an international level, in terms of summits such as the United Nations

Conference on Environment and Development (UNCED) or annual occurring climate
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conferences. National governments convert the decisions and implement laws and
policies to achieve the international goals. Governments can further motivate
companies by means of subventions and financial support to adopt environmental
friendly practices. When approving loans or assigning public contracts, governments
usually prefer responsible companies such as those that are members of the Global
Compact (Cuesta and Valor 2004), a platform founded by the United Nations, that
companies can voluntarily join to comply with regulations regarding environmental
protection (Bremer 2008).

The impact of NGOs on political decisions about environmental issues has increased
as they have increased in number, power and influence since the 1980s (Keck and
Sikkink 1998). They further impact on companies as they promote ethical and socially
responsible business practices which lead to a positive change in corporate
management, strategy, and governance (Doh and Teegen 2006). Doh and Guay (2003)
found that different institutional structure and political legacies are important factors
to explain the influence of NGOs in the policy-making process. Although NGOs often
work across national boundaries on international projects, their impact is influenced
by the national and regional context in which they operate. The relationship between
government policies and NGOs can be described as a mutual relation, given that NGOs
depend to a high extend on governmental decisions but they also influence them.
Further responsibility is carried by scientific research as it is a creation of knowledge
and derived recommendations, applied and implemented by other actors such as

politicians, companies or consumers (Heise 2009).

Consumer perception

Perceived consumer effectiveness examines the extent to which the consumer has
an impact on the environment. Findings suggest that a high level of perceived
consumer effectiveness leads to a greater environmental consumer behavior (Roberts
1996; Kinnear et al. 1974; Tucker 1980). Consumers exhibit different perceptions about
their impact on the environment. Socially conscious consumers accept that they do

have a certain responsibility towards the environment. Others make excuses for not
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contributing more and finally, some of them totally deny their responsibility towards
the environment (Malpass et al. 2007, p. 249). Webster (1975) defines the socially
conscious consumer as someone who takes into account the public consequences of
his or her private consumption or who attempts to use his or her purchasing to bring
about social change. Solomon et al. (2010, p. 17) use the term “political consumer”
and defines him or her as “a consumer who expresses their political and ethical
viewpoints by selecting and avoiding products from companies which are antithetical.”
Responsible consumers are of special interest to companies as their perceptions
influence consumer behavior (De Pelsmacker and Janssens 2007; Mohr and Webb
2005). Perception further affects the image of brands and firms, their financial
performance, and the affinity of consumers to buy specific products (Luo and
Bhattacharya 2006) and influences the consumers’ attitude towards companies (e.g.
Lichtenstein et al. 2004). Consumers require from companies not just a product of
quality at low price but also an ethical behavior demonstrating a contribution to the
community. Contradictory behavior such as not fulfilling the ethical standards would
be punished by the consumer (Marin and Ruiz 2007). Brown and Dacin (1997) found
that corporate ethical behavior affects the consumers’ reaction to the company’s
products, reflected in their purchase. Ethical issues impact on consumption patterns
during the purchasing process (Rawwas 2005). Sen and Bhattacharya (2001) add that
perceived corporate responsibility can also have direct effects on the attractiveness of
the company’s products among corporate social responsibility (CSR) sensitized
consumers. Therefore it is important to spread positive information about ethical
activities as negative information about CSR has stronger effects on the consumer than
positive information.
Products further need to promise the consumer individual value added such as quality,
health, product safety and affordability. Corporate ethical behavior can only cause
benefit if the quality does not suffer (Carrigan and Attala 2001) and if product offerings
are improved.

However, consumer perception varies among cultures. Following the definition of

Kroeber and Kluckhohn (1952), we define culture as a consensus of the behavioral
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patterns of many individuals. This consensus is based on larger social units such as
countries, comprehensive language communities or cross-national units such as the
European culture. Large differences among the value systems of several European
countries which are resistant to change because they are strongly rooted in history (De
Mooij and Hofstede 2002) make believe that there are significant differences among

the consumers’ perceptions between Germany and Spain.
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Theory and hypotheses

According to Webster (1975) the socially conscious consumer is aware of the public
consequences of his private consumption and believes that his purchasing power
influences the social change. Mohr, Webb and Harris (2001) add that the more
consumers view their purchasing power as influential over company behavior, the
more likely they are to practice responsible consumption. We support Jackson (2005)
who describes consumer behavior as the biggest impact on the environment and
believe that perceived individual responsibility is linked with the consumer’s
environmental knowledge. Knowledge is recognized as a characteristic that influences
all phases in the consumer’s decision process (Alba and Hutchinson 1987).

The Spanish ethical market is still in the early phase of development compared to
Northern European countries (Papaoikonomou et al. 2011). Besides, the system of
NGOs which usually work as drivers for consumer awareness is not well-coordinated in
Spain. Consequently, a majority of Spanish consumers does not incorporate the
environmental criteria during their purchase decision (Cuesta and Valor 2004). On the
contrary, Maignan (2001, p. 60) found that German consumers “are likely to
incorporate society’s well-being in their shopping decisions”. Comparing German to
French and U.S. consumers Maignan (2001) further states that German consumers
appear more willing to actively support ethical behavior. These facts underline a higher
existing responsibility among the German consumers proposing the following

hypotheses:

Hypothesis 1a: German consumers perceive individual responsibility as most

important regarding environmental ethical behavior.

Hypothesis 1b: Spanish consumers do not perceive individual responsibility as most

important regarding environmental ethical behavior.

Hypothesis 2: German consumers allocate more importance to individual

responsibility than Spanish consumers.
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Several prior studies have analyzed linkages between age and environmental
consciousness but mostly with non-significant relationships, indicating that younger
people exhibit higher levels of knowledge (Diamantopoulos et al. 2003). In contrast, De
Pelsmacker et al. (2005) identified middle-aged consumers between 31 and 44 years as
most sensitive, analyzing the perception towards Fair Trade as an example of social
responsibility. An explanation for this could be that consumers following the modern
existing Lifestyle of health and sustainability (LOHAS) (Kotler 2011) belong to this aging
group to a high extent. LOHAS are enlightened consumers who search for individual
but also social and environmental benefits when doing their purchase (Carrero et al.
2010). Environmental behavior expressed through responsible purchases often cause
additional expenses (Uusitalo and Oksanen 2004) which can only be carried by people
with a higher income level, which are mainly represented by middle-aged. Defining the
existing aging group between 35 and 49 years in our study as middle-aged, we propose

the following hypothesis:

Hypothesis 3a: Consumers between 35 and 49 years exhibit a higher perceived

individual responsibility towards the environment than other aging groups.

Previous studies investigating the linkage between gender and environmental issues
have found significant relationships but indicate different results. Balderjahn (1988) for
example found out that the relationship between environmentally conscious attitudes
and the use of sustainable products was more intensive among men than among
women. In contrast, Banerjee and McKeage (1994) suggest that women tend to be
more environmental conscious than men. Bageac et al. (2011) observes in previous
studies a more ethical behavior among women as well. Diamantopoulos et al. (2003)
suggest differentiating between environmental knowledge and environmental
behavior, measuring the gender effect. They believe that females exhibit higher
environmental behavior and a higher concern, whereas males tend to have a better
environmental knowledge. Supporting Barreiro et al. (2002) we believe that people
with higher environmental concern also tend to have a better level of ecological

knowledge which leads to a higher perceived individual responsibility. In consequence,
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we expect women to exhibit a higher perception than men, leading us to the following

hypothesis:

Hypothesis 3b: Female consumers exhibit a higher perceived individual responsibility

towards the environment than men.

Methodology

Sample Characteristics

An online-based questionnaire about environmental behavior was addressed to
consumers of different aging groups in Germany and Spain. Our data was collected
during a period of two months between November and December 2011. In total 989
usable questionnaires were returned; 503 from Spain and 486 from Germany (Table 1).
Among the Spanish consumers, males composed 53.9 per cent (n = 271) and females
composed 46.1 per cent (n = 232). Respondents’ ages ranged from 18 to 72 years (m =
39.8). Among the German consumers males composed 46.5 per cent (n = 226) and
females composed 53.5 per cent (n = 260). Respondents’ ages ranged from 18 to 78
years (m = 32.1). Both samples represent approximately the gender balance of the
Spanish and the German population according to the latest census of both countries
accomplished by the German and the Spanish Institute of Statistics [Statistisches

Bundesamt (DeStatis) 2011; Instituto Nacional de Estadistica (INE) 2011].

Table 1 Demographic profile of respondents (n = 989)

Demographic profile Germany Spain
Gender
Male 226 (46.5 %) 271 (53.9%)
Eemale 260 (53.5%) 232 (46.1%)
Age
18-25 123 (25.3%) 22 (4.4%)
26-34 209 (43.0%) 140 (27.8%)
35.49 89 (18.3%) 246 (48.9%)
50 or over 65 (13.4%) 95 (18.9%)

217



Measures

The questionnaire was divided into two sections. In the first section the
respondent’s perception of environmental ethical behavior was measured. The
responses were evaluated on a seven-point Likert-type scale ranging from strongly
disagree (1) to strongly agree (7). In the second section, items were added to measure
demographic data such as age and gender. The survey was translated into Spanish and
German. Moreover, the survey was pre-tested.

Several analysis techniques are used to offer insight in our data and to answer our
research questions. In a first step a t-Test averages the perception-based variables
consumers, government policies, companies, science and NGOs and ascertains the
significance between them. T-values and significance between the factors are provided
in the Appendix. A one-way ANOVA uncovers the significance of the factors among the
countries. Results are supposed to give advice about the differences of perceived
responsibility in one country and detect significant differences between both
countries. By the use of two repeated measures ANOVA, we measure the influence of
socio-demographic variables, using age and gender as independent variables and
consumers, government policies, companies, science and NGOs as dependent
variables. The age variable was classified into the four categories, 18-25 years, 26—34
years, 35-49 years, and 50 years or older (e.g. Swaidan 2011). Results of this analysis
are supposed to discover differences in the perceived responsibility between the four
aging groups as well as between male and female in both countries. The analyses are

run with SPSS v20.

Results

Consistent with Hypothesis 1a, the highest value is scored on consumers’
responsibility among the German consumer group, followed by government policies
and companies, ranked as second and third (Table 2). Finally, science and NGOs are
perceived as less responsible for environmental ethical behavior. Testing Hypothesis
1b, Spanish consumers perceive government policies to be most responsible for

environmental ethical behavior followed by companies and science on the second and
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third rank. Individual responsibility is ranked fourth only followed by NGOs. For
Germans, most relations between the single analyzed factors are significant except the
relation between government policies and companies, government policies and
consumers, companies and NGOs, as well as companies and consumers (Table Al). In
the Spanish sample all the relations between the factors are significant except the
relation between consumer and NGOs (Table A2). Differences between the non-
significant relationships cannot be interpreted.

Testing Hypothesis 2, ANOVA results show significant differences between the
countries with a higher perceived consumers’ responsibility among the Germans (M =
6.23 vs. M = 5.67; p < 0.01). German consumers were also significantly more
supportive of the perceived companies’ responsibility (M =6.13 vs. M = 5.93; p < 0.05).
Non-significant differences among consumers were found for government policies,

science and NGOs (p > 0.05).

Table 2 Mean value comparison of German and Spanish consumer perception

Germans Spaniards
(n = 486) (n=503)
M (rank) SD M (rank) SD t Value p

Government policies 6.19 (2) 1.214 6.08 (1) 1.343 -1.35 0.178
Science 5.70 (4) 1.413 5.80 (3) 1.194 1.22 0.222
Companies 6.13 (3) 1.301 5.93 (2) 1.350 -2.41 0.016*
NGOs 5.47 (5) 1.455 5.56 (5) 1.324 1.08 0.280
Consumers 6.23 (1) 1.163 5.67 (4) 1.454 -6.73 0.000**

**Significant at 1% level. *Significant at 5% level.

Comparing both consumer groups, an agreement on NGOs, being the less
responsible can be stated. A disagreement appears, comparing the higher perceived
factors. Consumers in Spain perceive government policies to be most responsible,
whereas Germans rank individual behavior as first, which is only ranked fourth among
the Spaniards. Government policies is ranked on the second spot among the Germans,
whereas companies are seen as the second most important among the Spaniards. The

results of the demographic factors are discussed in the following section.
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The demographic factors age and gender exhibit differing results to confirm
Hypothesis 3a and Hypothesis 3b. The ANOVA results show a significant effect for age
among the German consumers for government policies, science, companies, NGOs and
consumers (Table 3). Non-significant results were detected among the Spanish
consumers for government policies, science, companies, NGOs and also for consumers.
In consequence, there is insufficient evidence indicating that Spanish middle-aged
exhibit a higher perception for individual responsibility than the other aging groups.

The second ANOVA results show a significant effect for gender among the German
consumers for government policies, science, companies, NGOs and consumers. A non-
significant effect for gender among the Spaniards was stated for government policies

whereas significant results were stated for science, companies, NGOs and consumers.

Table 3 Difference test for socio-demographic variables

Age Gender
German Spanish German Spanish
F (p) F (p) F (p) F (p)

Government policies 7.07 (**) 2.50 (n.s.) 19.46 (**) 2.47 (n.s.)
Science 5.23 (**) 0.52 (n.s.) 22.46 (**) 7.83 (**)
Companies 6.32 (**) 2.01 (n.s.) 19.67 (*¥) 11.73 (*¥)
NGOs 7.94 (**) 0.78 (n.s.) 17.91 (**) 17.23 (**)
Consumers 10.12 (**) 0.02 (n.s.) 11.59 (*¥) 7.09 (**)

**Significant at 1% level. *Significant at 5% level.

As expected, the highest value for consumers is scored between the 35 and 49 year old
respondents among the Germans (Table 4). The second highest value for individual
responsibility was scored by the over 50 year old respondents. Younger people (26-34
years and 18-25 years) scored the lowest value. In the Spanish sample, age has no
significant effect for consumers. Considering gender to be an influential factor, women

achieve higher scores for consumers’ responsibility than men.
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Table 4 ANOVA results for age and gender in both countries

Gov. policies Science Companies NGOs Consumers

GER ESP GER ESP GER ESP GER ESP GER ESP

Age

18-25 5.89* 6.09** 5.31** 5.73 5.78* 6.14 5.05** 5.91 5.95%* 5.73
26-34 6.22** 6.26** 5.73* 5.76 6.13** 6.09 5.43** 5.62 6.11** 5.68
35-49 6.63** 6.09** 5.98** 587 6.54** 5.92 5.98** 5.53 6.75%* 5.66

50 orover 6.05** 5.78%* 597 571 6.26** 5.67 5.69** 5.47 6.42** 5.65

Gender

Male 593 599 547 566** 586 574** 517 534* 6.04* 551*

Female 6.41*>* 6.18 5.90* 5.96** 6.37* 6.15** 572** 582** 6.40*  5.85**

**Significant at 1% level. *Significant at 5% level.

Discussion

Hypothesis 1a stating that German consumers perceive individual responsibility
towards the environment as most important has been fully supported (Table 4). In
contrast, individual responsibility is not perceived to be the most important among the
Spanish which supports our Hypothesis 1b. Emphasizing these results, we also state a
higher perceived responsibility of the German consumer compared to the Spanish
consumer, supporting Hypothesis 2. We explain this result as amongst others
perception is influenced by product offer, product information and consumer
knowledge (De Pelsmacker and Janssens 2007). Based on previous literature, we
believe that these aspects are more developed in Northern European countries,
expecting a higher environmental knowledge among the German respondents. Our
suggestion about the positive linkage between environmental knowledge and the
perceived individual responsibility found support in our results as German consumers
attach a higher importance to individual responsibility than Spaniards.

In Spain, the segment of consumers seeing themselves to be the factor of change in
terms of environmental issues is small. People with high perceived consumer
effectiveness are characterized as high educated, often belonging to NGOs. Carrero et

al. (2010) name three obstacles which prevent the development of environmental

221



ethical consumption in Spain, firstly the missing motivation, secondly the missing
information, and finally additional expenses. They further consider missing information
to be the most important obstacle. Consumers are not able to evaluate the ethical
attributes of a product, if the company does not inform about the product’s social and
ethical consequences. There are no specific regulations in Spain about the use or
misuse of accompanying information on the products which avoids that the consumer
is able to complain about a company’s behavior. Our study supports these facts as
Spaniards perceive government policies as most responsible towards environmental

issues, followed by companies.

Table 4 Summary of hypotheses

Cultural factor

Hla Germans towards individual responsibility Supported

H1lb Spanish towards individual responsibility Supported

H2  Germans compared to Spanish Supported
Socio-demographic factors Germans Spanish
H3a Age towards individual responsibility Supported Not supported
H3b Gender towards individual responsibility Supported Supported

Hypothesis 3a could be supported partially as middle-aged consumers between 35
and 49 years scored the highest value on perceived individual responsibility only
among the German consumers. Among the Spanish consumers our findings support
Diamantopoulos et al. (2003) who mostly stated non-significant relationships with a
higher exhibited knowledge among younger people. These results are probably related
to the given information on environmental issues in both countries. Middle-aged
people who follow the LOHAS lifestyle are influenced through environmental
information to a high extent. The better developed ethical market of Northern
countries provides more sustainable information engaging especially middle-aged
Germans to be more responsible. According to Carrero et al. (2010) corporate
information is low as companies do not inform sufficiently about their ethical product

offer. Communication usually affects aging groups in a different way. A low ethical
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communication level in Spain could explain the non-significant influence of the
demographic factor age.

Consistent with our Hypothesis 3b, females scored the highest value on individual
responsibility in both countries. This result raises the question whether perceived
individual responsibility is rather linked to environmental knowledge or whether it is
related to environmental concern. In various previous studies women were identified
to be more conscious towards environmental issues adapting their behavior in terms
of sustainable purchases for instance. Men were often identified to exhibit a greater
knowledge. Barreiro (2002) even believes in a positive relationship between
environmental concern and environmental knowledge. This study clearly identified
women to be more responsible than men but it does not resolve whether this is

related to knowledge or to concern.

Conclusion and implications

This article sought to analyze the level of responsibility among the respondents and
whether there exist cross-national differences between consumers in Germany and in
Spain. Moreover, a socio-demographic profile of the responsible consumer was
supposed to be created. Environmental knowledge was supposed to be an indicator
for the level of individual responsibility.

Our results indicate that perceived individual responsibility varies between the
analyzed nations, as we identified a higher responsibility among the German
consumers. Spaniards perceived government policies, companies and science to be
more responsible. In other words, Germans believe to a higher degree that their
behavior has a significant impact on society and that their efforts make real effect. By
creating a socio-demographic profile, we found women to be more responsible than
men in both societies. Furthermore, Germans between 35 and 49 years were identified
to be most responsible whereas no aging group could be identified to be more
responsible among the Spaniards. Comparing our expectations with our results,
environmental knowledge could be recognized as a good indicator for perceived

individual responsibility. Consumers start to act responsible if they feel a certain
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effectiveness of their behavior. High perceived consumer effectiveness requires
knowledge about how one can contribute in a responsible way. Knowledge can be
induced by a high degree of information.

Our results imply that especially in Spain, consumers of all kinds are in need of more
information about the ethical consequences of their behavior. This could be realized
through a better visual product presentation and a labeling of ethical products
informing about the manufacturing process and the environmental consequences of
the product use. This requires a successful interaction between companies,
government policies and NGOs, as they all exhibit a certain impact on the
implementation. Improved environmental knowledge among younger people in
Germany could be achieved through special advertising efforts focusing on personal
advantages such as the money saving aspect, taking into consideration their lower
income level.

Further research should focus on whether perceived individual responsibility
depends on environmental concern and consumer behavior, reflected through
purchase and product use. Moreover, it may be worthwhile to investigate the pattern
behind the displayed perception in Germany and Spain in more detail. It could be
interesting to find out to what extent perceived responsibility is influenced by
environmental information and further factors such as ethical market size, personal
motives, education and income level. Research in this area may be promising for
companies who need to raise consumers’ attention by increasing the efficiency of their

environmentally ethical activities.
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Appendix

Table A1 Mean difference for German respondents

Gov. policies Science Companies NGOs Consumer
Gov. policies 49 (*%) .06 (n.s.) 72 (*%) -.04 (n.s.)
Science -.43 (**) .23 (**) -.53 (**)
Companies .67 (n.s.) -.10 (n.s.)
NGOs 76 (%)

Consumers

**Significant at 1% level. *Significant at 5% level.

Table A2 Mean difference for Spanish respondents

Gov. politics Science Companies NGOs Consumer
Gov. politics .28 (*%) 15 (%) 52 (*) A1 (%)
Science =13 (%) .24 (*%) A3 (%)
Companies 37 (*%) .26 (**)
NGOs -.11 (n.s.)

Consumers

**Significant at 1% level. *Significant at 5% level.
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