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KEY DEFINITIONS

Sustainable consumption — consumption with the aim to preserve our planet,
people, and economic resources (World Commission on Environment and
Development, 1987).

Circular consumption — the acquisition and consumption of products
transformed by repairing, reconditioning, refurbishing, remanufacturing, or recycling
(Ellen MacArthur Foundation, 2013; European Parliament, 2022).

Meaning in life — a subjective feeling state constituted of such central
components as (1) felt significance, (2) purpose, and (3) coherence (Heintzelman &
King, 2014, King et al., 2006; Martela & Steger, 2016; Park & George, 2016). Meaning
in life has two dimensions: (1) the presence of meaning in life that refers to individuals
feeling his/her life as meaningful, and (2) searching for meaning in life that has been
defined as the drive to find meaning in one’s life (Steger et al., 2006).

Meaning threat — “experiences that are inconsistent with the expectations that
follow from our understandings® (Proulx & Inzlicht, 2012). Meaning threat results in a
sense of lost meaning.

Dispositional greed — “a selfish motivation to acquire an unfairly excessive
amount of a resource at the expense of others” (Cardella et al., 2019). Greed is
probably the most prototypical extrinsic motivational drive. Prior research has shown
that greed is associated with an irrational extrinsic aim to acquire more and more
(Seuntjens et al., 2015a; Seuntjens et al. 2015b; Krekels & Pandelaere, 2015), not
only material goods, but they also strive for power, status (Seuntjens et al., 2015a;
Seuntjens et al., 2019), or influence (Jett, 2000).

Openness to experience refers to intellectual openness and flexibility (Goldberg,
2013; Matzler et al., 2006; Markowitz et al., 2012), rich, abstract thinking, and an
appreciation for variety and unusual experiences (Brick & Lewis, 2016). People who
tend to be high in the trait of openness are curious, thoughtful, creative, and enjoy
novelty and trying new ideas (Shen et al., 2019; Hirsh & Dolderman, 2007). They
undertake new actions, very often involving uncertainty (Busic-Sontic et al., 2017).

Sadness - “an emotional state of unhappiness, ranging in intensity from mild to
extreme and usually aroused by the loss of something that is highly valued” (American
Psychological Association, 2018).



Origin cue of circular product — informational cue about the origin of the
material that was used for the production of the circular product. This material is a
significant part of a new circular product.

Acquisition centrality — a factor of the materialism construct, reflecting “how
much possessions and acquisitions are placed in the center of one’s life“ (Richins &
Dawson, 1992).
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INTRODUCTION?

The relevance of the research. Prior literature provides evidence that
consumers' responsible consumption — consumption that considers environmental,
economic, social, and health dimensions — is complex and can be affected by multiple
psychological factors (Gifford, 2014; Van Vugt, 2009; Zaval et al., 2015). Many studies
have demonstrated that different types of responsible consumption are driven by
environmental concerns. For example, environmental concern was found to predict
ecologically conscious consumer behavior (e.g., Yarimoglu & Binboga, 2019; Kinnear
& Taylor, 1973; Roberts & Bacon, 1997; Roberts, 1996; Straughan & Roberts, 1999)
and green purchases (e.g., Albayrak et al., 2013; Bamberg, 2003; Park & Lin, 2020).
Also, environmental concern was positively linked to socially responsible consumption
behavior (e.g., Antil, 1984; Hosta & Zabkar, 2021). Yet, some more recent studies
failed to find a link between environmental concerns and responsible behavior,
indicating that more psychological mechanisms are responsible for consumer
judgment and decision-making. For example, green awareness does not always
predict the purchase intention of remanufactured products (Singhal et al., 2019), and
the environmental benefits of refurbished products do not play a primary role in
purchase decisions (van Weelden et al., 2016). In addition, some research shows that
environmental concerns do not solely drive responsible behavior but can be guided by
personally and socially driven motivations. For instance, one study found that it is not
environmental concerns but a direct benefit to the consumer that drives the willingness
to pay for products with socially responsible labels (Tully & Winer, 2014). Other studies
confirmed that consumers tend to select sustainable options to convey social status
conspicuously or to impress others (Green & Peloza, 2014; Griskevicius et al., 2010).
Self-interest motives and self-benefits frequently drive pro-environmental behaviors
(Griskevicius et al., 2012; White et al., 2019).

! This chapter is based on:

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The Meaningful, the Open-
Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and Circular Consumption.
European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to Sustainability: How
Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in Emerging Economies.
Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular consumption: origin cues
drive the subjective intrinsic value of used or remodeled goods. In Dewitte, S., & Botchway, E. Incentivisation
and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project 821479 — H2020,
37-46.
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These findings suggest that the category of responsible consumption may be too
broad to meaningfully and univocally be associated with diverse drivers. Following the
logic of domain specificity, different types of responsible consumption may be
influenced by various traits. To date, only a few studies have simultaneously
addressed the preferences for different types of responsible products and their
underlying drivers (e.g., Hosta & Zabkar, 2021; Tully & Winer, 2014). Yet, there are
multiple reasons to expect that different types of responsible consumption are
associated with different and even divergent motivators. | use sustainable and circular
brands as a case in point. | acknowledge that sustainable consumption and circular
consumption show considerable overlap. Yet, | argue that sustainable consumption is
a psychologically different type of consumption than circular consumption, thus, the
underlying traits and judgment and decision-making may also differ. Specifically,
sustainable consumption brings many social benefits by providing access to basic
services, green and decent jobs, and a better quality of life for everyone, contributing
to the reduction of economic, environmental, and social costs in the future,
strengthening economic competitiveness, and alleviating poverty (Ritchie & Mispy,
2018). Meanwhile, circular consumption has a narrower resource conservation aim
and involves “sharing, leasing, reusing, repairing, refurbishing and recycling existing
materials and products as long as possible,” so the life cycle of products would be
extended (EP, 2022; see also Geissdoerfer et al., 2017). In some cases, products are
considered to be sustainable, although they are produced not according to circularity
principles, e.g., greater sustainability in producing red meat may be achieved by
introducing sustainable practices increasing eco-efficiency (e.g., changing animals’
diet, so it would be of higher-energy, grain-based which in turn leads to lower methane
emissions) or ensuring gender equality, worker safety, etc. A circular approach, on the
other hand, would focus on creating a meat substitute from plants, ensuring losses of
materials prevention. Furthermore, even though sometimes circular products are
considered to be a form of sustainable consumption, efforts to achieve circularity do
not always guarantee sustainable results. A recent study pointed out that circular
products may also be unsustainable, e.g., when producing products from harmful
secondary materials such as polymers that incorporate hazardous additives (Blum et
al., 2020).
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This dissertation aims to address the questions related to drivers fostering efficient
change in the sustainable consumption domain. For this aim, this work focuses on
three levels: (1) analyzes sustainable and circular consumption simultaneously, then
(2) delves deeper into consumer judgment and decision-making regarding sustainable
products and, lastly, (3) into consumer judgment and decision-making regarding
circular products.

First, this dissertation aims to expand knowledge by highlighting the role of
specific underlying traits that possibly drive sustainable and circular consumption in
different ways. In this research, | argue that the differences in the scope of aim and
different features of sustainable and circular products are linked to different individual
orientations and, therefore, will be driven by different traits. These questions are
investigated in the first study.

Moreover, the second set of questions of this dissertation is related to consumer
judgment and decision-making regarding sustainable products. More particularly, this
dissertation aims to explain the underlying mechanism of the negative emotion of
sadness. Emotions influence what we think and how we do it— our attention,
perception, memory, physiological state, mood, as well as our goals and behaviors
(Cosmides & Tooby, 2000). As such, emotions facilitate adaptation to the environment
and serve important psychological functions (Salerno et al., 2014). Emotions help us
understand goals, solve problems, protect our health, strengthen resilience, create an
attachment to other people, and guide the behavior of groups, social systems, and
nations (Pekrun et al., 2002). Research has mostly addressed the bright side of
positive emotions and has shown that positive emotions expand a person’s cognitive
domain and thus nurture personal resources (Fredrickson, 2013). Furthermore,
positive emotions can provide long-term benefits in important areas, including work,
physical health, and relationships (Armenta et al., 2017). However, another stream of
studies provides evidence that negative emotions can also serve a positive function
and have a motivating effect (Forgas, 2013), leading to more cautious, calculated
behavior (Tan & Forgas, 2010), indicating a need to take concrete action to deal with
the situation in accordance with existing social norms (Tan & Forgas, 2010). For
instance, a sense of guilt is a negative feeling people experience when they reflect on
past behaviors and realize that their behavior does not fit their personal goals, norms,
or standards (Baumeister & Leary, 1995; Tangney & Dearing, 2002). Studies show

that guilt activates the desire to deal with this stressful situation by correcting past
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behaviors and situations (Lazarus & Folkman, 1984; Skinner & Brewer, 2002). In this
specific case, a sense of guilt activates focus on a problem — people try to improve
their environment and their well-being (Antonetti & Maklan, 2014; Lazarus, 1993).
Research on regret focuses primarily on reducing probable regret through
conventional means (Inman & Zeelenberg, 2002). Fear motivates preventively caring
for health (Consedine et al., 2004), and improves driver safety (Lewis et al., 2007).
Interestingly, prior research suggests that in some cases, negative rather than positive
emotions can be more effective (e.g., changing target behavior when emotions and
moods are not only destructive but also constructive; Shuman et al., 2018). If sadness
can offer new ways to acquire meaning in the consumption domain, such meaning can
be obtained by making more sustainable choices. Recent research, indeed, shows
that sadness evoked by reminders of social norms can lead to more sustainable
behaviors, such as using an energy footprint calculator or donating larger sums for
specific environment-related projects (Schwartz Perlroth & Loewenstein, 2017). |
argue that meaning threats will increase sadness, which, in turn, will act as a
mechanism for restoring the desired state by experiencing a greater desire to purchase
sustainable products. To test this notion, | employ the second set of four experimental
studies (Study 2, Study 3, Study 4, and Study 5).

Lastly, the third set of questions aims to investigate consumer judgment and
decision-making regarding circular products. Prior research on circular decision-
making has primarily focused on the seller’s side, for example, how consumers give
away or sell used goods to other consumers (e.g., Brough & Isaac, 2012; Donnelly et
al., 2017); how they part with identity-linked products (e.g., Trudel et al., 2016); how
different traits, norms or convenience drive recycling intentions (e.g., Ebreo & Vining,
2001; Goldstein et al., 2008; McCarty & Shrum, 2001). While understanding why
people recycle is important, it provides only part of the whole picture explaining circular
choices. This dissertation argues that it is equally important to gain a deeper
understanding of why and when already recycled (used or remodeled) goods are
acquired and how to increase the demand for these goods. If, in general, demand is
driven by the value of a good, how is this value of used or remodeled goods perceived?
First intuition suggests that, because of previous usage by others, used or remodeled
goods should be seen as having a lower intrinsic value in comparison to regular goods.

Yet, the contrary is also possible — under certain conditions, the intrinsic subjective
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value of used or remodeled goods may be increased because of unique properties
that are only present for such goods. In contrast to new goods, used or remodeled
goods may possess characteristics that can be reflected in informational stimuli
signaling the origin of the good connected to a certain place. In this dissertation it is
proposed that such origin cues represent a neglected yet powerful driver of consumer
behavior — simply knowing the origin may change the subjective intrinsic value of used
or remodeled goods. The current project seeks to advance theoretical knowledge and
understanding by identifying the novel psychological mechanisms that determine how
and under what conditions origin cues help the appeal of used or remodeled goods
and so may drive the success of circular consumption. Therefore, the last set of
experimental studies (Study 6, Study 7, and Study 8) addresses these questions.

The gaps in the research area. While previous research shows the importance
of understanding traits towards responsible consumption in general, currently available
insights are limited, as previous studies do not examine whether traits differ for
different types of responsible consumption at once. Previous work has suggested that
underlying traits are the same for circular and sustainable choices. Only recently it was
pointed out that specific characteristics of circular products distinguish them from
sustainable ones and that these two types of responsible consumption should be
considered distinct categories; therefore, drivers also can vary (Pretner et al., 2021).
However, to date, no research has tested whether certain traits predict sustainable
and circular consumption similarly in one dataset. Moreover, previous research
focused on measuring intentions, and research has documented that on the surface,
consumers may feel positive and intend to buy sustainable brands but do not follow
up when it comes to actually buying such brands (e.g., White et al., 2019). In this
dissertation, | aim to grasp actual consumption by measuring ownership of sustainable
and circular brands.

Next, previous research has investigated such constructs as meaning in life,
openness to experience, and dispositional greed, however, the research was
performed not in the sustainability-related domain, or the findings are mixed. Further,
prior research has dedicated a lot of attention to how various positive and negative
emotions affect behavior. However, the role of negative emotion of sadness remains
poorly understood as previous findings are mixed, and the relationship between

meaning threats and sustainable consumption has not been studied at all.
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Further, to date, a mere handful of studies have examined perceptions of single,
particular exemplars of circular products: recycled and upcycled products (Kamleitner
et al., 2019), re-used products (Hazen et al., 2017); remanufactured products (Guide
Jr. & Li, 2010; Michaud & Llerena, 2010), refurbished products (Harms & Linton, 2016;
van Weelden et al., 2016). Moreover, the research so far has been overwhelmingly
descriptive: merely documenting mostly negative outcome variables such as
consumer avoidance. For instance, several studies suggest that people avoid buying
reused products (Hazen et al., 2017) and tend to pay less for products that are
remanufactured or refurbished (Abbey et al., 2015; Harms & Linton, 2016; Michaud &
Llerena, 2011). Previous findings explaining underlying reasons and boundary
conditions for circular consumption show that consumers are concerned about the
quality and reliability of reused goods (Bundgaard & Huulgaard, 2019; Harms & Linton,
2016). Environmentally sustainable and remanufactured products are often rejected
because of an association with perceived higher risks (van Weelden et al., 2016) or
disgust caused by physical contact with a previous owner (Abbey et al., 2015). Yet, a
clear understanding of what antecedents predict and proactively drive circular
consumption is missing from the scientific literature.

Research problem: (a) a lack of understanding of how different traits are related
to different forms of responsible consumption, i.e., consumer judgment and decision-
making regarding sustainable and circular brands; (b) a lack of knowledge of how the
negative emotion of sadness elicited from experienced meaning threat affects
consumers’ decisions in the sustainability domain; and (c) a lack of knowledge of why
and under what conditions consumers make positive decisions regarding circular
products when origin cues of such products are present (vs. absent).

This research aims (1) to test how the same traits are related to ownership of
sustainable and circular products; (2) to analyze whether meaning threat causes the
emotion of sadness and how sadness affects willingness to consume sustainably; and
(3) to investigate the role of origin cues in steering consumer decision making
regarding circular products. More precisely, to research what spill-over effect the
presence of origin cues (versus absence) has, how it affects the desirability of circular
products, and what boundary conditions are.

Research objectives:

e To analyze the academic literature on sustainable decision-making.

16



e To analyze the academic literature on different orientations such as collective
benefitting, self-benefitting, and cognitive flexibility, how they correspond to such
motivational traits as meaning in life, dispositional greed, and openness to
experience, and what relationships they might have with sustainable and circular
consumption.

e To analyze the relationships between meaning threats, sadness, and sustainable
consumption.

e To analyze the relationships between origin cues and perceived monetary value,
connection with the sense of self, desirability for circular products, and acquisition
centrality.

e To develop the methodology for testing the proposed hypotheses.

e To perform the empirical research and analyze the obtained data.

e To compare the findings of conducted empirical research to the ones of existing
research in the field.

e To provide managerial implications, indicate research limitations and implications
for future research.

Scientific contribution. This dissertation contributes to the existing scientific
literature as it provides a refined conceptualization of sustainable and circular
consumption by exploring their overlapping and distinct aspects. This work also shows
that sustainable and circular consumption may be influenced by different traits in
diverging ways. Drawing on the Trait Activation Theoretical framework, | suggest that
sustainable and circular consumption types signal different features that correspond
to distinct traits. Next, this dissertation deepens the understanding of the complexity
of different traits in predicting sustainable and circular consumption, highlighting their
nuanced effects on different consumption types. Further, previous research has
documented the intentions-behavior gap — that is, consumers may report positive
intentions toward responsible consumption but do not follow up when it comes to
actually buying responsible brands (e.g., White et al., 2019). Therefore, in this
research, | focus on studying ownership of brands, defined as “the state or fact of
owning something” (Cambridge University Press, n.d.a), and thus contribute to prior

work providing a thorough picture of responsible consumption?.

2 Note that ownership is a prerequisite of consumption that is a broader term encompassing all behavioral
outcomes linked to “the process of buying and using goods, or the amount that is bought and used”
(Cambridge University Press, n.d.b).
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This dissertation also expands knowledge about the negative emotion of sadness
and shows its previously not studied motivational role towards responsible behavior,
i.e., sustainable consumption. Although one stream of the literature highlights the
directing role of sadness towards compensatory consumption, which brings negative
consequences (e.g., Allard & White, 2015), this work shows that such frequently felt
emotion, in some cases, can actively direct people to positive behavior, i.e.,
sustainable consumption. Further, prior studies researching how people cope with
meaning threats have indicated many ways to reinstate the sense of life being full of
meaning. However, to my best knowledge, this research is the first one showing the
link between meaning threats and sustainable consumption.

Moreover, this dissertation advances theoretical knowledge by identifying the
psychological mechanisms that determine how and under what conditions origin cues
help the appeal of used or remodeled goods and so may drive the success of circular
consumption. This is one of the first works to explore how to increase the demand for
remodeled or used goods by exploring their intrinsic characteristics as a resource,
increasing the value of the good (for an exception, see Kamleitner et al., 2019).
Contrary to the large stream of previous studies, this research shows that consumers
can desire more used or remodeled goods when certain aspects inherent in such
goods are highlighted (i.e., origin). Next, this current research provides evidence that
used or remodeled goods have the potential to have higher subjective intrinsic value
compared to new goods. Moreover, research findings add to the literature on circular
consumption by showing that origin cues drive the subjective intrinsic value of used or
remodeled goods via the underlying mechanism of connection with the self — a
mediator that has not been researched in the context of circular choices. As well,
provides evidence on the novel boundary condition as the documented effects are
particularly present for consumers who are centered on the relationships and the
surrounding context but not on acquisitions themselves — people scoring lower on the
acquisition centrality. Overall, the results of this dissertation contribute to a better
understanding of how to boost circular consumption and increase the demand for used
or remodeled goods by highlighting certain aspects inherent in such goods.

Relevance to practice. The findings of this dissertation may help to address
actual social and economic problems that sustainable and circular consumption

address (e.g., improving quality of life, strengthening health, safety, diversity, human
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rights, equitable labor practices, reducing waste, and benefiting the environment in
other ways, etc.). Indeed, consumers are considered to play a central role in
sustainable development as they determine the demand for sustainable production
(OECD, 2008); thus, understanding how to encourage people to consume sustainably
and circularly is of utmost importance. The findings of the current work provide insights
on how to boost the demand for sustainable and circular products, a deeper
understanding of how to target consumers, how to develop effective communication
and education programs, give general guidelines on how to encourage people to make
better choices. Most importantly, the results show that not always the same tactics can
be effective when encouraging sustainable and circular consumption, and an individual
approach to these consumption forms is needed. Such insights are relevant for policy-
makers, as well as public and private organizations aiming to shift consumption
towards more sustainable and circular.

Research methodology. To test the hypothesis raised in this dissertation, two
different quantitative research methods were employed. For the first set of questions,
which aimed to research both sustainable and circular consumption in one dataset, a
survey was conducted, and structural equation modeling as the main statistical
analysis method for the data of this study was applied. Such analysis was chosen as
it allows the examination of complex relationships by simultaneously rigorous
assessment of measurement validity (Beran & Violato, 2010). Further, for testing
hypotheses addressed to explain underlying mechanisms for sustainable and circular
consumption separately, researching the causality was a necessity; thus, experiments
were conducted. This research method is the major one for making causal inferences
(Cook et al., 2002). In sum, eight studies were carried out in order to address research
guestions: one survey and seven between-subjects design experiments. All studies
were conducted online using the professional research platform Prolific Academic,
where 2254 British citizens were recruited in return for a small monetary reward.
Studies addressed both ownership of sustainable and circular brands and intentions
to consume sustainable and circular products. Also, various product categories were
tested.

Limitations of the dissertation and directions for future research. While the
data of the first survey offers highly externally valid findings for indicating diverging
effects of distinct traits on ownership of sustainable and circular brands, future

research might consider isolating and testing underlying effects using experimental
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design in more controlled lab settings and also investigate boundary conditions.
Further, future studies could also estimate the generalizability of the findings and test
other forms of sustainable and circular consumption (e.g., collaborative consumption)
or highlight other benefits of the products. Also, to test propositions in other contexts,
e.g., with vulnerable, resilient, and hesitant regarding the transition to more sustainable
consumption consumers. Moreover, future studies could also provide more insights
into the underlying mechanism of effects, adding parallel mediators and expanding
knowledge about other boundary conditions for proposed models. As well, field studies
could observe actual consumer behavior in real-life settings.

The structure of the dissertation. This dissertation consists of seven main
chapters. In the first chapter, an overview of sustainable decision-making literature is
provided. In this chapter, sustainable and circular consumption are conceptualized,
and then the drivers of these two consumption forms are analyzed. Further, the second
chapter aims to review the literature and develop research hypotheses related to the
diverging effects of distinct traits on sustainable and circular decision-making. As the
second chapter discusses the role of traits in sustainable and circular consumption
and provides the theoretical framework for the activation of different traits in
encounters with different products, the third and fourth chapters are dedicated to
separate research of these two responsible consumption forms. More precisely, the
third chapter is dedicated to reviewing the literature and developing research
hypotheses for meaning threats, the mediating role of sadness, and sustainable
decision-making, and the fourth to the importance of origin cues in the circular
consumption domain. Further, the fifth part of this dissertation describes the research
methodology applied. Also, this chapter presents the findings of empirical research
conducted, including hypothesis testing. The sixth chapter represents the general
discussion of the dissertation and provides a representation of the findings, scientific
contribution, theoretical and managerial implications, limitations, and future research
directions. Lastly, the seventh chapter presents the main conclusions of this

dissertation.
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1. OVERVIEW OF SUSTAINABLE DECISION-MAKING LITERATURE

1.1. Conceptualization of sustainable and circular consumption?

Prior research still lacks a comprehensive and unified conceptualization of
sustainable consumption (Giulio et al., 2014; see also Haider et al., 2022 for the review
of different definitions of sustainable consumption). A significant number of studies
defines sustainable consumption exclusively from the environmental perspective;
however, the majority of research uses an integrated perspective, framing sustainable
consumption with environmental and socio-economic impacts (Fischer et al., 2021)
using the seminal definition of Brundtland Commission (1987) that considers three
interconnected pillars of sustainability: environment, economy, and society.
Accordingly, sustainable consumption is defined as consumption with the aim of
preserving our planet, people, and economic resources (World Commission on
Environment and Development, 1987). When it comes to conceptually linking
sustainable consumption definitions with actual products consumed, prior research
has provided suggestions that sustainable products incorporate a range of features
focused on reducing resource consumption, enhancing product longevity, and
promoting ethical practices. For instance, consumption might entail choosing products
produced using environmentally friendly materials (e.g., recycled, upcycles,
biodegradable, renewable, organic, etc.) and resources efficiently (e.g., efficient use
of water, energy, materials, using renewable energy sources and energy-efficient
technologies, minimizing greenhouse gas emissions, offsetting carbon, etc.), sourced
ethically and responsibly (e.g., fair-trade, local, ensuring fair labor, animal welfare),
non-toxic and safe, oriented to biodiversity and ecosystem health, designed with a
focus on quality, durability, and longevity (e.g., possibility to repair, easily replace or
upgrade separate parts of the good), reducing waste (e.g., zero or minimal, eco-
friendly packaging, compostability, recyclability, take-back programs, etc.), be socially
responsible (e.g., support for communities, community engagement and education,

ensuring transparency, etc.), etc. Innovative approaches are very important for

3 This chapter is based on: Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review) The
Meaningful, the Open-Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and
Circular Consumption. European Journal of Marketing.
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sustainable product design and creating cutting-edge, lower environmental impact-
making materials (e.g., plant-based plastics, lab-grown materials), etc.

Similarly, prior work has not reached a unified conceptualization of circular
consumption. Circular consumption is considered to be a form of sustainable
consumption as it supports the broader goals of sustainability by focusing on reducing
resource use, extending the lifecycle of products, and reducing waste (Geissdoerfer
et al., 2017). Circular consumption is defined as the acquisition and consumption of
products transformed by repairing, reconditioning, refurbishing, remanufacturing, or
recycling (Ellen MacArthur Foundation, 2013; European Parliament, 2022). When it
comes to conceptually linking circular consumption definitions with actual products
consumed, prior research has provided suggestions that circular products are
produced to maintain the materials in the closed-loop system for as long as possible
rather than being disposed of after use (Kirchherr et al., 2017). Such an approach
contributes to minimizing waste and extraction of new resources, thus reducing
consumption’s environmental footprint.

At first sight, sustainable consumption and circular consumption definitions might
show considerable conceptual overlap. They both focus on minimizing environmental
impact, emphasizing efficient use of resources, avoiding waste, and preserving
resources for future generations. However, | argue that despite sharing several
common goals, sustainable consumption and circular consumption differ in their (1)
scope, (2) focus, and (3) orientation. First, sustainable consumption and circular
consumption differ in scope. Sustainable consumption is focused on a broader scope
as it brings many social benefits by providing access to basic services, green and
decent jobs, and a better quality of life for everyone, contributing to the reduction of
economic, environmental, and social costs in the future, strengthening economic
competitiveness, and alleviating poverty (Ritchie & Mispy, 2018). Thus, sustainable
consumption is frequently motivated by a wide range of factors, including the social
and economic impacts of their purchases, in addition to environmental concerns
(Carrington et al., 2010; Tanner & Wdlfing Kast, 2003; Shaw & Shiu, 2002; White et
al., 2019). In contrast, circular consumption is narrowly focused as the primary nature
of circular consumption is resource-centric, meaning it aims to keep resources in
circulation for as long as possible (Ghisellini et al., 2016; Stahel, 2016). Although
resource centricity sometimes results in broader ethical and social implications, the

main goal of circular consumption still is centered around resource conservation and
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consuming less. Second, sustainable consumption and circular consumption differ in
focus. Sustainable consumption is a more abstract, intangible consumer behavior that
results from broader lifestyle changes (e.g., buying less but of higher quality or
supporting sustainable brands; Lorek & Fuchs, 2013; Jackson, 2005). Meanwhile,
circular consumption is tangible benefits and cost-efficiency oriented, such as buying
second-hand, engaging in product take-back schemes, etc. (Stahel, 2016). Third,
sustainable consumption and circular consumption differ in promotion vs. prevention
orientation. Sustainable consumption is seeking better ways to improve our planet’s
well-being by switching to superior production methods (Adams et al., 2016; Kuzma et
al., 2020; Michelino et al., 2019). In contrast, circular consumption is linked to the
prevention of losses of materials (Blomsma & Tennant, 2020; Desing et al.; 2021; Do
et al., 2021).

Furthermore, an important conceptual distinction between sustainable and
circular consumption is that sometimes sustainable consumption can contradict
circular consumption as scope, focus, or promotion vs. prevention orientation can be
at odds with each other. For instance, the promotion focus on sustainable consumption
would suggest that greater sustainability can be achieved by innovating through
different ways of resource use (in producing meat sustainable practices may promote
eco-efficiency, e.g., changing animals’ diets, so it would be of higher energy, grain-
based which in turn leads to greater healthiness of meat). A circular approach, on the
other hand, would always prioritize resource reduction over other sustainability goals
(e.g., it would seek to create a meat substitute from plants, ensuring the prevention of
losses of materials instead of focusing on changing animals’ diet to improve
healthiness).

Next, even though circular consumption can be linked and overlap with
sustainable consumption, efforts to achieve circularity do not always guarantee
sustainable results. A recent study pointed out that circular products may also be
unsustainable, e.g., when producing products from harmful secondary materials such
as polymers that incorporate hazardous additives (Blum et al., 2020). If the production
of circular products consumes a lot of energy resources and they are taken from non-
renewable sources, their production leaves a bigger environmental footprint than the

benefits of reusing existing materials.
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Building on the discussion above, sustainable and circular consumption is
conceptualized by highlighting the above-mentioned differences. Sustainable
consumption is defined as the consumption of products that seek to provide a broader
scope of environmental, social, and economic benefits and are linked with a more
abstract, intangible focus and promotion orientation to improve the well-being of our
planet. Circular consumption is defined as the consumption of products that seek to
ensure a narrow scope of resource conservation and are linked with more tangible
benefits and cost-efficiency focus and prevention orientation to improve the well-being

of our planet.

1.2. Drivers of sustainable consumption

Sustainable consumption has received a fair amount of attention in prior work.
Studies show that sustainable consumption can be increased by external factors
related to conditions for sustainable consumption. For instance, previous research has
shown that waiting time for sustainable vs. unsustainable choices (Lange et al., 2018)
positively affects sustainable consumption. How sustainable choices are promoted
also has an impact on consumer decision-making, e.g., showing the amount of CO2
emissions to be emitted because of unsustainable vs. sustainable choices directs
towards more responsible decisions (Lange et al., 2018).

Further, prior research has investigated how various psychological needs affect
sustainable decision-making. A bunch of studies have shown that willingness to
comply with social norms drives sustainable behavior (e.g., Bollinger & Gillingham,
2012; Dowd & Burke, 2013; Goldstein et al., 2008; Harland et al., 1999; Minton et al.,
2022). Social needs such as social identity, belongingness, or social desirability have
also been evaluated in the sustainability domain. For instance, prior research shows
that sustainable consumption might be driven by status (Griskevicius et al., 2010;
Zabkar et al., 2013) or conspicuous (Dastrup et al., 2012) motives. A strong sense of
belonging also is positively linked with positive evaluations of sustainable products and
willingness to pay a higher price for them and negatively linked if there is a lack of
sense of belonging (Schultz et al., 2022). Interestingly, previous findings show that
women engage in sustainable consumption more because of personal identity, and
men are more motivated when social identity is salient (Costa Pinto et al., 2014). The

consumption context also matters: individuals are more motivated to engage in other
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beneficial sustainable consumption in public vs. private settings (Green & Peloza,
2014).

Further, multiple studies show that personal values such as collectivism (Sreen et
al., 2018; Leonidou et al., 2010), altruism (Straughan & Roberts, 1999; Lobo &
Greenland, 2017; Akehurst et al., 2012; Reimers et al., 2017), biospheric values
(Nguyen et al., 2016; Ojea & Loureiro, 2007; Van der Werff & Steg, 2016) lead to
sustainable consumption. Certain individual traits also play an important role in the
sustainable consumption domain. For instance, prior research has documented
innovativeness (e.g., Li et al., 2021), conscientiousness (e.g., Yarimoglu & Binboga,
2019), mindfulness (e.g., Barbaro & Pickett, 2016), emotional intelligence (e.g., Kadic-
Maglajlic et al., 2019), narcissism (e.g., Bowen et al., 2022), environmental concerns
(e.g., Fraj & Martinez, 2006), etc. as drivers of sustainable consumption. However,
materialism (e.g., Suarez et al., 2020) proved to be negatively related to sustainable
consumption.

Many studies explore agency as one of the drivers of sustainable consumption
and demonstrate that perceived consumer effectiveness (e.g., Kovacs & Keresztes,
2022), perceived behavioral control (e.g., Wang et al., 2014), and self-efficacy (Lauren
et al., 2016) positively influence individuals’ intentions to consume sustainably.

Multiple studies found that moral competencies, e.qg., self-regulation and kindness
(Song & Kim, 2018; Valor et al., 2020), are linked to sustainable consumption. Some
research also studies how moral emotions such as pride, gratitude, guilt, and
condemnation of others affect sustainable purchases (Antonetti & Maklan, 2014; Liang
et al., 2019).

As many drivers of sustainable consumption have been researched for many
years, scholars have also paid attention to systematic and integrative literature reviews
(e.g., Steg & Vlek, 2009; Testa et al., 2021; White et al., 2019).

1.3. Drivers of circular consumption
In contrast, only a handful of studies investigated the drivers of circular
consumption. These studies show that certain characteristics of circular products drive

circular consumption. For instance, prior research showed that the positive image and

perceived safety of circular products drive purchase intentions of such products
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(Calvo-Porral & Lévy-Mangin, 2020). Emotional value also proved to have a positive
effect on consumers’ attitudes regarding circular products, meaning that consumers
expect to feel pleasure and other good feelings while using circular products (Kim et
al., 2021a). Moreover, providing more information about circular products’ history
positively affects consumers’ trust regarding such products also increases perceived
hedonic benefits, and consequently positively affects purchase intentions (Kim et al.,
2021b), as well as making the product’'s past identity salient (Kamleitner et al., 2019).

Interestingly, consumers engage in circular consumption because of the
expectation of positive feelings too. For instance, pride is an important emotion
motivating to purchase repurposed products (Adigliizel & Donato, 2021). Anticipated
conscience, i.e., expectations to feel better in an ethical sense, also is an important
predictor of purchase and intention and willingness to pay for products made of
recycled ocean plastic (Magnier et al., 2019). Moreover, “warm glow” feelings have a
significant positive effect on enjoyment using circular products (Tezer & Bodur, 2020).

Certain personal norms also have a positive impact regarding intentions to
consume circularly. For instance, perceived consumer effectiveness predicted the
purchase intention of recycled and upcycled products (Park & Lin, 2020). Self-
congruity with green products and green self-identity also lead to positive evaluations
and behavioral intention regarding circular bio-plastic products (Confente et al., 2020).
Pure altruism also proved to be a motivator to engage in circular consumption (de
Morais et al., 2021).

Prior research has paid attention to studying the role of personality in circular
consumption. However, research at the moment is rather limited. Individualism plays
a role in forming positive attitude toward circular fashion (Kim et al., 2021a), and
tolerance for ambiguity is also linked to circular consumption (Hazen et al., 2012).

This overview shows that there is remarkably little overlap between the set of
drivers for sustainable versus circular products. Also, prior studies have dedicated
significantly different amounts of attention to researching drivers of sustainable and
circular consumption, as literature on studying the drivers of circular consumption is

only in its infancy.
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2. DIVERGING EFFECTS OF DISTINCT TRAITS ON SUSTAINABLE AND
CIRCULAR DECISION-MAKING*

2.1. Role of traits in sustainable and circular consumption

Prior research documented several findings explaining how certain traits are
related to sustainable and circular consumption. Studies linked to sustainable
consumption have shown that such traits as agreeableness, openness,
conscientiousness, honesty—humility are positively related to sustainable consumption
(Brick & Lewis, 2016; Gibbon & Douglas, 2021; Hopwood et al., 2022; Kutaula et al.,
2022; Panno et al., 2021; Puech et al., 2020; Soutter et al., 2020), while neuroticism
has a negative effect on sustainable consumption or no significant associations
(Hopwood et al., 2022; Kutaula et al., 2022; Soutter et al., 2020; Soutter & Mbttus,
2021). Interestingly, conscientiousness also has a positive impact on consumers'
engagement in sustainable consumption (Kutaula et al., 2022). However, prior findings
also show that individuals high in conscientiousness have a lower willingness to pay
for such products (Gustavsen & Hegnes, 2020). Results regarding extraversion as a
trait are mixed, as previous findings show both — positive and negative impacts on
sustainable consumption (Brick & Lewis, 2016; Gustavsen & Hegnes, 2020; Soutter
et al., 2020; Soutter & Mdttus, 2021). Next, previous studies showed the link between
environmental concern, green consumption values (Alwitt & Pitts, 1996; Dikici et al.,
2022; Paul et al. 2016; Thggersen, 2011), awareness of consequences (Wiidegren,
1998), innovativeness (Li et al., 2021) and sustainable consumption. Connection with
nature (Nisbet et al. 2009), high levels of aesthetic appreciation, creativity, and
inquisitiveness (Markowitz et al., 2012), appreciation of beauty and excellence,
kindness, love of learning, modesty, and humility, perspective, self-regulation are also
associated with sustainable consumption (Valor et al., 2020). Emotional intelligence
plays a role in engaging in sustainable consumption too (Chowdhury, 2017). Moreover,
prior research has shown that individuals with a future-oriented perspective tend to
engage in sustainable consumption due to their considerations of the long-term impact

their actions cause (Joireman et al., 2004). Moreover, prior research has shown

4 This chapter is based on: Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The
Meaningful, the Open-Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and
Circular Consumption. European Journal of Marketing.
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attention to analyzing how individuals with different types of value orientations make
decisions regarding sustainable consumption. For instance, de Groot and Steg (2008)
argued that consumers with egoistic value orientation mostly pay attention to the costs
and benefits that sustainable consumption brings. Individuals with a social-altruistic
value orientation ground their decision-making with evaluations of costs and benefits
for other people. Lastly, individuals with a biospheric value orientation base their
decisions regarding sustainable consumption on perceived costs and benefits for the
ecosystem and biosphere as a whole. In line with these findings, several studies
showed the link between altruism and sustainable consumption (e.g., Straughan &
Roberts, 1999; Xu et al., 2021). Mindfulness also, through various mechanisms,
promotes sustainable consumption (Fischer et al., 2017; Kaur & Luchs, 2022; Sheth
etal., 2011). A commitment to values related to equity and social justice has a positive
effect on consumers’ engagement in sustainable consumption, whereas values
corresponding to power and social status have a negative impact (Ladhari & Tchetgna,
2015). This is also in line with the research that applied Schwartz’'s (1992)
categorization of values and showed that such values as universalism, benevolence,
self-direction, honesty, idealisms, equality, freedom, and responsibility but not power,
hedonism, tradition, security, conformity, and ambition are linked to sustainable
consumption (Karp, 1996; Vermeir & Verbeke, 2006). Further, individuals who
prioritize self-transcendence values (vs. self-enhancement) are more inclined to
consume sustainably (Nordlund & Garvill, 2003).

Although prior research has paid noticeably less attention to analyzing individual
differences in the circular consumption domain, during the last few years, it has been
growing. Findings show that individuals who are distinguished by environmental
concern or are of high levels of environmental consciousness are prone to engage in
circular consumption (Bae & Yan, 2018; Bigliardi et al., 2022; Evans et al., 2022;
Ferraro et al., 2016; Magnier & Gil-Pérez, 2023; Testa et al., 2020; Yan et al., 2015;
Zaman et al., 2019; Zhang & Luo, 2021). Consumers who have knowledge about the
environmental impacts of one's behavior or recognize more environmental benefits
and have a higher awareness of refurbishing are more prone to engage in circular
consumption too (De Guimarées et al., 2023; Mugge et al., 2017; Wang et al., 2018).
Prior research has also shown that higher levels of frugality (Evans et al., 2022; Zaman
et al., 2019; Cervellon et al., 2012), ambiguity tolerance, and perceived behavioral

control (Wang et al., 2018; Zhang & Luo, 2021) are positively related to engagement
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in circular consumption. However, findings regarding materialism are somehow mixed.
Cervellon et al. (2012) and Zaman et al. (2019) found that less materialistic individuals
prefer secondhand goods to new material goods. However, Evans et al. (2022)
findings did not support the role of materialism in circular consumption. Next,
narcissism has a negative effect on product reuse, however, faith in humanity (Bowen
et al., 2022), proneness to nostalgia (Evans et al., 2022; Cervellon et al., 2012;
Machado et al., 2019; Medalla et al., 2020; Zaman et al., 2019) positively affects
circular consumption. Interestingly, consumer innovativeness was found to negatively
affect circular consumption (Mugge et al., 2017), and hewness-conscious consumers
are prone to engage in circular consumption under certain circumstances (Chun et al.,
2023). Scholars have also investigated how individual differences are related to
circular consumption in specific domains. For instance, style consciousness and
fashion consciousness play a role in the secondhand fashion industry (Evans et al.,
2022; Ferraro et al., 2016; Gupta et al., 2019; Harris et al., 2016; Machado et al., 2019).
In the circular food domain, risk-taking individuals are willing to pay more for circular
products compared to those who are risk-averse (Hellali et al., 2023). Risk aversion,
however, did not show any significant relationship with intention towards circular food
products (Hellali & Korai, 2023). Finally, prior research also explains how different
value orientations shape the positions regarding circular products. Individuals who are
characterized as environmental-centric are especially attentive to information on the
product and value benefits circular consumption provides. Societal-centric individuals
engage in circular consumption, attributing value to a social process (e.g., repairing,
reusing, exchanging, etc.), while resources-centric individuals pursue minimizing
resource consumption (Testa et al., 2024).

To summarize the findings, it could be pointed out that although some separate
studies show that similar individual differences drive both sustainable and circular
consumption (mainly related to pro-environmentalism), interestingly, some traits have
distinct effects. For instance, innovativeness was found to be positively related to
sustainable consumption (Li et al., 2021), and negatively with circular one (Mugge et
al., 2017). The attention to researching both forms of responsible consumption is
unequal, leaving circular consumption much less studied than sustainable
consumption. Noticeably, the majority of prior studies have not assessed the effects

of traits on sustainable and circular consumption using the same datasets — thus
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making the comparisons of those two types of consumption difficult, if not impossible.
To sum up, this means that there are still grey zones in understanding how behaviors

linked with sustainable and circular consumption converge and diverge.

2.2. Activation of different traits in encounters with different products

Research in the sustainable and circular consumption domain has focused on
using theories explaining how attitudes, values, intentions, and norms drive different
behaviors (see Camacho-Otero et al., 2018; Haider et al., 2022, Peattie, 2010; Steg &
Nordlund, 2018 for review). When it comes to applying theories related to personality,
research usually is limited to the application of major trait theories such as the Big Five
Theory and HEXACO, focusing on the core traits that interact to form human
personality (see Soutter et al., 2020 for review). Another stream of the literature applies
the Self-Determination Theory (Deci & Ryan, 2012) as a framework to explore how
traits related to intrinsic and extrinsic motivations affect consumption intentions of
sustainable or circular products (e.g., Gagné, 2003; Nguyen et al., 2022; Osbaldiston
& Sheldon, 2003; Pelletier et al., 1998). Yet these theories do not explicitly allow for
the possibility that the effects of traits might depend on situational contexts.

The conceptual framework applied in the first research of this dissertation was
inspired by the Trait Activation Theory (Tett & Burnett, 2003). This theory examines
how traits interact with situations and highlights that the same situation can impact
individuals differently based on their distinct trait levels. Depending on the situation
stimuli, the effect of the trait might be amplified or suppressed (Tett & Burnett, 2003).
The trait-relevant situation can be evaluated by identifying the cues that influence the
expression of behaviors related to that trait (Tett & Burnett, 2003; Manteli & Galanakis,
2022). For instance, prior research has tested how brand country of origin increases
and decreases the effect of the trait of buying impulsiveness on purchase intentions
(Liu et al., 2021). More precisely, findings showed that consumers with higher buying
impulsiveness have higher purchase intentions for local (vs. foreign) brands, and vice
versa, consumers with lower buying impulsiveness have higher purchase intentions
for foreign (vs. local) brands.

Although the Trait Activation Theory was mainly applied in the organizational
behavior context (e.g., Hirst et al., 2011; Van Hoye & Turban; 2015; Tett et al., 2021;
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Wu et al. 2022), a few recent studies have already used it in the consumption domain
(e.g., Ahn & Kwon, 2020; Flight et al., 2012; Hatipoglu & Koc, 2023; Liu et al., 2021).

Drawing on the rationale of the Trait Activation Theory, in this work, the situations
are linked to encounters with different products, and it is expected that trait-relevant
forms of consumption have an effect on behavior. More precisely, | propose that
specific traits might be triggered by certain features of sustainable and circular
consumption, which lead to engagement or withdrawal in both or one of these
consumption forms. For instance, in line with the conceptualization of sustainable and
circular consumption, | expect that if a sustainable product signals social benefits (e.g.,
producers’ obligations regarding animal welfare or hiring employees from vulnerable
and underserved communities), individuals distinguished by traits valuing attempts
(e.g., altruism, empathy), might positively react to these signals. The same applies to
circular consumption: if a circular product highlights a lower price, it might become a
positive stimulus for individuals who may be described as frugal and negative for those
who score high as status-seeking.

The current research aims to expand knowledge by highlighting the role of three
specific underlying traits that possibly drive sustainable and circular consumption in
different ways: meaning in life (both striving towards it and its presence), dispositional
greed, and openness to experience. Linking traits with the conceptual definition of
sustainable and circular products (see above), | aim to explore traits that fundamentally
differ in their promotion vs. prevention orientation. Specifically, meaning in life, as well
as openness to experience, represent promotion-focused motivation (see Higgins,
1997; Miao & Gan, 2020; Vaughn et al., 2008). On the contrary, dispositional greed
exemplifies prevention orientation (see Higgins, 1997; Holt & Laury, 2002; Krekels &
Pandelaere, 2015). As these traits are conceptually linked with either promotion or
prevention focus, | expect them to sensitively grasp the non-overlapping differences

between sustainable and circular consumption.

2.3. Collective benefiting orientation, meaning in life, and responsible

consumption

When engaging in sustainable or circular consumption, people need to put in

additional efforts for the greater good, which could be considered as a collective
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benefiting orientation. For instance, people need to invest time in making more
informed decisions, refuse unnecessary consumption, and even pay more for
sustainable products than for their regular counterparts (Griskevicius et al., 2010). |
propose that in the consumption domain, such collective benefiting orientation aligns
with searching for or acquiring meaning in life, which is defined as feeling one's life as
having purpose and value (Baumeister et al., 2013).

Prior work indeed shows that people strengthen their feeling of meaning in life by
engaging in some forms of responsible behavior, such as volunteering and spending
money to benefit others (Baumeister et al., 2013), or pro-environmental actions (Jia et
al., 2021). This notion is also in line with the Personal Goal-Striving Theory (Emmons,
2003), stating that individuals aiming to strengthen their sense that life is meaningful
set and pursue personally significant goals, which should align with personal values. |
argue that individuals with a collective benefiting orientation might consider
sustainable and circular consumption as one of their goals. By setting and striving for
goals related to sustainable and circular consumption, such individuals align their
actions with their personal values, integrate these goals into their daily lives, and
contribute to a coherent and purposeful life narrative.

Based on the above and because both sustainable and circular consumption
entail a collective benefiting orientation, | expect that consumption of both sustainable
and circular brands is positively related to meaning in life. Thus, by integrating findings

from various domains of research, | hypothesize the following:

H1l. Meaning in life is positively related to ownership of (a) sustainable and

(b) circular brands.

2.4. Self-benefiting orientation, dispositional greed, and responsible

consumption

If sustainable consumption indeed is boosted by a collective benefitting
orientation, the opposite — self-benefiting orientation - should decrease sustainable
consumption. Such self-benefiting orientation motivation is captured by dispositional
greed defined as a desire to acquire more and more resources (Krekels & Pandelaere,
2015; Seuntjens et al., 2015a).
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Building on the prior conceptualization of sustainable consumption, this form of
consumption is related to long-term orientation, meaning that it often requires delayed
gratification, and sometimes sacrificing personal convenience for the greater good.
This is the opposite of the motivation greedy individuals are driven by. They often are
motivated by self-interest, immediate gratification (such as cheaper or more
convenient options), and maximizing personal gain (Seuntjens et al., 2015b).

Prior research indeed provides support that dispositional greed may harm others
and cause negative outcomes for society (Seuntjens et al., 2015b; Zeelenberg and
Breugelmans, 2022) and is a selfish motivation to gain an unfairly big part of a resource
at the expense of others (Cardella et al., 2019). Previous studies have found that
dispositional greed inhibits prosocial behaviors (e.g., Bao et al., 2020), and greedy
managers are less willing to invest in corporate social responsibility (Sajko et al.,
2021). Drawing on this line of research and taking into account that sustainable

consumption is collective benefitting orientation, | expect that:
H2. Dispositional greed is negatively related to ownership of sustainable brands.

While sustainable consumption entails the need to sacrifice own immediate
interests for collective benefits, circular consumption may be driven by different
underlying traits. Circular products are related to efforts to squeeze and retain as much
value as possible (Pretner et al., 2021). For consumers, this means the possibility of
buying products that are more durable, easier to repair, refurbish, or remanufacture,
or even resell when they are no longer needed, or using their specific components in
other beneficial ways once the product can no longer serve its primary purpose (Ellen
MacArthur Foundation, n.d.; Geissdoerfer et al., 2017). Moreover, as circular products
are manufactured efficiently, optimizing resources, consumers expect them to cost
less than their counterparts from virgin materials (Pretner et al., 2021). Hence, greedy
individuals might evaluate circular consumption through a utilitarian lens and find
circular products corresponding to value-related motivation. As dispositional greed
represents a strong acquisitiveness drive with maximum value orientation (see
Zeelenberg & Breugelmans, 2022), and circular products provide the possibility to

satisfy such drive, | expect that:

H3. Dispositional greed is positively related to ownership of circular brands.
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2.5. Cognitive flexibility, openness to experience, and responsible

consumption

Switching from regular to sustainable consumption requires a certain amount of
psychological flexibility. Getting used to bringing your own reusable mug to purchase
coffee, or driving an electric vehicle - these are only a few examples of underlying
lifestyle changes needed to consume responsibly. Adapting to such changes is easier
for open-minded consumers, who have the cognitive flexibility to break behavioral
patterns and shift to new ideas or solutions (Guilford, 1967). Prior research suggested
that people may engage in responsible consumption more actively because they
desire to challenge conventional ways of consuming goods (Feygina et al., 2010), or
because their interest in environmentalism is sparked by intellectual curiosity (Hirsh &
Dolderman, 2007). This notion is also in line with the Diffusion of Innovations Theory
(Rogers, 1962), suggesting that individuals with strongly expressed openness to
experience are more likely to be early adopters of innovations, as they are typically
more curious, open to new ideas, and willing to try novel practices. Previous work
consistently showed that openness to experience is positively linked to sustainable
behavior (e.g., Lange & Dewitte, 2019). Next, at the product level circular
manufacturing also represents a lot of innovation, for instance, the novel procedures
to refurbish, the fact that old elements are used creatively to make something new,

etc. Therefore, | hypothesize that:

H4. Openness to experience is positively related to ownership of (a) sustainable

brands and (b) circular brands.

In addition, to test the robustness of the effects, | simultaneously investigate the
role of meaning in life, dispositional greed, and openness to experience in light of
another well-established predictor in making purchasing-related decisions — income.
Prior work indicates that, in general, individuals with high income engage in greater
consumption and buy more products and services that require significant resources
(Moser & Kleinhuickelkotten, 2018). Thus, it is expected that income level would be
positively related to purchases of all types of brands (regular, sustainable, and circular
choices).

Moreover, | will test a logical implication of my reasoning. If for collective benefit,

cognitive flexibility, and self-benefiting reasons meaning in life, openness to
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experience, and dispositional greed are positively related to ownership of sustainable
or circular brands, | expect these effects to be more present for sustainable and circular

brands than for regular ones.
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3. MEANING THREATS, MEDIATING ROLE OF SADNESS, AND SUSTAINABLE
DECISION-MAKING®

3.1. Meaning threats, sadness, and sustainable consumption

People have a fundamental need for their lives to be meaningful (FioRito et al.,
2021). However, during a lifespan, individuals unavoidably face various threats to a
sense of meaning in life. People can experience meaning threats when a sense of
belonging is reduced, e.g., due to social ostracism, social exclusion, or rejection (e.g.,
Lee & Shrum, 2012; Twenge et al., 2003; Stillman et al., 2009; Zadro et al., 2004;
Zhang et al., 2019). Prior studies have also shown that the reminders of death (Abeyta
et al., 2015; Baumeister, 1991; Heine et al., 2006), personal uncertainty (Randles et
al.,, 2018), traumatic events (Steger & Park, 2012), lack of coherence in the
environment (Heine et al., 2006; Heintzelman et al., 2013) have a negative impact on
the sense of meaningfulness.

Exposure to meaning threats means experiencing self-discrepancy, which can
produce negative emotions (Higgins, 1987; Packard & Wooten, 2013). Indeed,
meaning threats are followed by cognitive and emotional processing (see Park, 2010).
Cognitive processing refers to the adaptation of beliefs or assumptions (Creamer et
al., 1992; Hollon & Kriss, 1984), emotional processing, on the other hand, focuses on
experiencing and exploring emotions (Foa & Kozak, 1986). Both cognitive and
emotional processing overlap (Hayes et al., 2007) and are important in reinstating the
sense of meaning in life (Hunt et al., 2007; Ullrich & Lutgendorf, 2002).

Previous research has shown the link between various meaning threats and
negative emotions. For instance, ostracism elicits anger (e.g., Chow et al., 2008),
mortality salience induces fear and anxiety (e.g., Huang et al., 2021), and perceiving
self as unworthy is related to shame (e.g., Lynd, 1958). If the sense of meaning in life
is threatened, individuals lose a sense of purpose, agency, and value in life
(Heintzelman & King, 2014). Respectively, when a person learns about the loss (e.g.,
a goal or valued aspect of the self), this is a moment when the emotion of sadness

arises, and this is one of the features that makes sadness different from other

5 This chapter is based on: Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness
to Sustainability: How Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in
Emerging Economies.
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overlapping emotions such as anger, anxiety, or yearning (Dalgleish & Power, 2000;
Freed & Mann, 2007). Therefore, | hypothesize that:

H5. Meaning threat (vs. control) increases sadness.

Prior research has investigated how people deal with meaning threats. For
instance, the Pragmatic Meaning Regulation Theory (van Tilburg & Igou, 2011)
proposes that people striving to regain or strengthen their sense of meaning are more
attuned to potential behavioral strategies that can regulate their meaning. Next,
according to the Meaning Making Model (Park & Folkman, 1997), meaning threats are
understood as discrepancies in perception between specific instances and general
orienting systems. These discrepancies lead to distress and motivate to reduce those
discrepancies (Park, 2013). Moreover, the Meaning Maintenance Model states that
when people face a meaning threat in one domain, they may seek to restore their
sense of meaningfulness by engaging in activities even in unrelated areas (MMM,;
Heine et al., 2006). The MMM has focused on specific meaning frameworks such as
self-esteem, certainty, affiliation, and symbolic immortality and argued if one is
threatened, another one can provide meaning interchangeably (Heine et al., 2006).
Moreover, Zhang et al. (2019) pointed out that it is too painful to admit
meaninglessness; thus, people start actively searching for confirmations that life has
meaning after facing meaning threats. Such mechanism might be explained by the
Cognitive Dissonance Theory (Festinger, 1962), revealing individuals’ flexibility
regarding various sources of meaning: if one domain does not provide meaning in life
anymore, alternatives start becoming more important (Zhang et al., 2019). In sum, all
these models and theories refer to the motivational function of meaninglessness.

One of the ways how people strengthen their sense of meaning in life is by
engaging in some forms of responsible behavior, such as volunteering, spending
money to benefit others (Klein, 2017), and pro-environmental actions (Jia et al., 2021).
Daily prosocial acts are associated with increases in meaning (Dakin et al., 2022).
Further, recent research suggests that searching for meaning directs people toward
the types of cognitions and behaviors for building and sustaining healthy communities
and societies (Routledge & FioRito, 2021). Meaning-searchers are prone to engage in
specific activities dedicated to communities (FioRito et al., 2021), and that helps them
to elevate feelings of belongingness, which significantly increases perceptions of

meaning in life (Lambert et al., 2013).
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Most importantly, research on the relationship between searching for meaning in
the sustainable consumption domain is only in its infancy. To the best of my
knowledge, there was only one study showing a positive correlation between the
construct of meaning in life and sustainable consumption in the food domain (Hunecke
& Richter, 2019), however, the correlational design of this study limits causal
conclusions. Grounding on previous findings spillover effect is expected, meaning that:

H6. Meaning threat (vs. control) increases the purchase intention of sustainable

products.

3.2. Emotions, sadness, and sustainable consumption

Emotions are important drivers of human behavior. In the sustainability domain
research has found that such emotions as personal, societal and collective guilt (Dahl
et al., 2003; Ferguson & Branscombe, 2010; Mallett et al., 2013; Rees et al., 2015),
anger (Van Zomeren et al., 2011; Wang & Wu, 2016) and indignation (Corral-Verdugo
et al., 2009), distress (Lee & Holden, 1999), fear (Van Zomeren et al., 2010), shame
(Rees et al., 2015), sadness (Schwartz Perlroth & Loewenstein, 2017), hope (Peter &
Honea, 2012) and pride (Antonetti & Maklan, 2014; Harth et al., 2013) can positively
impact sustainable consumption.

Consumers engage in sustainable behavior not only because they want to
regulate their negative emotional state or to maintain a positive one, but also with the
aim to proactively avoid negative emotions (e.g., anticipated guilt or regret; Carrus et
al., 2008; Onwezen et al., 2014; Peloza et al.,, 2013; Steenhaut et al., 2006) and
because the expectations that their behavior will result in a positive emotional
experience, so-called “warm glow” (Hartmann et al., 2017; Onwezen et al., 2013;
Rezvani et al., 2017).

However, the influence of emotions varies greatly and can even backfire. For
instance, research in the sustainability domain shows that when people are given the
opportunity to recycle, they start experiencing positive emotions, which results in using
more resources (Sun & Trudel, 2017). Negative emotions can also lead to opposite
directions. Previous research showed that messages aiming to induce fear of climate
change not only encouraged but also discouraged and inhibited sustainable behavior
(O'Neill & Nicholson-Cole, 2009) or even led to denying environmental threats

(Oskamp, 2000). When elicited guilt is too intense, consumers can rationalize it (Bray
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et al., 2011), and it can lead to anger and irritability (Hibbert et al., 2007) but not to
problem-solving by regulating behavior (Peloza et al., 2013). Moreover, when shame
occurs together with inferiority, it can lead to feeling disempowered and result in
withdrawal or denial of the issue (Tangney et al., 1996).

Meanwhile, the adaptive functions of sadness remain poorly understood (Forgas,
2017). Research, indeed, shows that sadness may lead to such positive outcomes as
the goal of reward replacement (Smith & Lazarus, 1993); closer connection with the
self (Cryder et al., 2008), or greater self-focus (Wood et al., 1990). In the consumption
domain, it has been shown that one of the functions of sadness is to make a person
more vigilant and thus prevent future losses (Lazarus, 1991; Lench et al., 2011). When
the hedonic purpose of eating is active, the experience of sadness should increase a
person’s sensitivity to the potentially harmful consequences of pleasurable
consumption and, as a result, reduce the desire to indulge (Andrade & Cohen, 2007;
Salerno et al., 2014; Tice et al., 2004).

Sadness has specific properties that offer the potential for positive outcomes.
Sadness is associated with the feeling of losing an irretrievable thing (e.g., the loss of
a loved one). It is the combination of loss and helplessness that determines
compensatory tendencies (Garg & Lerner, 2013). Conceptual approaches to sadness
show that this emotion occurs after the collapse of a very large and important plan or
the loss of an active goal and that it forces us to do nothing and/or create a new plan
(Oatley & Johnson-Laird, 1987). Thus, it makes it reasonable to assume that when
surrounding ecosystems are being threatened to be lost, one way of dealing with it
would be by experiencing the emotion of sadness. That is, sadness may serve an
adaptive function when people experience meaning threats. Specifically, if the
meaning is threatened, individuals lose a sense of purpose, agency, and value in life
(Heintzelman & King, 2014). Thus, the meaning threat is a state related to future losses
that potentially can be alleviated by experiencing sadness. This proposition is in line
with the discrete emotion theory, which states that each discrete emotion causes
changes in cognitive, judgmental, experiential, behavioral, and physiological contexts
(see Lench et al., 2011 for review).

Previous research has shown a more general link between the search for meaning
and sadness. For instance, by facilitating dissociation from threatening sources of

meaning, sadness can indirectly lead to the search for new meaning sources,
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sometimes expanding the cognition that occurs alongside sadness (Gable & Harmon-
Jones, 2010). Furthermore, via sadness, individuals acquire new sources of meaning
or appreciate existing sources of meaning more favorably (Tang et al., 2013).

If sadness can offer new ways to acquire meaning in the consumption domain,
such meaning can be obtained by making more sustainable choices. Recent research,
indeed, shows that sadness evoked by reminders of social norms can lead to more
sustainable behaviors (Schwartz Perlroth & Loewenstein, 2017). | argue that meaning
threats will increase sadness, which, in turn, will act as a mechanism for restoring the
desired state by experiencing a greater desire to purchase sustainable products. If
these products can offer restoration of meaning, the effect should be particular to

sustainable but not regular products.

H7. Meaning threat (vs. control) will increase the extent of sadness felt and, in

turn, will lead to a greater purchase intention of sustainable products.
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4. IMPORTANCE OF ORIGIN CUES IN THE CIRCULAR CONSUMPTION
DOMAIN®

4.1. Knowing origin cues and perceived monetary value

People have a fundamental need for knowing and understanding the surrounding
world (e.g., Festinger 1954; Fiske & Taylor, 2013) and consumers prefer choices that
are clear and easy to comprehend (Aaker & Keller, 1990; Becker-Olsen & Hill, 2006).
This is exactly what origin cues can provide consumers as they constitute an additional
source of information about where a good is coming from. Furthermore, being
informational type of cues, origin cues also make goods easier to understand. Thus,
knowing an origin provides an additional piece of information and an elevated sense
of knowledge. As a result, |1 expect that people would value more goods with origin

cues (vs. no origin cues). Thus, | hypothesize that:

H8: Origin cues (vs. no origin cues) will increase the perceived monetary value of

circular goods.

4.2. Connection with the sense of self as a mechanism driving choices

Individuals seek to expand one's self by acquiring additional resources and
different perspectives (Aron et al., 1998). Such expansion may also be done by
incorporating goods in the self (e.g., Batra et al., 2012; Trump & Brucks, 2012; Escalas
& Bettman, 2003; Reimann & Aron, 2009). Drawing on these findings, | argue that
goods with origin will possess greater potential of providing self-expansion because
they facilitate the perception of having access to additional resources (e.g., Reimann
etal., 2012). Previous research also suggests that objects may become part of the self
through knowing that an object originates from particular places or settings (Belk,
1988). If origin cues are knowledge-based informational cues that connect us to

valuable and important places, it stands to reason that remodeled and used goods

6 This chapter is based on: Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting
circular consumption: origin cues drive the subjective intrinsic value of used or remodeled goods. In Dewitte,
S., & Botchway, E. Incentivisation and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-
Machina project 821479 — H2020, 37-46.
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with origin (vs. without origin) might constitute bigger parts of our sense of self. In turn,
connection to the sense of self will mediate the effects of origin on desirability because
people prefer goods with which they can identify (e.g., Perkins & Forehand, 2012;
Reed et al., 2012). Thus, it is expected that a greater sense of connection to the self
would increase the desirability of goods with origin cues as compared to goods without

an origin cue. Thus, | hypothesize that:

H9: Origin cues (vs. no origin cues) will increase the closeness to the sense of

self and, in turn, will lead to greater desirability of circular good.

4.3. The effects of origin on desirability: the role of acquisition centrality

Furthermore, | argue that the effects of origin on desirability will not be equally
pronounced for different consumers. Rather, origin cues will lead to greater desirability
for consumers who focus on goods as a resource for obtaining a sense of connection.
Thus, individual differences in the extent to which people place possessions and their
acquisition at the center of their lives will moderate the effects of origin on desirability.
Such differences are captured by the acquisition centrality factor of the materialism
construct (Richins & Dawson, 1992). People who put their acquisitions of material
goods at a central place in their lives believe that those goods are the greatest sources
of satisfaction (Belk, 1984), helping them to achieve desired states (Fournier &
Richins, 1991). Meanwhile, people who score low on materialism value their life goals
and relationships more than their possessions (Belk, 1984). If knowing an origin can
provide a greater sense of context, then it is reasonable to expect that people who
score low on acquisition centrality would desire such goods more than people who are

centered on acquisitions but not on the context. Thus, | expect that:

H10: Lower-acquisition centrality consumers (but not higher-acquisition centrality
consumers) will have greater desirability for circular goods with origin cues (vs. no

origin cues).

43



5. RESEARCH METHODOLOGY’

5.1.Methodological approach

To test the hypothesis raised in this dissertation, seven online studies were carried
out for which two different quantitative research methods were applied: (1) survey
(Study 1) and (2) experiments (Studies 2-8).

For the survey questionnaire of Study 1, unobtrusive research was used for
compiling a list of sustainable, circular, and regular brands. For defining relevant
product categories and product brands, | used existing data confirming brands’
sustainability or regularity and also researched what equivalent circular brands are
available in the UK market at various sales points. Further, | implemented simpler
statistical tests such as initial statistical analysis, correlation, and factorial analysis
using IBM SPSS software; and employed structural equation modeling (SEM) as the
main statistical analysis method for data of this study. SEM is a powerful multivariate
analysis technique frequently used in the social sciences (Gonzalez et al., 2008). It
was chosen as it allows the examination of complex relationships by simultaneously
rigorous assessment of measurement validity (Beran & Violato, 2010). Confirmatory
factor analysis and SEM were implemented using the statistical analysis software
LISREL 8.8.

For testing the hypothesis of Studies 2-8, the experimental method was applied.
Usage of the experimental method is prevalent in the social psychology domain
(Aronson et al., 1998). | quested for causality between pertinent variables, and
experiments were used to establish causal relationships (Kirk, 2009). All experiments
in this dissertation were conducted online using a between-subjects design. First,
participants had to implement manipulation tasks, and only then they answered the

questions. For the manipulation procedure, various tasks were given across all

7 This chapter is based on:

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The Meaningful, the Open-
Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and Circular Consumption.
European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to Sustainability: How
Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in Emerging Economies.
Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular consumption: origin
cues drive the subjective intrinsic value of used or remodeled goods. In Dewitte, S., & Botchway, E.
Incentivisation and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project
821479 — H2020, 37-46.
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experiments. To finish the manipulation procedure, which aimed to manipulate
meaning threat, participants had to read sentences about life meaninglessness (or
various facts irrelevant to meaning in life for control condition) and rewrite them in their
own words (Study 2, Study 3, Study 4, and Study 5). In Study 6, Study 7, and Study
8, participants were provided with a picture and description of the product where the
origin was manipulated (three conditions: (1) origin cue present; (2) origin cue absent;
(3) control). For analyzing data, IBM SPSS software was used. The conceptual model

of empirical research is represented in Figure 1.

Figure 1. The conceptual model of empirical research
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Data was collected in the United Kingdom. In total, across all eight studies, 2254
respondents were recruited from the Prolific Academic platform to participate in the
studies in return for a small monetary compensation. Different sustainable and circular
products were tested across all experiments; also, in Study 1, | evaluated ownership
of 41 sustainable, circular, and regular brands of 13 categories. The summary of the

studies’ sample composition is provided in Table 1.
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Table 1.

Summary of studies’ sample composition

Study | Sample N Age Gender Product Country of
data
collection
1 Professional 500 Mage = 40.2 49.4% female, 6 circular, 23 The United
research platform 48.6% male, sustainable, Kingdom
Prolific Academic 0.8% other, and 36 regular
1.2% not brands of 12
indicated categories

2 Professional 299 Mage = 32.3 67.9% females NA The United
research platform Kingdom
Prolific Academic

3 Professional 199 Mage = 36.0 70.4% female Sustainable The United
research platform drinking straws | Kingdom
Prolific Academic

4 Professional 199 Mage = 35.4 70.4% female Sustainable The United
research platform drinking straws | Kingdom
Prolific Academic

5 Professional 199 Mage = 37.2 70.4% female Power bank The United
research platform Kingdom
Prolific Academic

6 Professional 300 Mage = 39.7 71% female Circular The United
research platform keychain Kingdom
Prolific Academic

7 Professional 300 Mage = 32.9 71% female Circular The United
research platform scented candle | Kingdom
Prolific Academic

8 Professional 258 Mage = 35.2 66,7% female Circular The United
research platform scented candle | Kingdom
Prolific Academic

| aimed to collect as many responses as possible for all the studies, given the
limited budget and time resources. To determine the minimum required sample size
for SEM, performed in Study 1, | performed calculations using the Structural Equation
Model Sample Size Calculator (Soper, 2024). This analysis indicated the minimum
required sample size of N = 177 (indicating 8 latent variables, 34 observed variables,
an expected medium effect size, power to 80%, and an a-error probability of .05). To
determine the minimum required sample size for all experiments, | performed a power
analysis using G*Power (Faul et al., 2009). This analysis determined a minimum
sample size of N =102 for Study 2, Study 3 (using the difference between two
independent means, setting power to 80% and an a-error probability of .05), a
minimum sample size of N =55 for Study 4 and Study 5 (using Linear multiple
regression: Fixed model, single regression coefficient, setting two-tails, medium effect
size, power to 80% and an a-error probability of .05), a minimum sample size of
N =269 for Study 6 and Study 7 (using ANOVA: Fixed effects, special, main effects,
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and interactions, setting power to 80% and an a-error probability of .05), and a
minimum sample size of N = 55 for Study 8 (using Linear multiple regression: Fixed
model, R2 increase, setting medium effect size, power to 80% and an a-error
probability of .05). All studies of this dissertation exceeded the minimal requirements

for the sample size.

5.2.Overview of empirical research

One survey and seven experiments were carried out to test the proposed
hypotheses. The empirical research of this dissertation is grouped according to the
objectives set. The first part of this dissertation simultaneously addressed preferences
for different types of responsible products, i.e., sustainable and circular products
(Study 1). Furthermore, the second part of this dissertation observed the underlying
mechanism of sustainable consumption (Study 2, Study 3, Study 4, and Study 5).
Lastly, the third part of this dissertation explored how to boost circular consumption
(Study 6, Study 7, and Study 8). The questionnaire and experimental scenarios of all
studies are provided in Appendix 1-8.

From the theoretical point of view, the first part of the dissertation (Study 1) aimed
to simultaneously observe how different traits, such as meaning in life (both striving
towards it and its presence), dispositional greed, and openness to experience, are
linked to ownership of sustainable and circular brands and tested Hypothesis 1,

Hypothesis 2, Hypothesis 3, and Hypothesis 4 (Figure 2).

a7



Figure 2. The conceptual model of empirical research (Study 1)
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The second part of the dissertation has a set of four experiments (Study 2, Study
3, Study 4, and Study 5) which are grounded on the Meaning Maintenance Model
(Heine et al., 2006) and the Discrete Emotion Theory. These experiments explored the
mediating role of the emotion of sadness in the relationship between meaning threat
and sustainable consumption and tested research Hypothesis 5, Hypothesis 6, and
Hypothesis 7. Study 2 aimed to show that when people face a threat to their feeling of
life being full of meaning (vs. control), the emotion of sadness increases. Further,
Study 3 aimed to test the main effect of the direct path and reveal whether people
exposed to meaning threat (vs. control) are willing to buy sustainable products more.
Moreover, Study 4 aimed to explore the mediating role of the emotion of sadness in
the relationship between meaning threat (vs. control) and intention to purchase
sustainable products. Study 5 aimed to replicate the findings of Study 4 and show their
generalizability by testing the underlying process with a different sustainable product.

In the second part, Hypothesis 5, Hypothesis 6, and Hypothesis 7 were tested.

48



Figure 3. The conceptual model of empirical research (Study 2 — Study 5)
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Lastly, the third part of the dissertation explored how adding origin cues when
presenting circular products affects consumers’ decision-making. Three experiments
were conducted (Study 6, Study 7, and Study 8). Study 6 provides initial evidence that
origin cues (vs. no origin cues) increase the perceived monetary value of a good. Using
a different product category, Study 7 corroborates the findings of Study 6 and showed
the downstream consequences on desirability. Furthermore, it demonstrated the
robustness of the propositions by conveying that origin cues (vs. no origin cues) elicit
a greater connection with the self and, in turn, lead to more desirability compared to
products with no origin cues. Finally, Study 8 provides insights into how the effects of
origin cues are pronounced among different groups of consumers. Specifically, this
study demonstrates that origin effects on desirability are moderated by acquisition
centrality - people who score lower on acquisition centrality experience elevated levels
of desirability compared to people who score higher on acquisition centrality. These
experiments tested Hypothesis 8, Hypothesis 9, and Hypothesis 10 across different

product categories (keychain, candles; Figure 4).
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Figure 4. The conceptual model of empirical research (Study 6 — Study 8)
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The summary of the research hypotheses is provided in Table 2.

Table 2. Summary of research hypotheses

consumers) will have greater desirability for circular goods with origin cues
(vs. no origin cues).

No. Hypotheses Empirical
testing

H1 Meaning in life is positively related to ownership of (a) sustainable and (b) Study 1
circular brands.

H2 Dispositional greed is negatively related to ownership of sustainable brands. Study 1

H3 Dispositional greed is positively related to ownership of circular brands. Study 1

H4 Openness to experience is positively related to ownership of (a) sustainable Study 1
brands and (b) circular brands.

H5 Meaning threat (vs. control) increases sadness. Study 2

H6 Meaning threat (vs. control) increases the purchase intention of sustainable Study 3
products.

H7 Meaning threat (vs. control) will increase the extent of sadness felt and, in Study 4,
turn, will lead to a greater purchase intention of sustainable products. Study 5

H8 Origin cues (vs. no origin cues) will increase the perceived monetary value of | Study 6
circular goods.

H9 Origin cues (vs. no origin cues) will increase the closeness to the sense of self | Study 7
and, in turn, will lead to greater desirability of circular good.

H10 Lower-acquisition centrality consumers (but not higher-acquisition centrality Study 8

50




5.3.Empirical Research on diverging traits of sustainable and circular

consumption®

5.3.1. Study1

Study 1 aimed to test how such traits as the presence of meaning in life, searching
for meaning in life, dispositional greed, and openness to experience are related to

ownership of sustainable and circular brands.

5.3.1.1. Method and measures and data collection on Study 1

British nationality participants from the Prolific Academic platform were recruited
to participate in the survey in return for a small monetary compensation. The sample
consisted of a total of 500 respondents (Mage = 40.2, SD = 13.7, 49.4% female, 48.6%
male, 0.8% other, 1.2% not indicated). This study was a part of a larger study.

| used well-established scales for testing the hypotheses. Meaning in life was
measured using a nine-item 7-point Likert scale (adapted from Steger et al., 2006; see
also Grouden & Jose, 2015; Newman et al., 2018; Ward & Kim, 2023). The scale
consisted of two conceptually different factors: 1) presence of meaning which refers to
how meaningful an individual feels his or her life is (sample item: “I understand my
life's meaning”; M = 4.51, SD = 1.44, Cronbach's a =.93) and 2) search for meaning
that represents the extent to which individuals desire and strive to construct or improve
a sense of comprehensibility and one's life making sense, also, making their lives more
purposeful (sample item: “I am looking for something that makes my life feel
meaningful”’; M = 4.59, SD = 1.27, Cronbach's a =.90; adapted from Steger et al.,
2006; Martela & Steger, 2016). | measured those two factors with a scale ranging from
1 = “absolutely untrue” to 7 = “absolutely true”, with higher scores reflecting higher
levels of presence of meaning in life and searching for it. It is important to note that the
presence of meaning and search for meaning factors were negatively correlated
(r(498) = -.14, p < .01), thus empirically confirming the distinct nature of these facets
(see Steger et al., 2006).

8 This section is based on: Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The
Meaningful, the Open-Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and
Circular Consumption. European Journal of Marketing.
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To measure dispositional greed, a six-item 7-point Likert scale ranging from
1 = “totally disagree” to 7 = “totally agree” was used (adapted from Seuntjens et al.,
2015b; see also Bao et al., 2020; Seuntjens et al., 2019; a sample item: “ always want
more”; M = 3.23, SD =1.27, Cronbach's a = .87), with higher scores representing a
higher level of dispositional greed.

Openness to experience was operationalized using a seven-item 7-point scale
ranging from 1 = “definitely false” to 7 = “definitely true” (adapted from Jackson et al.,
2000; a factor from Six Factor Personality Questionnaire used and validated in many
studies, see Sigma Assessment Systems, n.d. for a list of studies; a sample item: “|
am open to change”; M =5.19, SD = 1.01, Cronbach's a =.83). The higher score
indicated higher levels of openness.

| also asked respondents to indicate their average disposable income per
household (after taxes, per year) for measuring income level. The interval scale ranged
from 1 = “<£5000” to 9 = “>£40,001”, a higher score indicated a higher level of income
(M =5.31, SD = 2.70).

To measure the actual purchasing of brands, respondents were provided with a
list of sustainable, circular, and regular brands and asked to indicate which brands
they bought over the last year. | compiled the list of sustainable and regular brands
based on brand rankings of the UK's leading alternative consumer organization Ethical
Consumer (https://www.ethicalconsumer.org/). Moreover, the list of circular brands
was prepared after researching what circular brands are available in the UK market
and what brands are positioned as produced in line with circular economy principles. |
singled out 13 product categories, representing fast-moving consumer goods: coffee,
ice cream, tea, chocolate, laundry detergents, toilet paper, cleaning products,
shampoo, skincare products, toothpaste, high street clothes, shoes, and other things.
Three or four sustainable and the same amount of regular brands in each category
were used, and in the non-food categories, | added circular brands, making 108 brands
in total. The sequence of presenting the brands in each category was randomized.
After data collection for further analysis, | excluded 42 brands that only five or fewer
respondents chose. Altogether, there were 23 sustainable (e.g., Coffee Cafédirect,
Green People Shampoo, HandM clothing), six circular (e.g., Patagonia, Clean Living,
Vinted), and 37 regular brands (e.g., Primark, Domestos). The brand list used to

compile the brand ownership measures is provided in Appendix 9.
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To assess ownership, | calculated the sum of all sustainable, circular, and regular
brands bought during the past year for each respondent (Barauskaite et al., 2018;
Gineikiene & Diamantopoulos, 2017). The final score for ownership of sustainable
brands ranged from 1 to 23 (M = 2.03, SD = 2.29), for circular brands - from 1 to 6
(M = .34, SD = .68), and for regular brands - from 1 to 37 (M = 12.81, SD = 6.33).
Appendix 10 summarizes the measurement properties of the multi-item scales and the

correlation among constructs.

5.3.1.2. Results of Study 1

Measurement Model. The dimensionality, reliability, and validity of the construct
measures were investigated via a confirmatory factor analysis. Overall measurement
model fit was acceptable (x? = 947.70, df = 221, RMSEA = 0.081, CFl = 0.930). Based
on the results of the confirmatory factor analysis, items that loaded less than 0.4 on
respective scales were removed (Hair et al., 2019). Composite reliabilities of the
construct measures ranged from 0.83 to 0.93, while average variance extracted (AVE)
values ranged from 0.43 to 0.73. All AVEs exceeded the squared correlation between
each construct with all other constructs, thus establishing discriminant validity (Fornell
& Larcker, 1981).

| followed both ex ante (procedural) and ex post (statistical) procedures to address
common method variance (CMV; Chang et al., 2010). Regarding ex ante procedures,
| assured respondents of the anonymity and confidentiality of their responses and
emphasized that there were no right or wrong answers. | also counter-balanced
guestion order and adopted different response formats. Finally, respondents were
asked about their ownership before asking them about dispositional greed, meaning
in life, and openness to experience to avoid social desirability and priming effects
(Podsakoff et al., 2003).

| also statistically tested for CMV ex post. First, the marker variable approach
proposed by Lindell and Whitney (2001) was employed. The item “| have friends with
whom | can share my joys and sorrows” (measured on a seven-point scale, 1 = “totally
disagree® and 7 = “totally agree”) was used as a marker variable which, from a
conceptual point of view, was unrelated to the constructs analyzed in the model. |
performed a partial correlation analysis of the items measuring the constructs and

assessed whether the significance of their zero-order correlations changed when the
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marker variable was partialled out. The significance of the resulting coefficients did not
change, suggesting that CMV was not a problem. Second, | further assessed CMV by
including a common latent method factor in the measurement model and compared
the resulting CFA model with that of the CFA model without the method factor. In light
of the minor differences in fit (see Appendix 11), CMV does not seem to pose a
problem for the sample.

Structural Model. A structural equation model was estimated with LISREL 8.8
(Joreskog & Sérbom, 2006), which produced an acceptable fit (x2 = 1057.02, df = 275,
RMSEA = 0.076, CFl =0.927, see more details on the measurement model and
common method variance in Appendix 10).

In line with Hla, searching for meaning in life had a positive relationship with
ownership of sustainable brands (8 =0.11, t = 2.26, p < .05, see Figure 1), however,
a relationship between the presence of meaning in life and ownership of sustainable
brands was not found (8 =0.04, t =0.87, p =.39). Searching for meaning was not
significantly related with ownership of circular brands (8 = 0.08, t = 1.54, p =.12) The
presence of meaning in life was positively related to ownership of circular brands
(B=0.11, t=2.31, p <.05). Thus, Hla and H1b are partially supported. Finally, the
ownership of regular brands had no reliable relationship neither with the presence of
meaning in life (8 = 0.08, t = 1.61, p = .11) nor with the search for it (8 = 0.09, t = 1.79,
p =.07).

Next, H2 was not supported, as there was no significant relationship between
dispositional greed and ownership of sustainable brands (8 = -0.00, t = -0.07, p = .94).
However, dispositional greed was positively related to ownership of circular brands
(8=0.17,t=3.12, p <.01), thus, H3 was confirmed. In addition, dispositional greed
was positively related to the ownership of regular brands (8 =0.17,t = 3.14, p < .01).

In line with H4a, openness to experience was positively related to the ownership
of sustainable brands (8=0.15, t=2.82, p<.01). H4b was not supported, as
openness to experience was not related to ownership of circular brands (8 = 0.04,
t = 0.85, p = .40). In addition, openness to experience was not related to the ownership
of regular brands either (8 =0.06,t=1.11, p = .27).

Furthermore, the relation of income level to ownership of sustainable brands was

significant and positive (8 =0.13, t=2.90, p <.01). However, income level was not
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related to ownership of circular (8=0.00, t=0.05, p=.96) and regular (8= 0.05,
t=1.10, p = .27) brands.

Figure 5. Model testing results
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Note: standardized estimates shown, t values in brackets, nonsignificant paths are
dashed; **if p < .01, *if p < .05.

5.4.Empirical research on meaning threat, sadness, and sustainable

consumption®

5.4.1. Study 2

Study 2 aimed to test whether exposure to meaning threat (vs. control) increases

greater feeling emotion of sadness.

5.4.1.1. Method and measures, and data collection of Study 2

Design and Participants. 299 British participants (Mage = 32.3, SDage = 11.4, 67.9%

female) were recruited from the Prolific Academic online platform to participate in the

9 This section is based on: Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness
to Sustainability: How Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in
Emerging Economies.
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experiment in return for a small monetary compensation. This study was a part of a
larger study. The extent of sadness felt was the dependent variable.

Procedure and measures. Participants were informed that they were going to be
presented with 10 different sentences, one at a time. They were instructed to think
about the meaning of each sentence and then rewrite it in their own words on the next
page. Participants were randomly assigned to one of the two conditions. To manipulate
meaning threat, participants were assigned to read and rewrite sentences about life
meaninglessness (e.g., “Human life seems like a useless, meaningless treadmill”). In
the control condition, sentences were about various facts that are not relevant to
meaning in life (e.g., “The Nile River in Africa is the world's longest river”). This
manipulation was adapted from Park and Baumeister (2017), Routledge et al. (2011),
and Vohs and Schooler (2008). After the reading and writing task, participants
completed a four-item Discrete Emotions Questionnaire sadness subscale (Harmon-

Jones et al., 2016) with items such as “sad”,

grief’, “empty”, and “lonely”, using a
seven-point scale, where 1 = “don‘t harbor this feeling”, 7 = “extremely” (M = 2.74,
SD =1.41, Cronbach’s a = .80). Finally, participants completed a manipulation check
(“How much did the sentences cast doubt on the belief that life is full of meaning?”;
1="not at all’, 7 ="very much”;, M=3.41, SD =1.92; Park & Baumeister, 2017;

Routledge et al., 2011).

5.4.1.2. Results of Study 2

Manipulation check. Manipulation was successful, the meaning threat condition
elicited greater doubt on the belief that life is full of meaning for those participants who
were exposed to the meaning threat (vs. control) condition (Mineat = 3.81,
SDihreat = 2.09  vS.  Mcontrol = 3.01, SDconwol = 1.65; F (1, 297) =13.46, p <.001,
n2 =.043).

The effect of meaning threat on sadness. A univariate test showed that the extent
of sadness felt differed across the conditions. Participants in the meaning threat
condition reported feeling more sadness than participants in the control condition
(Minhreat = 2.97, SDihreat = 1.58 vS. Mcontrol = 2.51, SDconwrol = 1.18; F (1, 297) = 8.13,
p =.005, n2 = .027; see Figure 6).
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Figure 6. The effect of meaning threat on sadness
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Thus, Study 2 provides initial evidence that meaning threats do increase sadness

and supports Hypothesis 5.

5.4.2. Study 3

With Study 3 | opted to test whether meaning threat (vs. control) has a direct effect

on intentions to purchase sustainable products.

5.4.2.1. Method and measures, and data collection of Study 3

Design and Participants. A total of 199 British participants (Mage = 36,
SDage = 13.4, 70.4% female) were recruited from the Prolific Academic online platform
to participate in the experiment in return for a small monetary compensation. This study
was a part of a larger study. The design was a single factor between-subjects design.
The independent variable had two levels: meaning threat (1) present and (2) absent.
Purchase intention was the main dependent variable.

Procedure and measures. Participants were randomly assigned to one of the two
conditions. For meaning threat and control conditions | used the same reading and
writing task as in Study 2. After the manipulation procedure participants were provided
with a picture and description of sustainable drinking straws: “Reduce plastic waste

with reusable drinking straws! Sustainable, reusable stainless steel drinking straws.
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Available in a convenient pack of 8. Two different lengths and shapes for different
needs” (see Appendix 3) and asked to indicate their intentions to purchase. To
measure purchase intention, | used a four-item scale (adapted from Putrevu & Lord,
1994). Participants were asked to indicate the extent of agreement with each
statement on a seven-point Likert scale (e.g., “If someone would offer me these
drinking straws, | would probably buy it’; 1 = “totally disagree”, 7 = “totally agree”;
M =4.33, SD=1.88, Cronbach’s a=.96). Finally, participants completed a
manipulation check, the same as in Experiment 1 (M =2.97, SD =1.92; Park &
Baumeister, 2017; Routledge et al., 2011), were thanked and debriefed.

5.4.2.2. Results of Study 3

Manipulation check. The manipulation of meaning threat was successful, as
participants exposed to the meaning threat condition reported significantly greater
doubt regarding their belief that life is full of meaning compared to those participants
who were exposed to the control condition (Mireat = 3.78, SDihrear = 1.91 vs.
Mcontrol = 2.15, SDcontrot = 1.56; F (1, 197) = 43.3, p < .001, n2 = .18).

The effect of meaning threat on sustainable purchase intention. The results prove
the direct effect of the meaning threat (vs. control) on the intention to purchase
sustainable product, as a univariate test showed that the purchase intention
significantly differed across the conditions. Participants in the meaning threat condition
reported greater purchase intention compared to participants in the control condition
(Mihreat = 4.61, SDinrear = 1.73 VS. Mcontrol = 4.04, SDcontrol = 1.99; F(1, 197) = 4.68,
p =.032, n2 =.023; see Figure 7).
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Figure 7. The effect of meaning threat on sustainable purchase intention
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Study 3 finding reveals the direct effect of meaning threat on sustainable purchase
intention and supports Hypothesis 6, stating that meaning threat (vs. control) increases

willingness to buy sustainable products.

5.4.3. Study 4

Study 4 tested the downstream consequences of the meaning threat on the
intention to purchase sustainable products. More particularly, 1 aimed to assess the
underlying mechanism by testing the emotion of sadness as a mediator between

meaning threat and purchase intention.

5.4.3.1. Method and measures, and data collection of Study 4

Design and Participants. A total of 199 British participants (Mage = 35.4,
SDage = 13.4, 70.4% female) were recruited from the Prolific Academic online platform
to participate in the experiment in return for a small monetary compensation. This study
was a part of a larger study. The design was a single factor between-subjects design.
The independent variable had two levels: meaning threat (1) present, and (2) absent.
Purchase intention was the main dependent variable and the emotion of sadness was

a mediator in the model.
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Procedure and measures. Participants were randomly assigned to one of the two
conditions and had a reading and writing task for the manipulation procedure, which
was identical to the one used in Study 2 and Study 3. After manipulation participants
were asked to complete the same four-item Discrete Emotions Questionnaire sadness
subscale (Harmon-Jones et al., 2016; M = 2.24, SD = 1.50, Cronbach’s a = .90) as in
Study 2. Further, participants were presented with a picture and description of
sustainable drinking straws identical to the one used in Study 3 and asked to evaluate
their intention to purchase these straws (adapted from Putrevu & Lord, 1994; M = 4.43,
SD = 2.10, Cronbach’s a = .98). Finally, participants completed a manipulation check
(M =3.20, SD = 2.02; Park & Baumeister, 2017; Routledge et al., 2011), were thanked
and debriefed.

5.4.3.2. Results of Study 4

Manipulation check. The manipulation of meaning threat was successful, as
participants perceived differences in the doubt on the belief that life is full of meaning
between conditions. Those participants who were implementing reading and writing
task with sentences about life meaninglessness reported a greater extent of doubt
regarding their belief that life is full of meaning compared to those who were reading
and rewriting neutral sentences (Minreat =4.17, SDihreat = 2.08 VS. Mcontrol = 2.21,
SDcontrol = 1.40; F (1, 197) = 60.7, p < .001, n2 = .24).

Mediation analysis. Using the PROCESS macro for SPSS, | performed mediation
analysis (Hayes, 2022; PROCESS; Model 4, 5000 boot-strapped samples) and
observed that the relationship between meaning threat presence (dummy coded,
0 = control; 1 =threat) and intention to purchase the sustainable product was
mediated by the emotion of sadness. Corroborating the analysis above, the meaning
threat presence (vs. control) increases the extent of sadness felt (path a: B = .60,
SE = .21, t(197) =2.87, p =.005). In turn, the emotion of sadness increases the
purchase intention of sustainable product (path b: B = .35, SE =.099, t(196) = 3.54,
p <.001). Next, the direct effect of meaning threat presence (vs. control) on the
purchase intention of sustainable product was not significant (path ¢ B =.012,
SE =.30, t(196) =.041, p =.97), as well as total effect (path c: B =.22, SE =.30,

t(197) = .74, p = .46). Importantly, to assess whether the impact of meaning threat
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presence on the intention to purchase sustainable products is mediated by the emotion
of sadness, | assessed the indirect effect. The analysis shows that the impact of
meaning threat presence (vs. control) on purchase intention was indeed fully mediated
by the emotion of sadness as the 95% confidence interval did not include zero
(effect = .21, 95% CI [.053 to .41]; see Figure 8).

Figure 8. Meaning threat presence effects on intention to purchase sustainable

products via the emotion of sadness
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The results of Study 4 support H7 by showing that meaning threat (vs. no meaning
threat) increases the extent of sadness felt and, in turn, leads to greater intention to

purchase sustainable product.

5.4.4. Study5

Study 5 aimed to replicate the findings of Study 4 by testing the processes using

different sustainable product without highlighting its sustainability benefits.

5.4.4.1. Method and measures, and data collection of Study 5

Design and Participants. A total of 199 British participants (Mage = 37.2,
SDage = 14.8, 70.4% female) were recruited from the Prolific Academic online platform
to participate in the experiment in return for a small monetary compensation. This study
was a part of a larger study. The design was a single factor between-subjects design.

The independent variable had two levels: meaning threat (1) present and (2) absent.
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Purchase intention was the main dependent variable, and the emotion of sadness was
a mediator.

Procedure and measures. Participants were randomly assigned to one of the two
conditions and had a reading and writing task for the manipulation procedure, which
was identical to the one used in Studies 2-4. After manipulation participants were
asked to complete the same four-item Discrete Emotions Questionnaire sadness
subscale (Harmon-Jones et al., 2016; M = 2.33, SD = 1.43, Cronbach’s a = .88) as in
Study 2 and 4. Further, participants were presented with a picture of a portable power
bank together with a description: “Be practical with a portable charger and external
backup battery! Charger and portable power bank with high-efficiency solar panel.
Battery is capable of charging your tablet or smartphone for several times. Protection
for overdischarges allows you to use your electric devices even more efficiently!” (see
Appendix 5). Next, participants were asked to evaluate their intention to purchase this
power bank using four statements on a seven-point Likert scale (sample item: “If
someone would offer me this power bank, | would probably buy it”; 1 = “totally
disagree”, 7 =“totally agree”; adapted from Putrevu & Lord, 1994; M =4.15,
SD = 1.85, Cronbach’s a =.97). Finally, as in the previous experiments, participants
completed a manipulation check (M =3.12, SD = 2.04; Park & Baumeister, 2017,
Routledge et al., 2011), answered to the control question whether they consider the
power bank presented earlier to be sustainable using a seven-point Likert scale
(1 =“not at all”’, 7 = “very much”; M = 4.44, SD = 1.78), were thanked and debriefed.

5.4.4.2. Results of Study 5

Manipulation check. The manipulation of meaning threat was successful, as the
difference of perceived doubt on the belief that life is full of meaning between two
conditions was significant. Those participants who were implementing reading and
writing task with sentences about life meaninglessness reported a greater extent of
doubt regarding their belief that life is full of meaning compared to those who were
reading and rewriting neutral sentences (Minreat=3.77, SDihreat =2.10 vs.
Mcontrol = 2.45, SDcontro = 1.75; F (1, 197) =23.10, p<.001, n2=.11). Moreover,

participants in both meaning threat and control conditions perceived the power bank
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to be sustainable Minreat = 4.46, SDthreat = 1.82 VS. Mcontrol = 4.42, SDcontrot = 1.76; F (1,
197) =.020, p = .89, n2 < .001).

Mediation analysis. Using the PROCESS macro for SPSS | performed mediation
analysis (Hayes, 2022; PROCESS; Model 4, 5000 boot-strapped samples) and
observed that the relationship between meaning threat presence (dummy coded,
0 = control; 1 = meaning threat) and intention to purchase sustainable products was
mediated by the emotion of sadness. The meaning threat presence (vs. control)
increases the extent of sadness felt (path a: B = .78, SE = .20, t(197) = 3.98, p < .001).
In turn, the emotion of sadness increases the purchase intention of sustainable product
(path b: B = .21, SE =.094, t(196) = 2.23, p = .027). Next, the direct effect of meaning
threat presence (vs. absence) on the purchase intention of sustainable product was
not significant (path ¢ B =-.041, SE = .27, t(196) = -.15, p = .88), as well as total
effect (path c: B = .12, SE = .26, t(197) = .47, p = .64). Importantly, to assess whether
the impact of meaning threat presence on the intention to purchase sustainable
products is mediated by the emotion of sadness, | assessed the indirect effect. The
analysis shows that the impact of meaning threat presence (vs. control) on purchase
intention was indeed fully mediated by emotion of sadness as the 95% confidence
interval did not include zero (effect = .16, 95% CI [.019 to .35]).

The results of Study 5 support H7 by showing that meaning threat (vs. control)
increases the extent of sadness felt and, in turn, leads to greater intention to purchase
sustainable products.

5.5.Empirical research on origin cue and circular consumption?°

5.5.1. Study 6

Study 6 aimed to test how origin cues (vs. no origin cues vs. control) change the

perception of the monetary value of used and remodeled goods.

10 This section is based on: Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting
circular consumption: origin cues drive the subjective intrinsic value of used or remodeled goods. In Dewitte,
S., & Botchway, E. Incentivisation and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-
Machina project 821479 — H2020, 37-46.
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5.5.1.1. Method and measures, and data collection of Study 6

Participants and Design. 300 British participants (Mage=39.7, SD =13.7, 71%
female) were recruited from the Prolific Academic platform to participate in the
experiment in return for a small monetary compensation. This study was a part of a
larger study. Data analysis was prepared after removing one participant who did not
indicate values on the main dependent variable. The design was a single factor
between-subjects design. The independent variable (IV) was origin cues presence and
had three levels: (1) absent, (2) present, and (3) control. Perception of monetary value
was the main dependent variable (DV).

Procedure. Participants were randomly assigned to one of three conditions and
shown a picture of the keychain. The keychain was described as “made from steel and
concrete originating from different construction demolishment sites” (no origin
condition); or “made from steel and concrete originating from a demolished old bridge
in London” (origin condition), or “made from steel and concrete” (control condition; see
Appendix 6). Then participants were asked to think about the presented keychain as
their possession and to imagine this situation before answering the following
questions. | measured the perceived monetary value of the good as the main
dependent variable (adapted from Frazier et al., 2009). Participants were asked, “What
do you think this keychain is worth”? and by answering this question, they had to
provide an estimation in pounds (M = 7.22, SD = 12.8).

5.5.1.2. Results of Study 6

Manipulation check. The manipulation of origin cues was successful and
participants perceived differences in the keychain origin across conditions (“This
keychain originates from demolished old bridge in London”; 1 = “totally disagree”;
7 = “totally agree”: Morigin = 6.59, SDorigin = 1.03 VS. Mno origin = 1.94, SDno origin = 1.41;
p <.001; and Mgyigin = 6.59, SDarigin = 1.03 VS. Mcontrol = 3.26, SDcontrol = 1.50; p < .001).

The effect of origin cues presence on the perceived monetary value of the good.
A univariate test showed that the perception of monetary value differed across the
conditions (Mno origin = 5.31, SDno origin = 3.49 VS. Morigin = 10.7, SDorigin = 21.1 vs.
Mcontrol = 5.70,  SDcontrot = 4.94, (F (2, 295) =5.60, p<.005, n2=.037). People
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perceived the keychain with origin cues as having twice as high monetary value
compared to the keychain without origin cues (p = .003) and to the control condition
(p = .005; see Figure 9).

Figure 9. Perceived monetary value of goods
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The results of Study 6 support H8 and show that adding an origin cue substantially

increases the perceived monetary value of the remodeled good.

5.5.2. Study 7

Study 7 involved different product category and tested the downstream
consequences of origin cues on desirability. Furthermore, | aimed to assess
robustness of the propositions by conveying that origin cues (vs. no origin cues) elicit
a greater connection with the self and, in turn, lead to more desirability when compared

to products with no origin cues.

5.5.2.1. Method and measures, and data collection of Study 7

Participants and Design. 300 British participants (Mage=32.9, SD =11.8, 71%

female) were recruited from the Prolific Academic platform to participate in the
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experiment in return for a small monetary compensation. This study was a part of a
larger study. The design was the same as in Study 6: a single-factor between-subjects
design. The independent variable was origin cues presence and had three levels:
(1) absent, (2) present, and (3) control. Desirability was the main dependent variable
and closeness to the sense of self was the mediator.

Procedure. Participants were shown a picture of the scented candle and were
randomly assigned to one of three conditions: origin absence condition (“Scented
candle made in recycled wine bottles”); or origin presence condition (“Scented candle
made in recycled French wine bottles. From France”); or control condition (“Scented
candle”; Appendix 7). Participants were asked to describe their feelings and thoughts
about the candle using 5-7 sentences. Then, participants were asked to think about
the presented keychain as their possession and to imagine this situation before
answering the following questions. Next, participants completed a three-item seven-
point scale of desirability with items such as “Is this candle worth keeping or would you
throw it out?”, “How much would you like to own this candle?” and “How much would
you want to touch this candle?” (1 = “definitely throw out” / “not at all”; 7 = “definitely
keep” / “very much”; adapted from Frazier et al., 2009) (M =4.67, SD = 1.64,
Cronbach’s a = .85). Afterwards the participants evaluated how close does the
presented candle would seem to be to their sense of self, using the Overlap of Self
measure (adapted from Aron et al., 1992; Schubert & Otten, 2002; Tropp & Wright,
2001), which consisted of five pictures with increasingly overlapping two circles labeled
“Candle” and “Self” (M = 3.62, SD = 2.40).

5.5.2.2. Results of Study 7

Manipulation check. The manipulation of origin cues was successful and
participants perceived differences in the candle origin across conditions (“This candle
is made in recycled French wine bottles from France”; 1 = “totally disagree”; 7 = “totally
agree”: Morigin = 6.43, SDorigin = 1.11 VS. Mno origin = 3.00, SDno origin = 1.66, p < .001; and
Morigin = 6.43, SDorigin = 1.11 vS. Mcontrol = 3.42, SDcontrol = 1.63; p < .001).

The effect of origin cues presence on desirability. Analyses of variance revealed
a significant main effect of origin cues presence (origin vs. no origin vs. control) on
desirability (F (2, 298) = 4.37, p =.013, n2 =.028). A significant difference occurred
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when comparing origin and no origin (Morigin = 4.97, SDorigin = 1.5 VS. Mno origin = 4.34,
SDno orign = 1.73, p=.005; and Morigin = 4.97, SDorigin=1.5 Vvs. Meconwo = 4.48,
SDcontrol = 1.48, p =.53). This indicates that origin cues presence increases the
desirability when compared to origin cues absence, but also compared to the control

condition (Figure 10).

Figure 10. The effect of origin cues presence on desirability
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The effect of origin cues presence on closeness to the sense of self. The results
of an ANOVA revealed no main effect of origin cues presence on closeness to the
sense of self (Morigin = 4.00, SDaorigin = .25 VS. Mno origin = 3.28, SDno origin = .24 VS.
Mecontrol = 3.60, SDcontrol = .24, F (2, 297) = 2.22, p =.11, n2 = .015). However, people
perceived that a candle with origin cues is closer to the sense of self when compared
to a candle without origin cues (p = .036). There was no significant difference between
the origin and control conditions (p = .24; Figure 11).
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Figure 11. The effect of origin cues presence on closeness to the sense of self
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Mediation analysis. Using the PROCESS macro for SPSS | performed mediation
analysis (Hayes, 2022; PROCESS; Model 4, 5000 boot-strapped samples) and
observed that the relationship between origin cues presence (dummy coded, 0 = no
origin; 1 = origin) and desirability was mediated by the overlap of self. Corroborating
the analysis above, the origin cues presence increase closeness to the sense of self
(path a: B =.72, SE = .34, t(196) = 2.12, p =.035). In turn, closeness to the sense of
self increases desirability (path b: B = .40, SE =.038, t(195) = 10.5, p <.001). Next,
the direct effect of origin cue presence (vs. absence) on desirability was significant
(path ¢ B=.37, SE=.19, t(195) = 10.5, p <.001), as well as total effect (path c:
B = .66, SE =.23, t(196) = 2.91, p <.005). Importantly, to assess whether the impact
of origin cues presence on desirability is mediated by closeness to the sense of self, |
assessed the indirect effects. The analysis shows that the impact of origin cues
presence on desirability was indeed mediated by closeness to the sense of self as the
95% confidence interval did not include zero (effect=.29, 95% CI [.024 to .57];
Figure 12).
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Figure 12. Origin cues presence effects on desirability via closeness to the sense of
self

4 Closeness to the }
e sense of self N

// ™~
a=.72, SE = .34* b = .40, SE = .038**
/ \\
/ N\,

. c=.66, SE=.23* N
Origin cue ]7 ¢ = 37, SE= 19* —{ Desirability

Note: * p <.05, ** p <.01.

The results of Study 7 support H9 by showing that remodeled goods with origin
cues (vs. no origin cues) increase the closeness to the sense of self and, in turn, lead
to greater desirability.

5.5.3. Study 8

Study 8 aims to provide insights into how the effects of origin on desirability are
moderated by acquisition centrality.

5.5.3.1. Method and measures, and data collection of Study 8

Participants and Design. 258 British participants (Mage=35.2, SD = 13.4, 66.7%
female) were recruited from the Prolific Academic platform to participate in the
experiment in return for a small monetary compensation. This study was a part of a
larger study. | did not analyze the responses of two outlying observations (removed >
2.50 SDs from the group mean (cf. Miller, 1991) and the responses of participants who
did not comply with the instruction to write down their thoughts and wrote less than
three words in the writing task (42 participants). The design was the same as in Studies
6 and 7: a single factor between-subjects design. The independent variable was origin
cues presence and had three levels: (1) absent, (2) present, and (3) control.
Desirability was the main dependent variable and acquisition centrality was the
moderator.
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Procedure. | followed the same procedure as in the Study 6 (see Appendix 8).
After manipulation participants were asked to describe their feelings and thoughts
about the candle using 5-7 sentences. Then, participants were asked to think about
the presented keychain as their possession and to imagine this situation before
answering the following questions. Next, they completed the same desirability scale
as in Study 7 (adapted from Frazier et al., 2009; M = 4.52, SD = 1.51, Cronbach’s
a = .81). Finally, participants completed a seven-item acquisition centrality scale which
is one of the factors of the material values scale (Richins & Dawson, 1992). They
evaluated such statements as “The things | own aren’t all that important to me”, “I put
less emphasis on material things than most people | know”, etc. using a seven-point
scale ranging from 1 = “totally disagree” to 7 = “totally agree” (M = 3.88, SD = 1.14,
Cronbach’s a = .81).

5.5.3.2. Results of Study 8

Manipulation check. The manipulation of origin cues was successful and
participants perceived differences in the candle origin across conditions (“This candle
is made in recycled French wine bottles from France” (1 = “totally disagree”; 7 = “totally
agree”): (Morigin = 6.10, SDorigin = 1.44 VS. Mno origin = 3.43, SDno origin = 1.86, p < .001,;
and Morigin = 6.10, SDorigin = 1.44 VS. Mcontrol = 4.35, SDcontrol = 1.52; p < .001).

The effect of origin cues presence on desirability. Analyses of variance revealed
a significant main effect of origin cues presence (origin vs. no origin vs. control) on
desirability (F(2, 255) =5.17, p =.006, n2 =.039). A significant difference occurred
when comparing origin and no origin, as well as origin and control conditions
(Morigin = 4.92, SDorigin = 1.38 VS. Mno origin = 4.46, SDno origin = 1.52, p =.046; and
Morigin = 4.92,  SDorigin = 1.38  vS.  Mcontrot = 4.20, SDcontrot = 1.54, p =.002). This
replicates the finding of Study 6 and shows that origin cues increase the desirability:
the candle with origin is more desirable compared to the candle with no origin
(Figure 13).
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Figure 13. The effect of origin cues presence on desirability
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Moderation analysis. Using the PROCESS macro for SPSS (Hayes, 2017) |
performed moderation analysis (Model 1; 5000 boot-strapped samples) and observed
that origin cues presence led to increased feeling of desirability (path a: B = 2.45,
SE =.78, t(165) = -2.68, p < .005), as it did acquisition centrality (B = .41, SE = .13,
t(165) = 3.13, p <.005). Importantly, the interaction of origin cues presence and
acquisition centrality on desirability proved to be significant (B =- .53, SE =.20,
t(165) = -2.68, p =.008). Additional simple slopes (spotlight) analyses (Figure 11)
showed that people who score low on acquisition centrality experience elevated levels
of desirability (B =1.02, SE = .31, t(165) = 3.29, p <.005). There was no significant
effect for people who scored high on acquisition centrality (B =- .12, SE =.30,
t(165) = - .39, p = .70; Figure 14).
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Figure 14. The interaction of origin cues presence and acquisition centrality on

desirability

ONo origin = Origin

[ —

Desirability
= N w b o,
= 0 N W bk 0O DD

Low acquisition centrality High acquisition centrality

The results of Study 8 support the H10 by showing that origin effects on
desirability are moderated by acquisition centrality — people who score lower on
acquisition centrality experience elevated levels of desirability compared to people

who score higher on acquisition centrality.

5.6. The summary of empirical results

Meaning in life and ownership of sustainable and circular brands. Research
Hypothesis 1 aimed to show that meaning in life is positively related to ownership of
(a) sustainable and (b) circular brands. The results of Study 1 show that searching for
meaning in life is positively related to ownership of sustainable brands, but there is no
relationship between the presence of meaning in life and ownership of such brands.
Moreover, the presence of meaning in life is positively related to the ownership of
circular brands, however, there is no relationship between searching for meaning in
life and ownership of such brands. Thus, Hla and H1lb are partially supported.

Dispositional greed and ownership of sustainable and circular brands.
Research Hypothesis 2 aimed to provide evidence that dispositional greed is

negatively related to ownership of sustainable brands. The results of Study 1 show
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that, indeed, there is no significant relationship between dispositional greed and
ownership of sustainable brands and are in line with Hypothesis 2. Further, research
Hypothesis 3 aimed to test whether dispositional greed is positively related to
ownership of circular brands, and research findings support this hypothesis.

Openness to experience and ownership of sustainable and circular brands.
Research Hypothesis 4 investigated the relationship between openness to experience
and ownership of sustainable and circular brands. It was proposed that openness to
experience is positively related to ownership of (a) sustainable brands and (b) circular
brands. The results of Study 1 support Hypothesis 4a as they reveal the positive
relationship between openness to experience and ownership of sustainable brands.
However, Hypothesis 4b was not confirmed as openness to experience was not
related to ownership of circular brands.

Meaning threat and negative emotion of sadness. In this dissertation, |
hypothesized that meaning threat (vs. control) increases the emotion of sadness. The
results of Study 2 show that when people are exposed to meaning threat condition
(compared to a control condition), they feel a greater extent of sadness, and the
difference between conditions is statistically significant. Thus, these results are in line
with Hypothesis 5.

Meaning threat and sustainable consumption. Research Hypothesis 6 aimed
to provide evidence that meaning threat (vs. control) increases intention to purchase
sustainable products. The findings of Study 3 show that this direct link exists.
Specifically, when people are exposed to a meaning threat condition (compared to a
control condition) they have greater intentions to purchase sustainable product. The
difference between these two conditions is statistically significant. Thus, these results
support research Hypothesis 6.

The mediating effect of the emotion of sadness of the relationship between
meaning threat and sustainable consumption. The current dissertation aimed to
provide empirical evidence on the mediating role of the emotion of sadness. Research
Hypothesis 7 suggested that meaning threat (vs. control) will increase the extent of
sadness felt and, in turn, will lead to a greater intention to purchase sustainable
products. The findings of Study 4 indeed revealed an underlying mechanism between
meaning threat (vs. control) and purchase intention of a sustainable product. These
results supported research Hypothesis 7 by showing that meaning threat (vs. control)

increases the extent of sadness felt and, in turn, leads to a greater intention to
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purchase sustainable products. These results were replicated in Study 6 with a
different sustainable product.

Origin cues and perception of the monetary value of circular goods.
Research Hypothesis 8 aimed to provide empirical evidence that knowing the origin
(vs. no origin vs. control) of the circular product changes the perception of the
monetary value of such products. The results of Study 7 demonstrate that perceptions
of monetary value differ across conditions. Specifically, people consider the monetary
value to be higher when the circular good is provided with an origin cue and lower
when such cues are not provided for both circular and regular products. In other words,
highlighting the origin makes positive changes in the perception of the monetary value
of used and remodeled goods. These findings are in line with research Hypothesis 8.

The downstream effect of the closeness to the sense of self between origin
cues and the desirability of circular goods. The current research seeks to test if the
closeness to the sense of self will mediate the relationship between origin cues and
the desirability of circular good. More particularly, research Hypothesis 9 aimed to
show that origin cues (vs. no origin cues) will increase the closeness to the sense of
self and, in turn, will lead to greater desirability of circular good. The results of Study 7
reveal the effect of origin cues' presence (vs. no origin vs. control) on desirability,
showing that people have a greater desire for a circular good when the origin cue is
present (compared to origin cues absent, also compared to the control condition).
Further, the findings of Study 7 provide evidence of the effect of origin cues’ presence
on closeness to the sense of self. People perceive circular products to be closer to
their sense of self when the origin cue is present (vs. absent). Finally, the results of
Study 7 support research Hypothesis 9, revealing the partial mediation: circular goods
with origin cues (vs. no origin cues) increase the closeness to the sense of self and, in
turn, lead to greater desirability of such products.

The role of acquisition centrality in the desirability of circular goods. The
current dissertation aimed to set the boundary conditions of the relationship between
circular goods with origin cues present (vs. absent vs. control) and desirability. Study
8 aimed to provide insights into how the effects of origin on desirability are moderated
by the acquisition centrality and test research Hypothesis 10 proposing that lower-
acquisition centrality consumers (but not higher acquisition centrality consumers) will

have greater desirability for circular goods with origin cues (vs. no origin cues). The
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results of Study 8 replicate the findings of Study 7 by showing the existing main effect

of origin cue on desirability, i.e., the circular product with origin present is more

desirable compared to the product without origin cue or the product of the control

group. Further, the findings of Study 8 support the H10 by showing that origin effects

on desirability are moderated by acquisition centrality. More particularly, people who

score lower on acquisition centrality experience elevated levels of desirability

compared to people who score higher on acquisition centrality (for a summary of

supported hypotheses, please see Table 3 below).

Table 3. List of supported hypotheses

No. Hypotheses Status

H1 Meaning in life is positively related to ownership of (a) sustainable and (b) Partially supported
circular brands.

H2 Dispositional greed is negatively related to ownership of sustainable Supported
brands.

H3 Dispositional greed is positively related to ownership of circular brands. Supported

H4 Openness to experience is positively related to ownership of (a) Partially supported
sustainable brands and (b) circular brands.

H5 Meaning threat (vs. control) increases sadness. Supported

H6 Meaning threat (vs. control) increases the purchase intention of sustainable | Supported
products.

H7 Meaning threat (vs. control) will increase the extent of sadness felt and, in Supported
turn, will lead to a greater purchase intention of sustainable products.

H8 Origin cues (vs. no origin cues) will increase the perceived monetary value | Supported
of circular goods.

H9 Origin cues (vs. no origin cues) will increase the closeness to the sense of | Supported
self and, in turn, will lead to greater desirability of circular good.

H10 Lower-acquisition centrality consumers (but not higher-acquisition centrality | Supported
consumers) will have greater desirability for circular goods with origin cues
(vs. no origin cues).
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6. DISCUSSION!

The research problem of this dissertation aimed to address (a)a lack of
understanding of how different traits are related to different forms of responsible
consumption, i.e., consumer judgment and decision-making regarding sustainable and
circular brands; (b) a lack of knowledge of how the negative emotion of sadness
elicited from experienced meaning threat affects consumers’ decisions in the
sustainability domain; and (c) a lack of knowledge of why and under what conditions
consumers make positive decisions regarding circular products when origin cues of
such products are present (vs. absent).

First, the results of current research indicate that the presence of meaning in life
is positively related to the ownership of circular but not sustainable brands. In contrast,
searching for meaning in life has a positive relationship with the ownership of
sustainable but not circular brands. In line with previous work (Steger et al., 2006), the
data of this research provides empirical support that meaning in life consists of two
facets and shows the diversity between them. | suggest that one of the explanations
for such diverging findings for two types of meaning may lay in the pragmatic meaning
regulation theory — if people seek to enhance their meaning efforts, they are more
adaptive to possible behavioral strategies that can regulate meaning (van Tilburg &
Igou, 2011). Thus, when searching for meaning mode is active, consumers are
motivated to own sustainable brands. In addition, sustainable consumption requires
more economic resources compared to a circular one and the findings are in line with
recent research reporting that meaning-seekers are more determined to engage in
more costly responsible behavior compared to less expensive (Dakin et al., 2021). In
contrast, when meaning in life is already acquired, people seek fewer regulating
strategies via acquiring material goods. Therefore, they opt for old (reused, remodeled,

refurbished, etc.) circular goods instead of buying new sustainable goods. Previous

1 This chapter is based on:

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The Meaningful, the Open-
Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and Circular Consumption.
European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to Sustainability: How
Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in Emerging Economies.
Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular consumption: origin cues
drive the subjective intrinsic value of used or remodeled goods. In Dewitte, S., & Botchway, E. Incentivisation
and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project 821479 — H2020,
37-46.
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research suggests that the presence of meaning in life promotes self-control, which
helps avoid momentary urges (MacKenzie & Baumeister, 2014) and, thus, facilitates
responsible consumption. This may explain why consumers with a stronger sense of
the presence of meaning in life are more prone to purchase circular brands that are
more value-oriented. Further research is needed to replicate and further specify this
potentially impactful differentiation.

Second, the findings provided evidence that the trait of dispositional greed is
positively related to ownership of both circular and regular brands, however, the
support for the link to ownership of sustainable ones has not been found. Such findings
can be explained by the fact that circular products are related to efforts to squeeze out
and retain as much value as possible and frequently circular products do not have a
premium price as sustainable ones (Pretner et al., 2021). These might be the reasons
why circular products better correspond to the needs of greedy individuals. Further
research should additionally confirm this remarkable finding, and if robust, it will open
up new avenues to promote the use of circular products.

Third, | show that openness to experience is positively related to the ownership of
sustainable brands, and there is no relationship to the ownership of circular and regular
brands. As circular products are produced with very little or no virgin resources, it may
signal ordinariness, despite the fact that innovative approaches, procedures, etc. might
be employed to produce them. For individuals with high openness to experience,
circular products could seem less relevant because they do not fulfill their desire to try
new things. If some circular products introduce new ways of consumption (as services
of the sharing economy), it could be a dealbreaker, however, further research is
needed to sort that out.

Fourth, income level is not significantly related to the ownership of regular and
circular brands, however, it has a positive relation to the consumption of sustainable
ones. In the sustainable consumption domain, previous findings state that sustainable
goods often cost more than their regular equivalents, and this can be one of the
explanations for why people with higher incomes have an increased desire to acquire
sustainable goods (Zhao et al., 2014).

Fifth, in line with previous research, the findings show that meaning threat
increases sadness (Garg & Lerner, 2013; Heintzelman & King, 2014). The current
work extends these findings by showing that the effects of meaning threats spill over

and can lead to positive outcomes such as more sustainable choices — when
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threatened, people have increased their willingness to buy sustainable products. Thus,
the findings support research showing that people can re-find meaning by locating
their affirmations in unrelated, not threatened areas (Heine et al., 2006).

Sixth, contrary to the large stream of previous studies, the findings of this
dissertation show that consumers can desire more used or remodeled goods when
certain aspects inherent in such goods are highlighted (i.e., origin). Moreover, the
current research provides evidence that used or remodeled goods have the potential
to have higher subjective intrinsic value compared to new goods, as consumers may
perceive used or remodeled goods twice as valuable as regular new products. The
findings add to the literature on circular consumption by showing that origin cues
provide an important resource for consumers by increasing the connection with the
self and, in turn, driving desirability. Finally, this research provides evidence that the
documented effects are particularly present for people scoring lower on the acquisition
centrality because such consumers are more sensitive to contextual cues in the
environment.

Scientific contribution. This dissertation contributes to scientific literature in
several ways.

First, this dissertation contributes to the conceptualization of sustainable and
circular consumption by discussing how these two forms are related, overlapping, and
diverging. In some contexts, circular consumption is presented as sustainable
consumption (e.g., Park & Lin, 2020), and indeed, there are cases where it is possible
to use these terms interchangeably, as circular consumption is considered to be a form
of sustainable consumption (Geissdoerfer et al., 2017). However, prior research has
pointed out that a lack of common understanding of the circular economy itself can
lead to the “concept eventually collapsing or ending up in conceptual deadlock”
(Kirchherr et al., 2017). This work suggests concrete definitions and novel approaches
on how to conceptually address sustainable and circular consumption by focusing on
the differences in (1) scope, (2) focus, and (3) orientation.

Second, while previous research shows the importance of understanding the role
of traits in responsible consumption, currently available insights are limited, as
previous studies do not examine whether the effects of traits differ for different types
of responsible consumption. Only recently, it was pointed out that specific

characteristics of circular products distinguish them from sustainable ones and that
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these two types of responsible consumption should be considered distinct categories;
therefore, drivers also can vary (Pretner et al., 2021). However, to date, no research
has tested whether certain traits predict sustainable and circular consumption similarly
using the same datasets. Drawing from the Trait Activation Theory (Tett & Burnett,
2003), this research expands the current knowledge, arguing that sustainable and
circular products might signal different features corresponding to distinct traits.
Research in the sustainable and circular consumption domain has focused on using
theories explaining how attitudes, values, intentions, and norms drive different
behaviors (see Camacho-Otero et al., 2018; Haider et al., 2022; Peattie, 2010; Steg &
Nordlund, 2018 for review), resulting in a still unclear picture of how sustainable and
circular products might be linked to various traits. This research draws attention to the
potential for a deeper understanding of traits as potential drivers and encourages
further research in this domain.

Third, this work expands existing knowledge by shedding more light on the
complexity of the constructs of meaning in life, openness to experience, and
dispositional greed in the domain of responsible consumption. By investigating
separate dimensions of meaning in life (the presence of meaning in life and searching
for it) this research shows that these dimensions have different effects on different
forms of responsible consumption. Furthermore, previous research has repeatedly
found a link between openness to experience and pro-environmental choices.
However, | show that this trait does not necessarily drive the actual consumption of
circular products, which also provides environmental benefits. Lastly, this dissertation
demonstrates that dispositional greed is a positive driver of circular but not sustainable
consumption.

Fourth, previous research focused on measuring intentions, and research has
documented that on the surface consumers may feel positive and intend to buy
sustainable brands but do not follow up when it comes to actually buying such brands
(e.g., White et al., 2019). | meanwhile measure the ownership of different types of
brands, and by doing so, this work contributes to the literature and provides practical
implications regarding actual consumer choices.

Fifth, this dissertation also expands knowledge about the motivational role of
negative emotions, specifically the emotion of sadness. Although prior research has
highlighted motivational features of negative emotions toward positive changes,

findings are mixed and rather limited when it comes to the consumption domain. In
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contrast with the literature highlighting the directing role of sadness towards
compensatory consumption, which brings negative consequences (e.g., Allard &
White, 2015), this research shows that such frequently felt emotion, in some cases,
can actively direct people to positive behavior. Specifically, the current research shows
that sadness elicited by meaning threat leads to sustainable consumption.

Sixth, | expand the knowledge about the ways to reinstate a threatened sense of
meaning in life. Prior research has studied how facing meaning threats in life stimulates
engagement even in activities that can be unrelated to the threats' origin, hoping to
strengthen their sense of life being meaningful (Heine et al., 2006; Zhang et al., 2019).
Moreover, this dissertation contributes to the generalizability of previous findings by
showing that sustainable consumption might also serve as a source to reinstate
threatened meaning in life. To the best of my knowledge, this research is the first to
show the link between meaning threats and sustainable consumption.

Seventh, the current work advances theoretical knowledge by identifying the
psychological mechanisms that determine how and under what conditions origin cues
help the appeal of used or remodeled goods and so may drive the success of circular
consumption. Thus, it contributes to understanding how to boost the demand side for
circular products — a research area previously poorly addressed. Contrary to the large
stream of previous studies, the findings show that consumers can desire more used
or remodeled goods when certain aspects inherent in such goods are highlighted (i.e.,
origin). Moreover, this research provides evidence that used or remodeled goods have
the potential to have higher subjective intrinsic value compared to new goods, as
consumers may perceive used or remodeled goods twice as valuable as regular new
products.

Eight, | add to the literature on circular consumption by showing that origin cues
provide an important resource for consumers by increasing the connection with the
self and, in turn, driving desirability.

Finally, this research provides evidence that the documented effects are
particularly present for people scoring lower on the acquisition centrality because such
consumers are more sensitive to contextual cues in the environment. Overall, the
results contribute to a better understanding of how to boost circular consumption and
increase the demand for used or remodeled goods by highlighting certain aspects

inherent in such goods.
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Relevance to practice. The findings of this research may help to address actual
social and economic problems. First, for managers, | highlight the potential of
promotion, long-term focused vs. prevention, and short-term focused branding. This
work suggests that the former is more suitable for positioning sustainable brands, while
the latter can be used for circular brands. Second, the findings of this research show
that when promoting sustainable vs. circular products, companies might consider a
wider range of consumer characteristics. Specifically, managers might consider
incorporating relevant elements for diverse consumers in the consumption process,
product designs, or framing of messages. For instance, presenting new creative ways
of using a product, employing showing-off innovative designs, new materials, or
cutting-edge technology, etc. — such unique and forward-thinking solutions could draw
attention and raise the curiosity of open to experience individuals who have a desire
for personal growth and self-expression. In contrast, circular brands may consider
highlighting the lower cost of such products and explain how the usage of such
products helps save money and other resources at the later stages as well (e.g., inform
about resale, reuse, etc. opportunities). Such communication would correspond to the
needs of individuals high on dispositional greed. Third, the findings of the present
research might be relevant for policymakers responsible for different educational
initiatives. The opportunity to strengthen the sense of meaning in life by engaging in
sustainable consumption could be promoted in the educational field. For instance, self-
improving programs or apps that help people improve their well-being can introduce
sustainable consumption in recommendations, together with explanations of why it
might strengthen the sense of meaning in life. Fourth, policymakers and managers can
design campaigns emphasizing the personal, emotional, and psychological value of
sustainable consumption. Sustainable consumption is related to long-term benefits,
mostly oriented not to personal but to gains for future generations (World Commission
on Environment and Development, 1987). It also requires more effort, as sustainable
consumption is related to higher costs (Zhao et al., 2014). Creating messaging that
highlights how sacrifices related to engagement in sustainable consumption might
support well-being not only for others but for oneself as well, can make sustainable
options more appealing. More particularly, communication messages might highlight
the positive role of sustainable consumption when a person experiences meaning
threats and an elevated level of sadness. Fifth, brands might exploit the topic when

building their social responsibility initiatives with the purpose of strengthening their
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reputation. Such initiatives might encourage consumers to reflect on life’s challenges,
experiences of sadness, and various ways of coping with these challenges by pointing
to the positive impact they can make through engagement in sustainable consumption.
Sixth, managers can employ data analytics and identify consumer segments that are
more likely to be exposed to meaning threats (e.g., who sensitively experience the
futility of war, who are interested in existential wellness or social justice, etc.). Such
identification would allow targeting consumers with messages and special offers,
empowering them to make a difference by engaging in sustainable consumption.
Finally, to place this research in a broader perspective — its findings may contribute to
understanding how to reduce the actual consumption of resources on our planet. By
2050, the use of naturally occurring resources (water, land, air, forests, and minerals)
will double (UNEP, 2017). To tackle these problems, governments have engaged in
and adopted several initiatives, such as the EU Circular Economy Action Plan. Though
policy changes have contributed greatly to raising and solving resource use problems,
they may not be enough to change the way consumers think and act — and consumers
are primarily responsible for the amount of waste generated. The current research
takes another step to understand what makes such attitudes shift and how to boost
circular consumption by increasing demand for used or remodeled goods — in doing
s0, to actually close the loop and move from a linear “take-make-dispose” to a circular
“reduce-reuse-recycle” consumption model. Thus, this research provides novel
insights into how to tackle resource use problems and encourage people to make
better and more sustainable choices.

Limitations and implications for future research. Despite important
contributions, the first study has several limitations that future research might address.
First, while the data offers highly externally valid findings as the aim is to study actual
consumption of sustainable and circular brands, future research might consider
isolating and testing underlying effects using experimental design and in more
controlled lab settings. The experimental design could also approach limitations
regarding the methodology of compiling sustainable, circular, regular brand lists. For
instance, the research does not assess whether the relationship between particular
traits and consumption of sustainable and circular brands are different among different
product categories, as the list of brands did not aim to correspond representatively to

the actual market shares of different products. However, it would be interesting to delve
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deeper into researching whether the consumption of brands of different categories
would have different effects and investigate the reasons for distinctions or similarities.
This could be tested in the future.

Second, future studies could provide insights into the reasons for the shown
effects in present research by investigating boundary conditions and possibilities to
reverse, strengthen, or attenuate the effect. For instance, according to the findings of
this study, dispositional greed is positively related to the consumption of circular
brands; however, the relationship between dispositional greed and sustainable
consumption was non-significant. Future studies might explore whether this distinction
is affected by the non-overlapping features of sustainable and circular products and
what exactly these features signal that they correspond to the needs of greedy
individuals.

Third, | aimed to show that distinct traits can motivate individuals to engage in
different forms of responsible consumption and ground this notion that sustainable and
circular products, in some cases, might signal different benefits. Yet, | acknowledge
that in some cases, the signaling of sustainable and circular products can overlap. For
instance, sustainable products that are not circular might as well signal value
preservation, or circular brands can have a broader, promotion orientation. | might
speculate that the motivations underlying consumer preferences for overlapping
products that are characterized by value preservation might be materialism, frugality,
environmental concern, strong future orientation or moral obligation, etc. Yet, | do not
have empirical evidence on these relationships at this point, and future research might
address this question.

Finally, with this work, | purposefully estimated only ownership of sustainable,
circular, and regular brands, however, responsible consumption encompasses more
consumption forms, such as de-ownership, transferring from a traditional “owning” to
a “pay-per-use” ownership, or collaborative consumption. Future research may
consider measuring this wider variety of responsible consumption forms and
estimating the generalizability of the findings of the current Dissertation among them.

The second part of this dissertation also has its limitations. First, regarding
negative emotions, further research is needed to explain why the emotion of sadness
increases willingness to engage in sustainable consumption. Testing various boundary
conditions could shed more light on this question. Second, sustainable consumption

might provide various benefits - environmental, social, or economic - and future studies
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might explore whether sadness produces different effects when highlighting one or
another benefit. Third, future research could explore the generalizability of current
findings by testing consumers' decisions in a field setting where the purchase choices
are made in the presence of product variety, including both sustainable, regular, or
even indulging choices. Fourth, in this research, | manipulated the sense of meaning
in life by threatening the life purpose account. It is worth testing whether other meaning
threats (e.g., sense of belongingness) would produce the same effects. Fifth, it would
be insightful to investigate whether other negative emotions elicited by experienced
meaning threat would work as competing mediators in pair with sadness. Finally, |
show the causal relationships among the constructs under investigation; however,
another research method such as qualitative interviews would be a valuable tool to
delve more thoroughly into why sadness leads to increased sustainable behavior.

Future research might also address the limitations of the third part of this
dissertation. First, as prior studies have drawn attention to consumers' negative
attitudes regarding circular products (e.g., van Weelden et al., 2016), it is worth
researching what kind of origin cues and in which contexts might backfire and
decrease the desirability of circular products. Second, future research might
investigate other paths and find other underlying mechanisms that might work in
parallel with closeness to the sense of self or explore serial mediation by adding
emotions. Third, further research is needed to understand the driving motivation for
individuals who score low in acquisition centrality. For instance, acquisition centrality
could be manipulated using priming techniques, additionally exploring other boundary
conditions. Finally, field experiments could be employed for replication of the results;
e.g., collaboration with makers of circular goods could provide evidence for real-life
settings.

Future studies could also estimate the generalizability of the findings of this
Dissertation and test the propositions in other contexts, e.g., with vulnerable, resilient,
and hesitant regarding the transition to more sustainable consumption consumers.
Data for this research was collected in the United Kingdom. Thus, future research
could test the findings in less economically developed countries, where sustainability

as a topic is less relevant.
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7. CONCLUSIONS?!?

The goal of this current work is threefold. First, this dissertation aimed to
investigate how the same motivational traits are related to two different forms of
responsible consumption — sustainable and circular consumption. | acknowledge that
sustainable consumption and circular consumption show considerable overlap. Yet, |
argue that sustainable consumption is a psychologically different type of consumption
than circular consumption, thus, the underlying traits and judgment and decision-
making may also differ. Further, after revealing distinctions between these two
consumption forms, the current work raised a goal to expand the knowledge of what
underlying mechanisms drive sustainable and circular consumption. More specifically,
for sustainable consumption, | aimed to analyze whether the meaning threat causes
the emotion of sadness and how sadness affects the willingness to consume
sustainably. The goal was to show the motivational role of the negative emotion of
sadness toward positive change in the sustainability domain. Lastly, for circular
consumption, | applied a different approach and aimed to investigate how providing
more specific information about the circular product affects the demand, i.e., the
current dissertation aimed to research the role of origin cues in steering consumer
decision-making regarding circular products. Even more precisely, to research what
spill-over effect the presence of origin cues (versus absence) has, how it affects the
desirability of circular products, and what boundary conditions are.

The first part of the dissertation was built on the findings in the sustainable and
circular decision-making domain. Drawing on the Trait Activation Theory (Tett &
Burnett, 2003) as a theoretical framework, the current study demonstrates how traits
affect different types of sustainable and circular consumption. Simultaneously
evaluating a range of traits, representing promotion and prevention orientations, the

findings show their diverging effects on the consumption of sustainable and circular

12 This chapter is based on:

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The Meaningful, the Open-
Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and Circular Consumption.
European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to Sustainability: How
Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in Emerging Economies.
Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular consumption: origin cues
drive the subjective intrinsic value of used or remodeled goods. In Dewitte, S., & Botchway, E. Incentivisation
and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project 821479 — H2020,
37-46.
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brands. Specifically, the results demonstrate that sustainable consumption may be
boosted by the sense of meaning in life and openness to experience. Interestingly,
despite the shared aim of sustainable consumption regarding environmental
conservation, circular consumption has no relationship with the mentioned traits and
is driven only by the presence of meaning in life and dispositional greed. This research
also contributes to the conceptualization of sustainable and circular consumption and
directs practitioners to apply a specialized approach when initiating societal changes
linked to sustainability and circularity. The second part of the dissertation focused on
the meaning maintenance model (Heine et al., 2006) and the discrete emotion theory,
and the third one on the fundamental need for knowing and understanding the
surrounding world (e.g., Festinger, 1954; Fiske & Taylor, 2013). Empirical research
was conducted with eight studies (one survey and seven experiments) exploring
different sustainable and circular product categories in the United Kingdom. The main
conclusions of this dissertation are the following:

1. The findings of the current dissertation provided evidence that the presence of
meaning in life is positively related to the ownership of circular but not sustainable
brands. In contrast, searching for meaning in life has a positive relationship to
ownership of sustainable but not circular brands. These findings are in line with
previous work, showing that meaning in life consists of two conceptually different
facets (Steger et al., 2006), and the behavioral strategies might vary depending
on the need to regulate the sense of life being full of meaning (the Pragmatic
Meaning Regulation Theory; van Tilburg & Igou, 2011).

2.  The current work shows that the trait of dispositional greed is positively related to
the ownership of circular brands. However, there is no link to ownership of
sustainable ones. These results are in line with previous findings showing that
dispositional greed represents a strong acquisitiveness drive with maximum value
orientation (see Zeelenberg & Breugelmans, 2022) and corresponds to certain
features of circular products referring to consumers' value-related motivation.

3. The current dissertation also explored how the trait of openness to experience is
related to the ownership of sustainable and circular brands. The findings are in
line with previous ones showing that openness to experience is positively related
to sustainable consumption (e.g., Lange & Dewitte, 2019). Interestingly, there is

no relationship between openness to experience and ownership of circular
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brands. | presumed that such a result was produced because of specific features
of circular products (they are produced from secondary materials), however,
further research is needed to sort that out.

In this work, | proposed that people exposed to meaning threats might be prone
to engage in sustainable consumption. The empirical evidence of this research
indeed shows that when people face threats to their sense of life being full of
meaning, they are willing to engage in sustainable consumption. This finding is in
line with the meaning maintenance model (Heine et al., 2006), as well as with the
cognitive dissonance theory (Festinger, 1962), the pragmatic meaning regulation
theory (van Tilburg & Igou, 2011), and the meaning-making model (Park &
Folkman, 1997). All these models and theories refer to the motivational function
of threats to the sense of meaningful life: people experiencing meaning threats
are motivated to reinstate the sense of life being full of meaning even using other
sources than those that were threatened.

The current dissertation proposed a novel underlying mechanism for why
consumers are motivated to engage in sustainable consumption. The results of
conducted experiments show that the negative emotion of sadness performs a
mediating role in a relationship between experiencing meaning threats and
sustainable consumption. When people’s sense of life being meaningful is
threatened, they feel a greater extent of sadness, which, in turn, leads to an
increased willingness to consume sustainably. | argued that such an underlying
mechanism is based on the discrete emotion theory stating that discrete emotions
make changes in cognitive, judgmental, experiential, behavioral, and
physiological processes (see Lench et al., 2011 for review). More precisely,
results show that people experiencing elevated sadness, which occurs after facing
a meaning threat, aim to cope with it, and engagement in sustainable consumption
is perceived as one of the sources of that.

This dissertation also investigated how providing origin cues about circular
products impacts the demand for such products. Indeed, this work shows that
such origin cues increase the perceived monetary value and desirability of circular
goods. Such findings are based on the evidence that people have a fundamental
need to know and understand the surrounding world (e.g., Festinger, 1954; Fiske
& Taylor, 2013), and consumers prefer choices that are clear and easy to
comprehend (Aaker & Keller, 1990; Becker-Olsen & Hill, 2006).
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The current work also aimed to explain why providing origin cues drives the
demand for circular products and tested the mediating role of closeness to the
sense of self. The proposition was formulated building on the prior knowledge that
individuals seek to expand one's self by acquiring additional resources and
different perspectives (Aron et al., 1998). Specifically, | proposed, and the results
of the experiment showed that origin cues increase the closeness to the sense of
self and, in turn, this closeness leads to greater desirability of circular good.

This dissertation investigated whether the effect of origin cues on desirability
depends on the acquisition centrality. Based on the evidence that people, who
score low on materialism, value their life goals and relationships more than
possessions themselves (Belk, 1984) and that knowing an origin can provide a
greater sense of context, this dissertation proposed that people who score low on
acquisition centrality would desire such goods more than people who are centered
on acquisitions but not on the context. Indeed, results show that lower-acquisition
centrality consumers (but not higher-acquisition centrality consumers) have a

greater desirability for circular goods with origin cues (vs. no origin cues).



LIST OF REFERENCES

Aaker, D. A., & Keller, K. L. (1990). Consumer evaluations of brand
extensions. Journal of Marketing, 54(1), 27-41. https://doi.org/10.2307/1252171.
Abbey, J. D., Blackburn, J. D., & Guide Jr, V. D. R. (2015). Optimal pricing for new
and remanufactured products. Journal of Operations Management, 36, 130-146.
https://doi.org/10.1016/j.jom.2015.03.007.

Abeyta, A. A., Routledge, C., Juhl, J., & Robinson, M. D. (2015). Finding meaning
through emotional understanding: Emotional clarity predicts meaning in life and
adjustment to existential threat. Motivation and Emotion, 39, 973-983.
https://doi.org/10.1007/s11031-015-9500-3.

Adams, R., Jeanrenaud, S., Bessant, J., Denyer, D., & Overy, P. (2016).
Sustainability-oriented innovation: A systematic review. International Journal of
Management Reviews, 18(2), 180-205. https://doi.org/10.1111/ijmr.12068.

Adiguizel, F., & Donato, C. (2021). Proud to be sustainable: Upcycled versus
recycled luxury products. Journal of Business Research, 130, 137-146.
https://doi.org/10.1016/j.jbusres.2021.03.033.

Ahn, J., & Kwon, J. (2022). The role of trait and emotion in cruise customers’
impulsive buying behavior: an empirical study. Journal of Strategic
Marketing, 30(3), 320-333. DOI:10.1080/0965254X.2020.1810743.

Akehurst, G., Afonso, C., & Gongalves, H. M. (2012). Re-examining green purchase
behaviour and the green consumer profile: new evidences. Management
Decision, 50(5), 972-988. DOI: 10.1108/00251741211227726.

Albayrak, T., Aksoy, S., & Caber, M. (2013). The effect of environmental concern and
scepticism on green purchase behaviour. Marketing Intelligence & Planning, Vol.
31 No. 1, pp. 27-39. https://doi.org/10.1108/02634501311292902.

Allard, T., & White, K. (2015). Cross-domain effects of guilt on desire for self-
improvement products. Journal of Consumer Research, 42(3), 401-419.
https://doi.org/10.1093/jcr/ucv024.

Alwitt, L. F., & Pitts, R. E. (1996). Predicting purchase intentions for an
environmentally sensitive product. Journal of Consumer Psychology, 5(1), 49-64.
https://doi.org/10.1207/s15327663jcp0501_03.

89



American Psychological Association. (2018). Sadness. In APA dictionary of
psychology. Retrieved November 3, 2023, from

https://dictionary.apa.org/sadness.

Andrade, E. B., & Cohen, J. B. (2007). On the consumption of negative
feelings. Journal of Consumer Research, 34(3), 283-300.
https://doi.org/10.1086/519498.

Antil, J. H. (1984). Socially responsible consumers: Profile and implications for public
policy. Journal of Macromarketing, 4(2), 18-39.
https://doi.org/10.1177/027614678400400203.

Antonetti, P., & Maklan, S. (2014). Feelings that make a difference: How guilt and
pride convince consumers of the effectiveness of sustainable consumption
choices. Journal of Business Ethics, 124, 117-134.
https://doi.org/10.1007/s10551-013-1841-9.

Armenta, C. N., Fritz, M. M., & Lyubomirsky, S. (2017). Functions of positive
emotions: Gratitude as a motivator of self-improvement and positive
change. Emotion Review, 9(3), 183-190.
https://doi.org/10.1177/1754073916669596.

Aron, A., Aron, E. N., & Smollan, D. (1992). Inclusion of other in the self scale and
the structure of interpersonal closeness. Journal of Personality and Social
Psychology, 63(4), 596. https://doi.org/10.1037/0022-3514.63.4.596.

Aron, A., Norman, C. C., & Aron, E. N. (1998). The self-expansion model and
motivation. Representative Research in Social Psychology.

Aronson, E., Wilson, T. D., & Brewer, M. B. (1998). Experimentation in Social. The
handbook of social psychology, 1, 99.

Bae, S. Y., & Yan, R. N. (2018). Comparison between second-hand apparel
shoppers versus non-shoppers: The perspectives of consumer
ethics. International Journal of Environmental & Science Education, 13(9), 727-
736.

Bamberg, S. (2003). How does environmental concern influence specific
environmentally related behaviors? A new answer to an old question. Journal of
Environmental Psychology, 23(1), 21-32. https://doi.org/10.1016/S0272-
4944(02)00078-6.

90


https://doi.org/10.1086/519498

Bao, R., Sun, X, Liu, Z., Fu, Z., & Xue, G. (2020). Dispositional greed inhibits
prosocial behaviors: an emotive-social cognitive dual-process model. Current
Psychology, 1-9. DOI:10.1007/s12144-020-00928-5.

Barauskaite, D., Gineikiene, J., Fennis, B. M., Auruskeviciene, V., Yamaguchi, M., &

Kondo, N. (2018). Eating healthy to impress: How conspicuous consumption,

perceived self-control motivation, and descriptive normative influence determine
functional food choices. Appetite, 131, 59-67. DOI: 10.1016/j.appet.2018.08.015.

Barbaro, N., & Pickett, S. M. (2016). Mindfully green: Examining the effect of
connectedness to nature on the relationship between mindfulness and
engagement in pro-environmental behavior. Personality and Individual
Differences, 93, 137-142. DOI: 10.1016/j.paid.2015.05.026.

Barsyte, J., Kaminskiene, Z., Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular
consumption: origin cues drive the subjective intrinsic value of used or
remodeled goods. In Dewitte, S., & Botchway, E. Incentivisation and behavioral
insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project
821479 — H2020, 37-46.

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of
Marketing, 76(2), 1-16. https://doi.org/10.1509/jm.09.0339.
Baumeister, R. F. (1991). Meanings of life. Guilford press.

Baumeister, R. F., & Leary, M. R. (1995). The need to belong: Desire for
interpersonal attachments as a fundamental human motivation. Psychological
Bulletin, 117(3), 497-529. https://doi.org/10.1037/0033-2909.117.3.497.

Baumeister, R. F., Vohs, K. D., Aaker, J. L., & Garbinsky, E. N. (2013). Some key
differences between a happy life and a meaningful life. The Journal of Positive
Psychology, 8(6), 505-516. https://doi.org/10.1080/17439760.2013.830764.

Becker-Olsen, K. L., & Hill, R. P. (2006). The impact of sponsor fit on brand equity:
The case of nonprofit service providers. Journal of Service Research, 9(1), 73-
83. DOI: 10.1177/1094670506289532.

Belk, R. W. (1984). Three scales to measure constructs related to materialism:
Reliability, validity, and relationships to measures of happiness. ACR North

American Advances.

91



Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer
Research, 15(2), 139-168. https://doi.org/10.1086/209154.

Beran, T. N., & Violato, C. (2010). Structural equation modeling in medical research:
a primer. BMC research notes, 3(1), 1-10. DOI: 10.1186/1756-0500-3-267.

Bigliardi, B., Filippelli, S., & Quinto, I. (2022). Environmentally-conscious behaviours
in the circular economy. An analysis of consumers' green purchase intentions for
refurbished smartphones. Journal of Cleaner production, 378, 134379.
https://doi.org/10.1016/].jclepro.2022.134379.

Blomsma, F., & Tennant, M. (2020). Circular economy: Preserving materials or
products? Introducing the Resource States framework. Resources, Conservation
and Recycling, 156, 104698. https://doi.org/10.1016/j.resconrec.2020.104698.

Blum, N. U., Haupt, M., & Bening, C. R. (2020). Why “Circular’ doesn't always mean
“Sustainable”. Resources, Conservation and Recycling, 162, 105042.
https://doi.org/10.3929/ethz-b-000426900.

Bollinger, B., & Gillingham, K. (2012). Peer effects in the diffusion of solar
photovoltaic panels. Marketing Science, 31(6), 900-912.
http://dx.doi.org/10.1287/mksc.1120.0727.

Bowen, K. T., Musarra, G., & Ou, Y. C. (2022). How and when Narcissism and faith
in humanity drive sustainable consumption. Psychology & Marketing, 39(9),
1706-1724. DOI: 10.1002/mar.21694.

Bray, J., Johns, N., & Kilburn, D. (2011). An exploratory study into the factors
impeding ethical consumption. Journal of Business Ethics, 98, 597-608.
https://doi.org/10.1007/s10551-010-0640-9.

Brick, C., & Lewis, G. J. (2016). Unearthing the “green” personality: Core traits
predict environmentally friendly behavior. Environment and Behavior, 48(5), 635-
658. DOI: 10.31234/osf.io/gy4j2.

Brough, A. R., & Isaac, M. S. (2012). Finding a home for products we love: How
buyer usage intent affects the pricing of used goods. Journal of Marketing, 76(4),
78-91. DOI: 10.2307/41714500.

Brundtland, G.H. (1987) Our Common Future: Report of the World Commission on
Environment and Development. Geneva, UN-Dokument A/42/427.

http://www.un-documents.net/ocf-ov.htm.

92



Bundgaard, A. M., & Huulgaard, R. D. (2019). Luxury products for the circular
economy? A case study of Bang & Olufsen. Business Strategy and the
Environment, 28(5), 699-709. https://doi.org/10.1002/bse.2274.

Busic-Sontic, A., & Brick, C. (2018). Personality trait effects on green household
installations. Collabra: Psychology, 4(1), 8. https://doi.org/10.1525/collabra.120.

Calvo-Porral, C., & Lévy-Mangin, J. P. (2020). The circular economy business
model: Examining consumers’ acceptance of recycled goods. Administrative
Sciences, 10(2), 28. https://doi.org/10.3390/admsci10020028.

Camacho-Otero, J., Boks, C., & Pettersen, I. N. (2018). Consumption in the circular
economy: A literature review. Sustainability, 10(8), 2758.
https://doi.org/10.3390/su10082758.

Cambridge University Press. (n.d.a). Consumption. In Cambridge Dictionary.
Retrieved June 25, 2024, from
https://dictionary.cambridge.org/dictionary/english/consumption.

Cardella, E., Kugler, T., Anderson, J., & Connolly, T. (2019). Is greed contagious?
Four experimental studies. Journal of Behavioral Decision Making, 32(5), 579-
598. https://doi.org/10.1002/bdm.2134.

Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010). Why ethical consumers
don’t walk their talk: Towards a framework for understanding the gap between
the ethical purchase intentions and actual buying behaviour of ethically minded
consumers. Journal of Business Ethics, 97, 139-158. DOI:10.1007/s10551-010-
0501-6.

Carrus, G., Passafaro, P., & Bonnes, M. (2008). Emotions, habits and rational
choices in ecological behaviours: The case of recycling and use of public
transportation. Journal of environmental psychology, 28(1), 51-62.
https://doi.org/10.1016/j.jenvp.2007.09.003.

Cervellon, M. C., Carey, L., & Harms, T. (2012). Back from the Past: specific

antecedents to consumer’s purchase of vintage fashion vs. second-hand or

recycled fashion. In 11th International Marketing Trends Conference.

Chang, S.-J., van Witteloostuijn, A., & Eden, L. (2010). From the Editors: Common
method variance in international business research. Journal of International
Business Studies, 41(2), 178-184. DOI:10.1057/jibs.2009.88.

93



Chow, R. M., Tiedens, L. Z., & Govan, C. L. (2008). Excluded emotions: The role of
anger in antisocial responses to ostracism. Journal of Experimental Social
Psychology, 44(3), 896-903. https://doi.org/10.1016/j.jesp.2007.09.004.

Chowdhury, R. M. (2017). Emotional intelligence and consumer ethics: The
mediating role of personal moral philosophies. Journal of Business Ethics, 142,
527-548. DOI 10.1007/s10551-015-2733-y.

Chun, Y. Y., Chinen, K., & Matsumoto, M. (2023). How to attract newness-conscious
consumers to a circular electric vehicle economy. Sustainable Production and
Consumption, 40, 147-158. DOI:10.1016/j.spc.2023.06.018.

Confente, I., Scarpi, D., & Russo, I. (2020). Marketing a new generation of bio-
plastics products for a circular economy: The role of green self-identity, self-
congruity, and perceived value. Journal of Business Research, 112, 431-439.
https://doi.org/10.1016/j.jbusres.2019.10.030.

Consedine, N. S., Magai, C., Krivoshekova, Y. S., Ryzewicz, L., & Neugut, A. I.
(2004). Fear, anxiety, worry, and breast cancer screening behavior: a critical
review. Cancer Epidemiology Biomarkers & Prevention, 13(4), 501-510.
https://doi.org/10.1158/1055-9965.501.13.4.

Cook, T. D., Campbell, D. T., & Shadish, W. (2002). Experimental and quasi-
experimental designs for generalized causal inference (Vol. 1195). Boston, MA:
Houghton Mifflin.

Corral-Verdugo, V., Bonnes, M., Tapia-Fonllem, C., Fraijo-Sing, B., Frias-Armenta,
M., & Carrus, G. (2009). Correlates of pro-sustainability orientation: The affinity
towards diversity. Journal of Environmental Psychology, 29(1), 34-43.
https://doi.org/10.1016/j.jenvp.2008.09.001.

Cosmides, L., & Tooby, J. (2000). Evolutionary psychology and the
emotions. Handbook of emotions, 2(2), 91-115. DOI: 10.1007/978-3-319-28099-
8_516-1.

Costa Pinto, D., Herter, M. M., Rossi, P., & Borges, A. (2014). Going green for self or
for others? Gender and identity salience effects on sustainable
consumption. International Journal of Consumer Studies, 38(5), 540-549.
DOI:10.1111/ijcs.12114.

94



Creamer, M., Burgess, P., & Pattison, P. (1992). Reaction to trauma: a cognitive
processing model. Journal of abnormal psychology, 101(3), 452.
https://doi.org/10.1037/0021-843X.101.3.452.

Cryder, C. E., Lerner, J. S., Gross, J. J., & Dahl, R. E. (2008). Misery is not miserly:
Sad and self-focused individuals spend more. Psychological Science, 19(6), 525-
530. DOI: 10.1111/j.1467-9280.2008.02118.x.

Dahl, D. W., Honea, H., & Manchanda, R. V. (2003). The nature of self-reported guilt
in consumption contexts. Marketing Letters, 14, 159-171. DOI:
10.1023/A:1027492516677.

Dakin, B. C., Laham, S. M., Tan, N. P. J., & Bastian, B. (2021). Searching for
meaning is associated with costly prosociality. PloS One, 16(10), e0258769.
https://doi.org/10.1371/journal.pone.0258769.

Dakin, B. C., Tan, N. P., Conner, T. S., & Bastian, B. (2022). The relationship
between prosociality, meaning, and happiness in everyday life. Journal of
Happiness Studies, 23(6), 2787-2804. DOI: 10.1007/s10902-022-00526-1.

Dalgleish, T., & Power, M. (Eds.). (2000). Handbook of cognition and emotion. John
Wiley & Sons. DOI: 10.1017/S0033291799212433.

Dastrup, S. R., Zivin, J. G., Costa, D. L., & Kahn, M. E. (2012). Understanding the
Solar Home price premium: Electricity generation and “Green” social
status. European Economic Review, 56(5), 961-973. DOI:
10.1016/j.euroecorev.2012.02.006.

De Groot, J. I., & Steg, L. (2008). Value orientations to explain beliefs related to
environmental significant behavior: How to measure egoistic, altruistic, and
biospheric value orientations. Environment and Behavior, 40(3), 330-354.
DOI:10.1177/0013916506297831.

De Guimaraes, J. C. F., Severo, E. A., Klein, L. L., Dorion, E. C. H., & Lazzari, F.
(2023). Antecedents of sustainable consumption of remanufactured products: A
circular economy experiment in the Brazilian context. Journal of Cleaner
Production, 385, 135571. DOI:10.1016/j.jclepro.2022.135571.

de Morais, L. H. L., Pinto, D. C., & Cruz-Jesus, F. (2021). Circular economy

engagement: Altruism, status, and cultural orientation as drivers for sustainable

95



consumption. Sustainable Production and Consumption, 27, 523-533. DOI:
10.1016/j.spc.2021.01.019.

Deci, E. L., & Ryan, R. M. (2012). Self-determination theory. Handbook of theories of
social psychology, 1(20), 416-436. https://doi.org/10.4135/9781446249215.n21.

Desing, H., Braun, G., & Hischier, R. (2021). Resource pressure—a circular design
method. Resources, Conservation and Recycling, 164, 105179.
DOI:10.1016/j.resconrec.2020.105179.

Dikici, Z. Y., Cakrak, M., & Demirci, E. (2022). Green Consumption Values, Social
Appreciation, and Purchasing Behavior. Sustainability and Climate
Change, 15(3), 189-199. DOI:10.1089/scc.2022.0003.

Do, Q., Ramudhin, A., Colicchia, C., Creazza, A., & Li, D. (2021). A systematic
review of research on food loss and waste prevention and management for the
circular economy. International Journal of Production Economics, 239, 108209.
DOI: 10.1016/j.ijpe.2021.108209.

Donnelly, G. E., Lamberton, C., Reczek, R. W., & Norton, M. I. (2017). Social
recycling transforms unwanted goods into happiness. Journal of the Association
for Consumer Research, 2(1), 48-63. DOI: 10.1086/689866.

Dowd, K., & Burke, K. J. (2013). The influence of ethical values and food choice
motivations on intentions to purchase sustainably sourced foods. Appetite, 69,
137-144. DOI: 10.1016/j.appet.2013.05.024.

Ebreo, A., & Vining, J. (2001). How similar are recycling and waste reduction? Future
orientation and reasons for reducing waste as predictors of self-reported
behavior. Environment and Behavior, 33(3), 424-448.
https://doi.org/10.1177/00139160121973061.

Ellen MacArthur Foundation. (2013). Ellen MacArthur Foundation. Towards the
circular economy vol. 1: an economic and business rationale for an accelarated
transition. Retrieved from https://ellenmacarthurfoundation.org/towards-the-
circular-economy-vol-1-an-economic-and-business-rationale-for-an. Accessed
September 3, 2022.

Ellen MacArthur Foundation. (n.d.). Circulate products and materials. Retrieved from
https://ellenmacarthurfoundation.org/circulate-products-and-materials. Accessed
November 15, 2022.

96



Emmons, R. A. (2003). Personal goals, life meaning, and virtue: Wellsprings of a
positive life. https://doi.org/10.1037/10594-005.

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influence of
reference groups on consumers’ connections to brands. Journal of Consumer
Psychology, 13(3), 339-348. https://doi.org/10.1207/S15327663JCP1303_14.

European Parliament. (2022, April 26). Circular economy: definition, importance and
benefits. European Parliament News. Ref.: 20151201STO05603. Retrieved from
https://www.europarl.europa.eu/news/en/headlines/economy/20151201STO0560

3/circular-economy-definition-importance-and-benefits. Accessed July 10, 2022.

Evans, F., Grimmer, L., & Grimmer, M. (2022). Consumer orientations of
secondhand fashion shoppers: The role of shopping frequency and store
type. Journal of Retailing and Consumer Services, 67, 102991.
https://doi.org/10.1016/].jretconser.2022.102991.

Faul, F., Erdfelder, E., Buchner, A., & Lang, A. G. (2009). Statistical power analyses
using G* Power 3.1: Tests for correlation and regression analyses. Behavior
Research Methods, 41(4), 1149-1160. https://doi.org/10.3758/BRM.41.4.1149.

Ferguson, M. A., & Branscombe, N. R. (2010). Collective guilt mediates the effect of
beliefs about global warming on willingness to engage in mitigation
behavior. Journal of Environmental Psychology, 30(2), 135-142.
https://doi.org/10.1016/j.jenvp.2009.11.010.

Ferraro, C., Sands, S., & Brace-Govan, J. (2016). The role of fashionability in
second-hand shopping motivations. Journal of Retailing and Consumer
Services, 32, 262-268. https://doi.org/10.1016/j.jretconser.2016.07.006.

Festinger, L. (1954). Motivations leading to social behavior. In M. R. Jones (Ed.),
Nebraska symposium on motivation, University of Nebraska Press.
Festinger, L. (1962). Cognitive dissonance. Scientific American, 207(4), 93-106.

Feygina, I., Jost, J. T., & Goldsmith, R. E. (2010). System justification, the denial of
global warming, and the possibility of “system-sanctioned change”. Personality
and Social Psychology Bulletin, 36(3), 326-338.
https://doi.org/10.1177/0146167209351435.

97



FioRito, T. A., Routledge, C., & Jackson, J. (2021). Meaning-motivated community
action: The need for meaning and prosocial goals and behavior. Personality and
Individual Differences, 171, 110462. DOI:10.1016/j.paid.2020.110462.

Fischer, D., Reinermann, J. L., Mandujano, G. G., DesRoches, C. T., Diddi, S., &
Vergragt, P. J. (2021). Sustainable consumption communication: A review of an
emerging field of research. Journal of Cleaner Production, 300, 126880.
DOI:10.1016/j.jclepro.2021.126880.

Fischer, D., Stanszus, L., Geiger, S., Grossman, P., & Schrader, U. (2017).
Mindfulness and sustainable consumption: A systematic literature review of
research approaches and findings. Journal of Cleaner Production, 162, 544-558.
DOI:10.1016/j.jclepro.2017.06.007.

Fiske, S. T., & Taylor, S. E. (2013). Social cognition: From brains to culture. Sage.
Flight, R. L., Rountree, M. M., & Beatty, S. E. (2012). Feeling the urge: Affect in
impulsive and compulsive buying. Journal of Marketing Theory and
Practice, 20(4), 453-466. DOI:10.2307/23461978.

Foa, E. B., & Kozak, M. J. (1986). Emotional processing of fear: exposure to
corrective information. Psychological bulletin, 99(1), 20.
https://doi.org/10.1037/0033-2909.99.1.20.

Forgas, J. P. (2013). Don’t worry, be sad! On the cognitive, motivational, and
interpersonal benefits of negative mood. Current Directions in Psychological
Science, 22(3), 225-232. https://doi.org/10.1177/0963721412474458.

Forgas, J. P. (2017). Can sadness be good for you?. Australian Psychologist, 52(1),
3-13. https://doi.org/10.1111/ap.12232.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50. https://doi.org/10.2307/3151312.

Fraj, E., & Martinez, E. (2006). Environmental values and lifestyles as determining
factors of ecological consumer behaviour: an empirical analysis. Journal of
Consumer Marketing, 23(3), 133-144.
https://doi.org/10.1108/07363760610663295.

98



Frazier, B., Wilson, A., Gelman, S., & Hood, B. (2009). Picasso paintings, moon
rocks, and hand-written Beatles lyrics: Adults' evaluations of authentic
objects. Journal of Cognition and Culture, 9(1-2), 1-14. doi:
10.1163/156853709X414601.

Fredrickson, B. L. (2013). Positive emotions broaden and build. In Advances in
Experimental Social Psychology (Vol. 47, pp. 1-53). Academic Press.
https://doi.org/10.1016/B978-0-12-407236-7.00001-2.

Freed, P. J., & Mann, J. J. (2007). Sadness and loss: Toward a
neurobiopsychosocial model. American Journal of Psychiatry, 164(1), 28-34.
DOI: 10.1176/ajp.2007.164.1.28.

Gable, P., & Harmon-Jones, E. (2010). The motivational dimensional model of affect:

Implications for breadth of attention, memory, and cognitive
categorisation. Cognition and Emotion, 24(2), 322-337.
https://doi.org/10.1080/02699930903378305.

Gagné, M. (2003). The role of autonomy support and autonomy orientation in
prosocial behavior engagement. Motivation and Emotion, 27, 199-223.
https://doi.org/10.1023/A:1025007614869.

Garg, N., & Lerner, J. S. (2013). Sadness and consumption. Journal of Consumer
Psychology, 23(1), 106-113. DOI: 10.1016/j.jcps.2012.05.009.

Geissdoerfer, M., Savaget, P., Bocken, N. M., & Hultink, E. J. (2017). The Circular
Economy—A new sustainability paradigm?. Journal of Cleaner Production, 143,
757-768. https://doi.org/10.1016/].jclepro.2016.12.048.

Ghisellini, P., Cialani, C., & Ulgiati, S. (2016). A review on circular economy: the
expected transition to a balanced interplay of environmental and economic
systems. Journal of Cleaner Production, 114, 11-32.
https://doi.org/10.1016/].jclepro.2015.09.007.

Gibbon, E., & Douglas, H. E. (2021). Personality and the pro-environmental
individual: Unpacking the interplay between attitudes, behaviour and climate
change denial. Personality and Individual Differences, 181, 111031.
https://doi.org/10.1016/j.paid.2021.111031.

99



Gifford, R. (2014). Environmental psychology matters. Annual Review of
Psychology, 65(1), 541-579. https://doi.org/10.1146/annurev-psych-010213-
115048.

Gineikiene, J., & Diamantopoulos, A. (2017). | hate where it comes from but [ still buy
it: Countervailing influences of animosity and nostalgia. Journal of International
Business Studies, 48(8), 992-1008. http://www.jstor.org/stable/45149385.

Giulio, A. D., Fischer, D., Schéfer, M., & Blattel-Mink, B. (2014). Conceptualizing
sustainable consumption: toward an integrative framework. Sustainability:
Science, Practice and Policy, 10(1), 45-61.
DOI:10.1080/15487733.2014.11908124.

Goldberg, L. R. (2013). An alternative “description of personality”: The Big-Five factor

structure. In Personality and Personality Disorders (pp. 34-47). Routledge.

Goldstein, N. J., Cialdini, R. B., & Griskevicius, V. (2008). A room with a viewpoint:
Using social norms to motivate environmental conservation in hotels. Journal of
Consumer Research, 35(3), 472-482. https://doi.org/10.1086/586910.

Gonzalez, J., De Boeck, P., & Tuerlinckx, F. (2008). A double-structure structural
equation model for three-mode data. Psychological Methods, 13(4), 337. DOI:
10.1037/a0013269.

Green, T., & Peloza, J. (2014). Finding the right shade of green: The effect of
advertising appeal type on environmentally friendly consumption. Journal of
Advertising, 43(2), 128-141. https://doi.org/10.1080/00913367.2013.834805.

Griskevicius, V., Cantu, S. M., & Van Vugt, M. (2012). The evolutionary bases for
sustainable behavior: Implications for marketing, policy, and social
entrepreneurship. Journal of Public Policy & Marketing, 31(1), 115-128.
https://doi.org/10.1509/jppm.11.040.

Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010). Going green to be seen:
status, reputation, and conspicuous conservation. Journal of Personality and
Social Psychology, 98(3), 392. https://doi.org/10.1037/a0017346.

Grouden, M. E., & Jose, P. E. (2015). Do sources of meaning differentially predict
search for meaning, presence of meaning, and wellbeing. International Journal of
Wellbeing, 5(1). DOI:10.5502/ijw.v5il1.3.

100



Guide, Jr, V. D. R., & Li, J. (2010). The potential for cannibalization of new products
sales by remanufactured products. Decision Sciences, 41(3), 547-572.
https://doi.org/10.1111/j.1540-5915.2010.00280.x.

Guilford, J. P. (1967). Creativity: Yesterday, today and tomorrow. The Journal of
Creative Behavior, 1(1), 3-14. https://doi.org/10.1002/j.2162-
6057.1967.tb00002.x.

Gupta, S., Gwozdz, W., & Gentry, J. (2019). The role of style versus fashion
orientation on sustainable apparel consumption. Journal of
Macromarketing, 39(2), 188-207. https://doi.org/10.1177/0276146719835283.

Gustavsen, G. W., & Hegnes, A. W. (2020). Individuals’ personality and consumption
of organic food. Journal of Cleaner Production, 245, 118772.
https://doi.org/10.1016/j.jclepro.2019.118772.

Haider, M., Shannon, R., & Moschis, G. P. (2022). Sustainable consumption
research and the role of marketing: A review of the literature (1976—
2021). Sustainability, 14(7), 3999. https://doi.org/10.3390/su14073999.

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2019) Multivariate Data
Analysis. 8th Edition, Pearson, Upper Saddle River.

Harland, P., Staats, H., & Wilke, H. A. (1999). Explaining proenvironmental intention
and behavior by personal norms and the Theory of Planned Behavior 1. Journal
of Applied Social Psychology, 29(12), 2505-2528. DOI:10.1111/j.1559-
1816.1999.tb00123.x.

Harmon-Jones, C., Bastian, B., & Harmon-Jones, E. (2016). The discrete emotions
guestionnaire: A new tool for measuring state self-reported emotions. PloS
One, 11(8), €0159915. https://doi.org/10.1371/journal.pone.0159915.

Harms, R., & Linton, J. D. (2016). Willingness to pay for eco-certified refurbished
products: The effects of environmental attitudes and knowledge. Journal of
Industrial Ecology, 20(4), 893-904. https://doi.org/10.1111/jiec.12301.

Harris, F., Roby, H., & Dibb, S. (2016). Sustainable clothing: challenges, barriers and
interventions for encouraging more sustainable consumer
behaviour. International Journal of Consumer Studies, 40(3), 309-318.
https://doi.org/10.1111/ijcs.12257.

101



Harth, N. S., Leach, C. W., & Kessler, T. (2013). Guilt, anger, and pride about in-
group environmental behaviour: Different emotions predict distinct
intentions. Journal of Environmental Psychology, 34, 18-26.
https://doi.org/10.1016/j.jenvp.2012.12.005.

Hartmann, P., Eisend, M., Apaolaza, V., & D'Souza, C. (2017). Warm glow vs.
altruistic values: How important is intrinsic emotional reward in proenvironmental
behavior?. Journal of Environmental Psychology, 52, 43-55.
https://doi.org/10.1016/j.jenvp.2017.05.006.

Hatipoglu, S., & Koc, E. (2023). The influence of introversion—extroversion on
Service Quality Dimensions: a trait activation theory study. Sustainability, 15(1),
798. https://doi.org/10.3390/su15010798.

Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional process
analysis: A regression-based approach. Guilford publications.

Hayes, A. F. (2022). Counterfactual/potential outcomes “causal mediation analysis”
with treatment by mediator interaction using PROCESS. Canadian Centre for

Research Analysis and Methods Technical Report.

Hayes, A. M., Feldman, G. C., Beevers, C. G., Laurenceau, J. P., Cardaciotto, L., &
Lewis-Smith, J. (2007). Discontinuities and cognitive changes in an exposure-
based cognitive therapy for depression. Journal of Consulting and Clinical
Psychology, 75(3), 409. https://doi.org/10.1037/0022-006X.75.3.409.

Hazen, B. T., Mollenkopf, D. A., & Wang, Y. (2017). Remanufacturing for the circular
economy: An examination of consumer switching behavior. Business Strategy
and the Environment, 26(4), 451-464. DOI: 10.1002/bse.1929.

Hazen, B. T., Overstreet, R. E., Jones-Farmer, L. A., & Field, H. S. (2012). The role
of ambiguity tolerance in consumer perception of remanufactured
products. International Journal of Production Economics, 135(2), 781-790.
DOI:10.1016/j.ijpe.2011.10.011.

Heine, S. J., Proulx, T., & Vohs, K. D. (2006). The meaning maintenance model: On
the coherence of social motivations. Personality and Social Psychology
Review, 10(2), 88-110. https://doi.org/10.1207/s15327957pspr1002_1.

Heintzelman, S. J., & King, L. A. (2014). Life is pretty meaningful. American
Psychologist, 69(6), 561. https://doi.org/10.1037/a0035049.

102



Heintzelman, S. J., Trent, J., & King, L. A. (2013). Encounters with objective
coherence and the experience of meaning in life. Psychological science, 24(6),
991-998. https://doi.org/10.1177/0956797612465878.

Hellali, W., & Korai, B. (2023). Understanding consumer’s acceptability of the
technology behind upcycled foods: An application of the technology acceptance
model. Food Quality and Preference, 110, 104943.
https://doi.org/10.1016/j.foodqual.2023.104943.

Hellali, W., Korai, B., & Lambert, R. (2023). Food from waste: The effect of
information and attitude towards risk on consumers' willingness to pay. Food
Quiality and Preference, 110, 104945.
https://doi.org/10.1016/j.foodqual.2023.104945.

Hibbert, S., Smith, A., Davies, A., & Ireland, F. (2007). Guilt appeals: Persuasion
knowledge and charitable giving. Psychology & Marketing, 24(8), 723-742.
https://doi.org/10.1002/mar.20181.

Higgins, E. T. (1987). Self-discrepancy: A theory relating self and
affect. Psychological Review, 94(3), 319—-340. https://doi.org/10.1037/0033-
295X.94.3.319.

Higgins, E. T. (1997). Beyond pleasure and pain. American Psychologist, 52(12),
1280. https://doi.org/10.1037/0003-066X.52.12.1280.

Hirsh, J. B., & Dolderman, D. (2007). Personality predictors of consumerism and
environmentalism: A preliminary study. Personality and Individual
Differences, 43(6), 1583-1593. https://doi.org/10.1016/j.paid.2007.04.015.

Hirst, G., Van Knippenberg, D., Chen, C. H., & Sacramento, C. A. (2011). How does
bureaucracy impact individual creativity? A cross-level investigation of team
contextual influences on goal orientation—creativity relationships. Academy of
Management Journal, 54(3), 624-641.
https://doi.org/10.5465/am;j.2011.61968124.

Hollon, S. D., & Kriss, M. R. (1984). Cognitive factors in clinical research and
practice. Clinical Psychology Review, 4(1), 35-76. https://doi.org/10.1016/0272-
7358(84)90036-9.

103



Holt, C. A, & Laury, S. K. (2002). Risk aversion and incentive effects. The American
Economic Review, 92, 1644 —1655. http://dx.doi.org/10.1257/
000282802762024700.

Hopwood, C. J., Schwaba, T., Milfont, T. L., Sibley, C. G., & Bleidorn, W. (2022).
Personality change and sustainability attitudes and behaviors. European Journal
of Personality, 36(5), 750-770. https://doi.org/10.1177/08902070211016260.

Hosta, M., & Zabkar, V. (2021). Antecedents of environmentally and socially
responsible sustainable consumer behavior. Journal of Business Ethics, 171(2),
273-293. DOI: 10.1007/s10551-019-04416-0.

Huang, S., Du, H., & Qu, C. (2021). Emotional responses to mortality salience:
Behavioral and ERPs evidence. Plos one, 16(3), e0248699.
https://doi.org/10.1371/journal.pone.0248699.

Hunecke, M., & Richter, N. (2019). Mindfulness, construction of meaning, and
sustainable food consumption. Mindfulness, 10(3), 446-458.
https://doi.org/10.1007/s12671-018-0986-0.

Hunt, M., Schloss, H., Moonat, S., Poulos, S., & Wieland, J. (2007). Emotional
processing versus cognitive restructuring in response to a depressing life
event. Cognitive Therapy and Research, 31, 833-851.
https://doi.org/10.1007/s10608-007-9156-8.

Inman, J. J., & Zeelenberg, M. (2002). Regret in repeat purchase versus switching
decisions: The attenuating role of decision justifiability. Journal of Consumer
Research, 29(1), 116-128. DOI: 10.1086/339925.

Jackson, T. (2005). Live better by consuming less?: is there a “double dividend” in
sustainable consumption? Journal of Industrial Ecology, 9(1-2), 19-36.
https://doi.org/10.1162/1088198054084734.

Jackson, D. N., Paunonen, S. V., & Tremblay, P. F. (2000). Six Factor

Personality. Questionnaire Manual. Port Huron, MI: Sigma Assessment Systems.

Jett, W. (2000). A General Theory of Acquisitivity: On Human Nature, Productivity,

and Survival. iUniverse.

Jia, F., Soucie, K., Matsuba, K., & Pratt, M. W. (2021). Meaning in life mediates the

association between environmental engagement and loneliness. International

104



Journal of Environmental Research and Public Health, 18(6), 2897. doi:
10.3390/ijerph18062897.

Joireman, J., Van Lange, P. A., & Van Vugt, M. (2004). "Who cares about the
environmental impact of cars? Those with an eye toward the future.”
Environment and Behavior, 36(2), 187-206. DOI: 10.1177/0013916503251476.

Joreskog, K. G., & Sérbom, D. (2006). LISREL 8.80. Lincolnwood, IL: Scientific

Software International Inc.

Kadic-Maglajlic, S., Arslanagic-Kalajdzic, M., Micevski, M., Dlacic, J., & Zabkar, V.
(2019). Being engaged is a good thing: Understanding sustainable consumption
behavior among young adults. Journal of Business Research, 104, 644-654.
DOI: 10.1016/j.jbusres.2019.02.040.

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The
Meaningful, the Open-Minded, or the Greedy? Diverging Effects of Distinct Traits

on Sustainable and Circular Consumption. European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to
Sustainability: How Meaning Threat Sparks Sustainable Consumption.

Organizations and Markets in Emerging Economies.
Kamleitner, B., Tharridl, C., & Martin, B. A. (2019). A Cinderella story: How past
identity salience boosts demand for repurposed products. Journal of

Marketing, 83(6), 76-92. https://doi.org/10.1177/0022242919872156.

Karp, D. G.. (1996). Values and their Effect on Pro-Environmental Behavior.
Environment and Behavior, 28(1), 111-133. doi:10.1177/0013916596281006

Kaur, T., & Luchs, M. G. (2022). Mindfulness enhances the values that promote
sustainable consumption. Psychology & Marketing, 39(5), 990-1006.
https://doi.org/10.1002/mar.21636.

Kim, 1., Jung, H. J., & Lee, Y. (2021a). Consumers’ value and risk perceptions of
circular fashion: Comparison between secondhand, upcycled, and recycled
clothing. Sustainability, 13(3), 1208. https://doi.org/10.3390/su13031208.

Kim, N. L., Woo, H., & Ramkumar, B. (2021b). The role of product history in

consumer response to online second-hand clothing retail service based on

105



circular fashion. Journal of Retailing and Consumer Services, 60, 102457.
https://doi.org/10.1016/j.jretconser.2021.102457.

King, L. A., Hicks, J. A,, Krull, J. L., & Del Gaiso, A. K. (2006). Positive affect and the
experience of meaning in life. Journal of Personality and Social
Psychology, 90(1), 179. https://doi.org/10.1037/0022-3514.90.1.179.

Kinnear, T. C., & Taylor, J. R. (1973). The effect of ecological concern on brand
perceptions. Journal of Marketing Research, 10(2), 191-197.
https://doi.org/10.2307/3149825.

Kirchherr, J., Reike, D., & Hekkert, M. (2017). Conceptualizing the circular economy:
An analysis of 114 definitions. Resources, Conservation and Recycling, 127,
221-232. https://doi.org/10.1016/j.resconrec.2017.09.005.

Kirk, R. E. (2009). Experimental design. Sage handbook of quantitative methods in
psychology, 23-45. https://doi.org/10.4135/9780857020994.n2

Klein, N. (2017). Prosocial behavior increases perceptions of meaning in life. The
Journal of positive psychology, 12(4), 354-361.
https://doi.org/10.1080/17439760.2016.1209541.

Kovacs, I., & Keresztes, E. R. (2022). Perceived consumer effectiveness and
willingness to pay for credence product attributes of sustainable
foods. Sustainability, 14(7), 4338. https://doi.org/10.3390/su14074338.

Krekels, G., & Pandelaere, M. (2015). Dispositional greed. Personality and Individual
Differences, 74, 225-230. https://doi.org/10.1016/j.paid.2014.10.036.

Kutaula, S., Gillani, A., Leonidou, L. C., & Christodoulides, P. (2022). Integrating fair
trade with circular economy: Personality traits, consumer engagement, and
ethically-minded behavior. Journal of Business Research, 144, 1087-1102.
https://doi.org/10.1016/j.jbusres.2022.02.044.

Kuzma, E., Padilha, L. S., Sehnem, S., Julkovski, D. J., & Roman, D. J. (2020). The
relationship between innovation and sustainability: A meta-analytic study. Journal
of Cleaner Production, 259, 120745.
https://doi.org/10.1016/].jclepro.2020.120745.

106



Ladhari, R., & Tchetgna, N. M. (2015). The influence of personal values on Fair
Trade consumption. Journal of Cleaner Production, 87, 469-477.
https://doi.org/10.1016/].jclepro.2014.10.068.

Lambert, N. M., Stillman, T. F., Hicks, J. A., Kamble, S., Baumeister, R. F., &
Fincham, F. D. (2013). To belong is to matter: Sense of belonging enhances
meaning in life. Personality and social psychology bulletin, 39(11), 1418-1427.
https://doi.org/10.1177/0146167213499186.

Lange, F., & Dewitte, S. (2019). Cognitive flexibility and pro-environmental
behaviour: A multimethod approach. European Journal of Personality, 33(4),
488-505. https://doi.org/10.1002/per.2204.

Lange, F., Steinke, A., & Dewitte, S. (2018). The Pro-Environmental Behavior Task:
A laboratory measure of actual pro-environmental behavior. Journal of
Environmental Psychology, 56, 46-54.
https://doi.org/10.1016/j.jenvp.2018.02.007.

Lauren, N., Fielding, K. S., Smith, L., & Louis, W. R. (2016). You did, so you can and
you will: Self-efficacy as a mediator of spillover from easy to more difficult pro-
environmental behaviour. Journal of Environmental Psychology, 48, 191-199.
https://doi.org/10.1016/j.jenvp.2016.10.004.

Lazarus, R. S. (1991). Progress on a cognitive-motivational-relational theory of
emotion. American psychologist, 46(8), 819. https://doi.org/10.1037/0003-
066X.46.8.819.

Lazarus, R. S. (1993). Why we should think of stress as a subset of emotion.

Lazarus, R. S., & Folkman, S. (1984). Stress, appraisal, and coping. Springer
publishing company.

Lee, J. A., & Holden, S. J. (1999). Understanding the determinants of
environmentally conscious behavior. Psychology & Marketing, 16(5), 373-392.
https://doi.org/10.1002/(SICI)1520-6793(199908)16:5<373::AID-
MAR1>3.0.CO;2-S.

Lee, J., & Shrum, L. J. (2012). Conspicuous consumption versus charitable behavior
in response to social exclusion: A differential needs explanation. Journal of
Consumer Research, 39(3), 530-544. https://doi.org/10.1086/664039.

107


https://doi.org/10.1016/j.jenvp.2016.10.004

Lench, H. C., Flores, S. A., & Bench, S. W. (2011). Discrete emotions predict
changes in cognition, judgment, experience, behavior, and physiology: a meta-
analysis of experimental emotion elicitations. Psychological Bulletin, 137(5), 834.
DOI: 10.1037/a0024244.

Leonidou, L. C., Leonidou, C. N., & Kvasova, O. (2010). Antecedents and outcomes
of consumer environmentally friendly attitudes and behaviour. Journal of
Marketing Management, 26(13-14), 1319-1344.
https://doi.org/10.1080/0267257X.2010.523710.

Lewis, I., Watson, B., Tay, R., & White, K. M. (2007). The role of fear appeals in
improving driver safety: A review of the effectiveness of fear-arousing (threat)
appeals in road safety advertising. International Journal of Behavioral
Consultation and Therapy, 3(2), 203. https://doi.org/10.1037/h0100799.

Li, L., Wang, Z., Li, Y., & Liao, A. (2021). Impacts of consumer innovativeness on the
intention to purchase sustainable products. Sustainable Production and
Consumption, 27, 774-786. DOI:10.1016/j.spc.2021.02.002.

Liang, D., Hou, C., Jo, M. S., & Sarigdllu, E. (2019). Pollution avoidance and green
purchase: The role of moral emotions. Journal of Cleaner Production, 210, 1301-
1310. DOI:10.1016/j.jclepro.2018.11.103.

Lindell, Michael K., and David J. Whitney (2001), “Accounting for common method
variance in cross-sectional research designs,” Journal of Applied Psychology,
86(1), 114. https://doi.org/10.1037/0021-9010.86.1.114.

Liu, S. F., Lee, H. C., & Lien, N. H. (2021). Do fast fashion consumers prefer foreign
brands? The moderating roles of sensory perception and consumer personality
on purchase intentions. Asia Pacific Management Review, 26(2), 103-111.
https://doi.org/10.1016/j.apmrv.2020.09.001.

Lobo, A., & Greenland, S. (2017). The influence of cultural values on green purchase
behaviour. Marketing Intelligence & Planning, 35(3), 377-396.
https://doi.org/10.1108/MIP-08-2016-0131.

Lorek, S., & Fuchs, D. (2013). Strong sustainable consumption governance—
precondition for a degrowth path? Journal of Cleaner Production, 38, 36-43.
https://doi.org/10.1016/j.jclepro.2011.08.008.

108



Lynd, H. M. (2013). On shame and the search for identity (Vol. 145). Routledge.

Machado, M. A. D., Almeida, S. O. D., Bollick, L. C., & Bragagnolo, G. (2019).
Second-hand fashion market: consumer role in circular economy. Journal of
Fashion Marketing and Management: An International Journal, 23(3), 382-395.
DOI: 10.1108/JFMM-07-2018-0099.

MacKenzie, M. J., & Baumeister, R. F. (2014). Meaning in life: Nature, needs, and
myths. In Meaning in Positive and Existential Psychology (pp. 25-37). Springer,
New York, NY. https://doi.org/10.1007/978-1-4939-0308-5_2.

Magnier, L., & Gil-Pérez, I. (2023). Should the milkman return? The effect of a
reusable packaging on product perceptions and behavioural intentions. Food
Quality and Preference, 112, 105037.
https://doi.org/10.1016/j.foodqual.2023.105037.

Magnier, L., Mugge, R., & Schoormans, J. (2019). Turning ocean garbage into
products—Consumers’ evaluations of products made of recycled ocean
plastic. Journal of Cleaner Production, 215, 84-98.
https://doi.org/10.1016/j.jclepro.2018.12.246.

Mallett, R. K., Melchiori, K. J., & Strickroth, T. (2013). Self-confrontation via a carbon
footprint calculator increases guilt and support for a proenvironmental
group. Ecopsychology, 5(1), 9-16. https://doi.org/10.1089/ec0.2012.0067.

Manteli, M., & Galanakis, M. (2022). The new foundation of organizational
psychology. Trait activation theory in the workplace: Literature review. Journal of
Psychology Research, 12(1), 939-945. DOI:10.17265/2159-5542/2022.12.004.

Markowitz, E. M., Goldberg, L. R., Ashton, M. C., & Lee, K. (2012). Profiling the “pro-
environmental individual”: A personality perspective. Journal of
Personality, 80(1), 81-111. DOI: 10.1111/j.1467-6494.2011.00721.x.

Martela, F., & Steger, M. F. (2016). The three meanings of meaning in life:
Distinguishing coherence, purpose, and significance. The Journal of Positive
Psychology, 11(5), 531-545. https://doi.org/10.1080/17439760.2015.1137623.

Matzler, K., Bidmon, S., & Grabner-Krauter, S. (2006). Individual determinants of
brand affect: the role of the personality traits of extraversion and openness to
experience. Journal of Product & Brand Management, 15(7), 427-434. DOI:
10.1108/10610420610712801.

109



McCarty, J. A., & Shrum, L. J. (2001). The influence of individualism, collectivism,
and locus of control on environmental beliefs and behavior. Journal of Public
Policy & Marketing, 20(1), 93-104. https://doi.org/10.1509/jppm.20.1.93.17291.

Medalla, M. E., Yamagishi, K., Tiu, A. M., Tanaid, R. A., Abellana, D. P. M.,
Caballes, S. A, ... & Ocampo, L. (2020). Modeling the hierarchical structure of
secondhand clothing buying behavior antecedents of millennials. Journal of
Modelling in Management, 15(4), 1679-1708. https://doi.org/10.1108/IJM2-08-
2019-0207.

Miao, M., & Gan, Y. (2020). The promotional role of meaning in life in future-oriented
coping: Positive affect as a mediator. International Journal of Psychology, 55(1),
52-59. https://doi.org/10.1002/ijop.12543.

Michaud, C., & Llerena, D. (2011). Green consumer behaviour: an experimental
analysis of willingness to pay for remanufactured products. Business strategy
and the Environment, 20(6), 408-420. DOI: 10.1002/bse.703.

Michelino, F., Cammarano, A., Celone, A., & Caputo, M. (2019). The linkage
between sustainability and innovation performance in IT hardware
sector. Sustainability, 11(16), 4275. https://doi.org/10.3390/su11164275.

Miller, J. (1991). Reaction time analysis with outlier exclusion: Bias varies with
sample size. The Quarterly Journal of Experimental Psychology, 43(4), 907-912.
https://doi.org/10.1080/14640749108400962.

Minton, E. A., Tan, S. J., Tambyah, S. K., & Liu, R. L. (2022). Drivers of sustainability
and consumer well-being: An ethically-based examination of religious and
cultural values. Journal of Business Ethics, 175(1), 167-190. DOI:
10.1007/s10551-020-04674-3.

Moser, S., & Kleinhickelkotten, S. (2018). Good intents, but low impacts: diverging
importance of motivational and socioeconomic determinants explaining pro-
environmental behavior, energy use, and carbon footprint. Environment and
Behavior, 50(6), 626-656. https://doi.org/10.1177/0013916517710685.

Mugge, R., Jockin, B., & Bocken, N. (2017). How to sell refurbished smartphones?
An investigation of different customer groups and appropriate incentives. Journal
of Cleaner Production, 147, 284-296.
https://doi.org/10.1016/j.jclepro.2017.01.111.

110



Newman, D. B., Nezlek, J. B., & Thrash, T. M. (2018). The dynamics of searching for
meaning and presence of meaning in daily life. Journal of Personality, 86(3),
368-379. https://doi.org/10.1111/jopy.12321.

Nguyen, H. V., Le, M. T. T., & Do, L. T. (2022). Intrinsic motivation for reducing
single-use plastics: The compensation effects of basic psychological
needs. Resources, Conservation and Recycling, 185, 106482.
https://doi.org/10.1016/j.resconrec.2022.106482.

Nguyen, T. N., Lobo, A., & Greenland, S. (2016). Pro-environmental purchase
behaviour: The role of consumers' biospheric values. Journal of Retailing and
Consumer Services, 33, 98-108. DOI: 10.1016/j.jretconser.2016.08.010.

Nisbet, E. K., Zelenski, J. M., & Murphy, S. A. (2009). The nature relatedness scale:
Linking individuals' connection with nature to environmental concern and
behavior. Environment and Behavior, 41(5), 715-740.
https://doi.org/10.1177/0013916508318748.

Nordlund, A. M., & Garvill, J. (2003). Effects of values, problem awareness, and
personal norm on willingness to reduce personal car use. Journal of
EnQOjeavironmental Psychology, 23(4), 339-347. https://doi.org/10.1016/S0272-
4944(03)00037-9.

Oatley, K., & Johnson-Laird, P. N. (1987). Towards a cognitive theory of
emotions. Cognition and emotion, 1(1), 29-50.
https://doi.org/10.1080/02699938708408362.

OECD. (2008). Promoting sustainable consumption: good practices in OECD
countries. Practical Sustainability: From Grounded Theory to Emerging
Strategies, 207-224.

Ojea, E., & Loureiro, M. L. (2007). Altruistic, egoistic and biospheric values in
willingness to pay (WTP) for wildlife. Ecological Economics, 63(4), 807-814. DOI:
10.1016/j.ecolecon.2007.02.003.

O'Neill, S., & Nicholson-Cole, S. (2009). “Fear won't do it” promoting positive
engagement with climate change through visual and iconic
representations. Science Communication, 30(3), 355-379.
https://doi.org/10.1177/1075547008329201.

111



Onwezen, M. C., Antonides, G., & Bartels, J. (2013). The Norm Activation Model: An
exploration of the functions of anticipated pride and guilt in pro-environmental
behaviour. Journal of economic psychology, 39, 141-153.
https://doi.org/10.1016/j.joep.2013.07.005.

Onwezen, M. C., Bartels, J., & Antonides, G. (2014). Environmentally friendly
consumer choices: Cultural differences in the self-regulatory function of
anticipated pride and guilt. Journal of Environmental Psychology, 40, 239-248.
https://doi.org/10.1016/j.jenvp.2014.07.003.

Osbaldiston, R., & Sheldon, K. M. (2003). Promoting internalized motivation for
environmentally responsible behavior: A prospective study of environmental
goals. Journal of Environmental Psychology, 23(4), 349-357.
https://doi.org/10.1016/S0272-4944(03)00035-5.

Oskamp, S. (2000). A sustainable future for humanity? How can psychology
help? American Psychologist, 55(5), 496. https://doi.org/10.1037/0003-
066X.55.5.496.

Packard, G., & Wooten, D. B. (2013). Compensatory knowledge signaling in
consumer word-of-mouth. Journal of Consumer Psychology, 23(4), 434-450.
DOI: 10.1016/j.jcps.2013.05.002.

Panno, A., De Cristofaro, V., Oliveti, C., Carrus, G., & Donati, M. A. (2021).
Personality and environmental outcomes: The role of moral anger in channeling
climate change action and pro-environmental behavior. Analyses of Social
Issues and Public Policy, 21(1), 853-873. https://doi.org/10.1111/asap.12254.

Park, C. L. (2010). Making sense of the meaning literature: an integrative review of
meaning making and its effects on adjustment to stressful life
events. Psychological Bulletin, 136(2), 257. https://doi.org/10.1037/a0018301.

Park, C. L. (2013). The meaning making model: A framework for understanding
meaning, spirituality, and stress-related growth in health psychology. European
Health Psychologist, 15(2), 40-47.

Park, C. L., & Folkman, S. (1997). Meaning in the context of stress and
coping. Review of general psychology, 1(2), 115-144.
https://doi.org/10.1037/1089-2680.1.2.115.

112



Park, C. L., & George, L. S. (2016). Assessing meaning and meaning making in the
context of stressful life events: Measurement tools and approaches. In Positive
Psychology in Search for Meaning (pp. 27-48). Routledge. DOI:
10.1080/17439760.2013.830762.

Park, H. J., & Lin, L. M. (2020). Exploring attitude—behavior gap in sustainable
consumption: Comparison of recycled and upcycled fashion products. Journal of
Business Research, 117, 623-628. https://doi.org/10.1016/j.jbusres.2018.08.025.

Park, J., & Baumeister, R. F. (2017). Meaning in life and adjustment to daily
stressors. The Journal of Positive Psychology, 12(4), 333-341.
https://doi.org/10.1080/17439760.2016.1209542.

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using
theory of planned behavior and reasoned action. Journal of Retailing and
Consumer Services, 29, 123-134.
https://doi.org/10.1016/j.jretconser.2015.11.006.

Peattie, K. (2010). Green consumption: behavior and norms. Annual Review of
Environment and Resources, 35(1), 195-228. https://doi.org/10.1146/annurev-
environ-032609-094328.

Pekrun, R., Goetz, T., Titz, W., & Perry, R. P. (2002). Academic emotions in
students' self-regulated learning and achievement: A program of qualitative and
guantitative research. Educational Psychologist, 37(2), 91-105.
https://doi.org/10.1207/S15326985EP3702_4.

Pelletier, L. G., Tuson, K. M., Green-Demers, |., Noels, K., & Beaton, A. M. (1998).
Why are you doing things for the environment? The motivation toward the
environment scale (mtes) 1. Journal of Applied Social Psychology, 28(5), 437-
468. https://doi.org/10.1111/j.1559-1816.1998.tb01714.x.

Peloza, J., White, K., & Shang, J. (2013). Good and guilt-free: The role of self-
accountability in influencing preferences for products with ethical
attributes. Journal of Marketing, 77(1), 104-119.
https://doi.org/10.1509/jm.11.0454.

Perkins, A. W., & Forehand, M. R. (2012). Implicit self-referencing: The effect of
nonvolitional self-association on brand and product attitude. Journal of Consumer
Research, 39(1), 142-156. DOI: 10.1086/662069.

113



Peter, P. C., & Honea, H. (2012). Targeting social messages with emotions of
change: The call for optimism. Journal of Public Policy & Marketing, 31(2), 269-
283. https://doi.org/10.1509/jppm.11.098.

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: a critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879. DOI:
10.1037/0021-9010.88.5.879.

Pretner, G., Darnall, N., Testa, F., & Iraldo, F. (2021). Are consumers willing to pay
for circular products? The role of recycled and second-hand attributes,
messaging, and third-party certification. Resources, Conservation and Recycling,
175, 105888. https://doi.org/10.1016/j.resconrec.2021.105888.

Proulx, T., & Inzlicht, M. (2012). The five “A” s of meaning maintenance: Finding
meaning in the theories of sense-making. Psychological Inquiry, 23(4), 317-335.
https://doi.org/10.1080/1047840X.2012.702372.

Puech, C., Dougal, J., Deery, C., Waddell, C., & Méttus, R. (2020). Openness is
related to proenvironmental behavior both within and across families.
Environment and Behavior, 52(9), 996-1011.
https://doi.org/10.1177/001391651985.

Putrevu, S., & Lord, K. R. (1994). Comparative and noncomparative advertising:
Attitudinal effects under cognitive and affective involvement conditions. Journal
of Advertising, 23(2), 77-91. https://doi.org/10.1080/00913367.1994.10673443.

Randles, D., Benjamin, R., Martens, J. P., & Heine, S. J. (2018). Searching for
answers in an uncertain world: Meaning threats lead to increased working
memory capacity. PloS one, 13(10), e0204640.
https://doi.org/10.1371/journal.pone.0204640.

Reed Il, A., Forehand, M. R., Puntoni, S., & Warlop, L. (2012). Identity-based
consumer behavior. International Journal of Research in Marketing, 29(4), 310-
321. https://doi.org/10.1016/j.ijresmar.2012.08.002.

Rees, J. H., Klug, S., & Bamberg, S. (2015). Guilty conscience: motivating pro-
environmental behavior by inducing negative moral emotions. Climatic change,
130, 439-452. DOI: 10.1007/s10584-014-1278-X.

114



Reimann, M., & Aron, A. (2009). Self-expansion motivation and inclusion of brands in
self. Handbook of brand relationships, 65-81.

Reimann, M., Castafo, R., Zaichkowsky, J., & Bechara, A. (2012). How we relate to
brands: Psychological and neurophysiological insights into consumer—brand
relationships. Journal of Consumer Psychology, 22(1), 128-142.
https://doi.org/10.1016/j.jcps.2011.11.003.

Reimers, V., Magnuson, B., & Chao, F. (2017). Happiness, altruism and the Prius
effect: how do they influence consumer attitudes towards environmentally
responsible clothing? Journal of Fashion Marketing and Management: An
International Journal, 21(1), 115-132. DOI: 10.1108/JFMM-07-2016-0053.

Rezvani, Z., Jansson, J., & Bengtsson, M. (2017). Cause I'll feel good! An
investigation into the effects of anticipated emotions and personal moral norms
on consumer pro-environmental behavior. Journal of Promotion Management,
23(1), 163-183. DOI: 10.1080/10496491.2016.1267681.

Richins, M. L., & Dawson, S. (1992). A consumer values orientation for materialism
and its measurement: Scale development and validation. Journal of Consumer
Research, 19(3), 303-316. https://doi.org/10.1086/209304.

Richins, M., & Fournier, S. (1991). Some theoretical and popular notions concerning

materialism. Journal of Social Behavior and Personality, 6(6), 403-414.

Ritchie, R., & Mispy, O. O. (2018). Measuring progress towards the sustainable
development goals. SDG-Tracker.org. Retrieved from
https://unstats.un.org/sdgs/indicators/Global%20Indicator%20Framework%20aft
er%20refinement_Eng.pdf. Accessed July 8, 2022.

Roberts, J. A. (1996). Green consumers in the 1990s: profile and implications for
advertising. Journal of Business Research, 36(3), 217-231.
https://doi.org/10.1016/0148-2963(95)00150-6.

Roberts, J. A., & Bacon, D. R. (1997). Exploring the subtle relationships between
environmental concern and ecologically conscious consumer behavior. Journal
of Business Research, 40(1), 79-89. https://doi.org/10.1016/S0148-
2963(96)00280-9.

Rogers, E. M. (1962). Diffusion of innovations. New York, Free Press of Glencoe.

115



Routledge, C., & FioRito, T. A. (2021). Why meaning in life matters for societal
flourishing. Frontiers in psychology, 3925.
https://doi.org/10.3389/fpsyg.2020.601899.

Routledge, C., Arndt, J., Wildschut, T., Sedikides, C., Hart, C. M., Juhl, J., ... &
Schlotz, W. (2011). The past makes the present meaningful: nostalgia as an
existential resource. Journal of Personality and Social Psychology, 101(3), 638.
https://doi.org/10.1037/a0024292.

Sajko, M., Boone, C., & Buyl, T. (2021). CEO greed, corporate social responsibility,
and organizational resilience to systemic shocks. Journal of Management, 47(4),
957-992. https://doi.org/10.1177/0149206320902528.

Salerno, A., Laran, J., & Janiszewski, C. (2014). Hedonic eating goals and emotion:
When sadness decreases the desire to indulge. Journal of Consumer
Research, 41(1), 135-151. https://doi.org/10.1086/675299.

Schubert, T. W., & Otten, S. (2002). Overlap of self, ingroup, and outgroup: Pictorial
measures of self-categorization. Self and Identity, 1(4), 353-376. DOI:
10.1080/152988602760328012.

Schultz, A. E., Newman, K. P., & Wright, S. A. (2022). The Negative Effect of Low
Belonging on Consumer Responses to Sustainable Products. Journal of
Business Ethics, 1-20. https://doi.org/10.1007/s10551-022-05257-0.

Schwartz Perlroth, D., & Loewenstein, G. (2017). The chill of the moment: Emotions
and proenvironmental behavior. Journal of Public Policy & Marketing, 36(2), 255-
268. https://doi.org/10.1509/jppm.16.132.

Schwartz, S. H. (1992). Universals in the content and structure of values: Theory and
empirical tests in 20 countries. In M. Zanna (Ed.), Advances in Experimental
Social Psychology (Vol. 25, pp. 1-65). New York: Academic Press.
http://dx.doi.org/10.1016/S0065-2601(08)60281-6.

Seuntjens, T. G., Zeelenberg, M., Breugelmans, S. M., & Van de Ven, N. (2015a).
Defining greed. British Journal of Psychology, 106(3), 505-525.
https://doi.org/10.1111/bjop.12100.

Seuntjens, T. G., Zeelenberg, M., van de Ven, N., & Breugelmans, S. M. (2019).

Greedy bastards: Testing the relationship between wanting more and unethical

116



behavior. Personality and Individual Differences, 138, 147-156.
https://doi.org/10.1016/j.paid.2018.09.027.

Seuntjens, T. G., Zeelenberg, M., Van de Ven, N., & Breugelmans, S. M. (2015b).
Dispositional greed. Journal of Personality and Social Psychology, 108(6), 917.
https://doi.org/10.1037/pspp0000031.

Shaw, D., & Shiu, E. (2002). An assessment of ethical obligation and self-identity in
ethical consumer decision-making: a structural equation modeling
approach. International Journal of Consumer Studies, 26(4), 286-293.
https://doi.org/10.1046/j.1470-6431.2002.00255.x.

Shen, Y., Gilbert, G. S., Li, W., Fang, M., Lu, H., & Yu, S. (2019). Linking
aboveground traits to root traits and local environment: implications of the plant
economics spectrum. Frontiers in Plant Science, 10, 1412. doi:
10.3389/fpls.2019.01412.

Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption: A customer-
centric approach to sustainability. Journal of the Academy of Marketing
Science, 39, 21-39. https://doi.org/10.1007/s11747-010-0216-3.

Shuman, E., Halperin, E., & Reifen Tagar, M. (2018). Anger as a catalyst for
change? Incremental beliefs and anger’s constructive effects in conflict. Group
Processes & Intergroup Relations, 21(7), 1092-1106.
https://doi.org/10.1177/1368430217695442.

Sigma Assessment Systems. (n.d.). Six Factor Personality Questionnaire (SFPQ)
research bibliography. Retrieved from
https://www.sigmaassessmentsystems.com/wp-content/uploads/2016/10/SFPQ-
Bibliographyl.pdf. Accessed June 6, 2024,

Singhal, D., Tripathy, S., & Jena, S. K. (2019). Acceptance of remanufactured
products in the circular economy: an empirical study in India. Management
Decision. DOI:10.1108/MD-06-2018-0686.

Skinner, N., & Brewer, N. (2002). The dynamics of threat and challenge appraisals
prior to stressful achievement events. Journal of Personality and Social
Psychology, 83(3), 678. https://doi.org/10.1037/0022-3514.83.3.678.

117



Smith, C. A., & Lazarus, R. S. (1993). Appraisal components, core relational themes,
and the emotions. Cognition & Emotion, 7(3-4), 233-269.
https://doi.org/10.1080/02699939308409189.

Song, S. Y., & Kim, Y. K. (2018). A human-centered approach to green apparel
advertising: Decision tree predictive modeling of consumer
choice. Sustainability, 10(10), 3688. https://doi.org/10.3390/su10103688.

Soper, D.S. (2024). A-priori Sample Size Calculator for Structural Equation Models
[Software]. Available from https://www.danielsoper.com/statcalc.

Soultter, A. R. B., & Méttus, R. (2021). Big Five facets' associations with pro-
environmental attitudes and behaviors. Journal of Personality, 89(2), 203-215.
https://doi.org/10.1111/jopy.12576.

Soutter, A. R. B, Bates, T. C., & Méttus, R. (2020). Big Five and HEXACO
Personality Traits, Proenvironmental Attitudes, and Behaviors: A Meta-Analysis.
Perspectives on Psychological Science, 15(4), 913-941.
https://doi.org/10.1177/1745691620903019.

Sreen, N., Purbey, S., & Sadarangani, P. (2018). Impact of culture, behavior and
gender on green purchase intention. Journal of Retailing and Consumer
Services, 41, 177-189. DOI: 10.1016/j.jretconser.2017.12.002.

Stahel, W. R. (2016). The circular economy. Nature, 531(7595), 435-438.
https://doi.org/10.1038/531435a.

Steenhaut, S., & Van Kenhove, P. (2006). The mediating role of anticipated guilt in
consumers’ ethical decision-making. Journal of Business Ethics, 69, 269-288.
DOI: 10.1007/s10551-006-9090-9.

Steg, L., & Nordlund, A. (2018). Theories to explain environmental behaviour.
Environmental Psychology: an introduction, 217-227.
https://doi.org/10.1002/9781119241072.ch22.

Steg, L., & Vlek, C. (2009). Encouraging pro-environmental behaviour: An integrative
review and research agenda. Journal of Environmental Psychology, 29(3), 309-
317. https://doi.org/10.1016/j.jenvp.2008.10.004.

Steger, M. F., & Park, C. L. (2012). The creation of meaning following trauma:

Meaning making and trajectories of distress and recovery. In R. A. McMackin, E.

118


https://doi.org/10.1080/02699939308409189

Newman, J. M. Fogler, & T. M. Keane (Eds.), Trauma therapy in context: The
science and craft of evidence-based practice (pp. 171-191). American
Psychological Association. https://doi.org/10.1037/13746-008.

Steger, M. F., Frazier, P., Oishi, S., & Kaler, M. (2006). The meaning in life
guestionnaire: assessing the presence of and search for meaning in life. Journal
of Counseling Psychology, 53(1), 80. https://doi.org/10.1037/0022-0167.53.1.80.

Stillman, T. F., Baumeister, R. F., Lambert, N. M., Crescioni, A. W., DeWall, C. N., &
Fincham, F. D. (2009). Alone and without purpose: Life loses meaning following
social exclusion. Journal of Experimental Social Psychology, 45(4), 686-694.
https://doi.org/10.1016/j.jesp.2009.03.007.

Straughan, R. D., & Roberts, J. A. (1999). Environmental segmentation alternatives:
a look at green consumer behavior in the new millennium. Journal of Consumer
Marketing. https://doi.org/10.1108/07363769910297506.

Suarez, E., Hernandez, B., Gil-Giménez, D., & Corral-Verdugo, V. (2020).
Determinants of frugal behavior: the influences of consciousness for sustainable
consumption, materialism, and the consideration of future
consequences. Frontiers in Psychology, 11, 567752.
https://doi.org/10.3389/fpsyg.2020.567752.

Sun, M., & Trudel, R. (2017). The effect of recycling versus trashing on consumption:
Theory and experimental evidence. Journal of Marketing Research, 54(2), 293-
305. https://doi.org/10.1509/jmr.15.0574.

Tan, H. B., & Forgas, J. P. (2010). When happiness makes us selfish, but sadness
makes us fair: Affective influences on interpersonal strategies in the dictator
game. Journal of Experimental Social Psychology, 46(3), 571-576.
https://doi.org/10.1016/j.jesp.2010.01.007.

Tang, D., Kelley, N. J., Hicks, J. A., & Harmon-Jones, E. (2013). Emotions and
meaning in life: A motivational perspective. The experience of meaning in life:
Classical perspectives, emerging themes, and controversies, 117-128.

Tangney, J. P., & Dearing, R. L. (2002). Shame and guilt. Guilford Press.
https://doi.org/10.4135/9781412950664.n388.

Tangney, J. P., Wagner, P. E., Hill-Barlow, D., Marschall, D. E., & Gramzow, R.

(1996). Relation of shame and guilt to constructive versus destructive responses

119



to anger across the lifespan. Journal of Personality and Social
Psychology, 70(4), 797. https://doi.org/10.1037/0022-3514.70.4.797.

Tanner, C., & Wolfing Kast, S. (2003). Promoting sustainable consumption:
Determinants of green purchases by Swiss consumers. Psychology & Marketing,
20(10), 883-902. https://doi.org/10.1002/mar.10101.

Testa, F., lovino, R., & Iraldo, F. (2020). The circular economy and consumer
behaviour: The mediating role of information seeking in buying circular
packaging. Business Strategy and the Environment, 29(8), 3435-3448.
https://doi.org/10.1002/bse.2587.

Testa, F., Marullo, C., Gusmerotti, N. M., & di lorio, V. (2024) Exploring circular
consumption: Circular attitudes and their influence on consumer behavior across
the product lifecycle. Business Strategy and the Environment.
https://doi.org/10.1002/bse.3849.

Testa, F., Pretner, G., lovino, R., Bianchi, G., Tessitore, S., & Iraldo, F. (2021).
Drivers to green consumption: A systematic review. Environment, Development
and Sustainability, 23, 4826-4880. DOI: 10.1007/s10668-020-00844-5.

Tett, R. P., & Burnett, D. D. (2003). A personality trait-based interactionist model of
job performance. Journal of Applied Psychology, 88(3), 500.
https://doi.org/10.1037/0021-9010.88.3.500.

Tett, R. P., Toich, M. J., & Ozkum, S. B. (2021). Trait activation theory: A review of
the literature and applications to five lines of personality dynamics
research. Annual Review of Organizational Psychology and Organizational
Behavior, 8(1), 199-233. https://doi.org/10.1146/annurev-orgpsych-012420-
062228.

Tezer, A., & Bodur, H. O. (2020). The green consumption effect: How using green
products improves consumption experience. Journal of Consumer
Research, 47(1), 25-39. https://doi.org/10.1093/jcr/ucz045.

Thagersen, J. (2011). Green shopping: For selfish reasons or the common good?
American Behavioral Scientist, 55(8), 1052-1076.
https://doi.org/10.1177/0002764211407903.

120



Tice, D. M., Baumeister, R. F., & Zhang, L. (2004). The role of emotion in self-
regulation: Differing role of positive and negative emotions. The Regulation of
Emotion, 213-226.

Tropp, L. R., & Wright, S. C. (2001). Ingroup identification as the inclusion of ingroup
in the self. Personality and Social Psychology Bulletin, 27(5), 585-600.
https://doi.org/10.1177/0146167201275007.

Trudel, R., Argo, J. J., & Meng, M. D. (2016). The recycled self: consumers’ disposal
decisions of identity-linked products. Journal of Consumer Research, 43(2), 246-
264. https://doi.org/10.1093/jcr/ucw014.

Trump, R. K., & Brucks, M. (2012). Overlap between mental representations of self
and brand. Self and Identity, 11(4), 454-471.
https://doi.org/10.1080/15298868.2011.595083.

Tully, S. M., & Winer, R. S. (2014). The role of the beneficiary in willingness to pay
for socially responsible products: A meta-analysis. Journal of Retailing, 90(2),
255-274. https://doi.org/10.1016/j.jretai.2014.03.004.

Twenge, J. M., Catanese, K. R., & Baumeister, R. F. (2003). Social exclusion and
the deconstructed state: time perception, meaninglessness, lethargy, lack of
emotion, and self-awareness. Journal of Personality and Social
Psychology, 85(3), 409. https://doi.org/10.1037/0022-3514.85.3.409.

Ullrich, P. M., & Lutgendorf, S. K. (2002). Journaling about stressful events: Effects
of cognitive processing and emotional expression. Annals of Behavioral
Medicine, 24(3), 244-250. https://doi.org/10.1207/S15324796ABM2403_10.

UNEP. (2017, December 3). With resource use expected to double by 2050, better
natural resource use essential for a pollution-free planet. Retrieved from
https://www.unep.org/news-and-stories/press-release/resource-use-expected-

double-2050-better-natural-resource-use. Accessed September 12, 2022.

Valor, C., Antonetti, P., & Merino, A. (2020). The relationship between moral
competences and sustainable consumption among higher education
students. Journal of Cleaner Production, 248, 119161.
DOI:10.1016/j.jclepro.2019.119161.

Van der Werff, E., & Steg, L. (2016). The psychology of participation and interest in

smart energy systems: Comparing the value-belief-norm theory and the value-

121


https://www.unep.org/news-and-stories/press-release/resource-use-expected-double-2050-better-natural-resource-use
https://www.unep.org/news-and-stories/press-release/resource-use-expected-double-2050-better-natural-resource-use

identity-personal norm model. Energy research & social science, 22, 107-114.
https://doi.org/10.1016/j.erss.2016.08.022.

Van Hoye, G., & Turban, D. B. (2015). Applicant—employee fit in personality: Testing
predictions from similarity-attraction theory and trait activation
theory. International Journal of Selection and Assessment, 23(3), 210-223.
https://doi.org/10.1111/ijsa.12109.

Van Tilburg, W. A., & Igou, E. R. (2011). On boredom and social identity: A
pragmatic meaning-regulation approach. Personality and Social Psychology
Bulletin, 37(12), 1679-1691. https://doi.org/10.1177/0146167211418530.

Van Tilburg, W. A., & Igou, E. R. (2011). On the meaningfulness of existence: When
life salience boosts adherence to worldviews. European Journal of Social
Psychology, 41(6), 740-750. https://doi.org/10.1002/ejsp.819.

Van Vugt, M. (2009). Averting the tragedy of the commons: Using social
psychological science to protect the environment. Current Directions in
Psychological Science, 18(3), 169-173. https://doi.org/10.1111/j.1467-
8721.2009.01630.x.

Van Weelden, E., Mugge, R., & Bakker, C. (2016). Paving the way towards circular
consumption: exploring consumer acceptance of refurbished mobile phones in
the Dutch market. Journal of Cleaner Production, 113, 743-754.
https://doi.org/10.1016/j.jclepro.2015.11.065.

Van Zomeren, M., Postmes, T., Spears, R., & Bettache, K. (2011). Can moral
convictions motivate the advantaged to challenge social inequality? Extending
the social identity model of collective action. Group Processes & Intergroup
Relations, 14(5), 735-753. https://doi.org/10.1177/1368430210395637.

Van Zomeren, M., Spears, R., & Leach, C. W. (2010). Experimental evidence for a
dual pathway model analysis of coping with the climate crisis. Journal of
Environmental Psychology, 30(4), 339-346.
https://doi.org/10.1016/j.jenvp.2010.02.006.

Vaughn, L. A., Baumann, J., & Klemann, C. (2008). Openness to experience and
regulatory focus: Evidence of motivation from fit. Journal of Research in
Personality, 42(4), 886-894. https://doi.org/10.1016/].jrp.2007.11.008.

122



Vermeir, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the
consumer “attitude—behavioral intention” gap. Journal of Agricultural and
Environmental Ethics, 19, 169-194. https://doi.org/10.1007/s10806-005-5485-3.

Vohs, K. D., & Schooler, J. W. (2008). The value of believing in free will:
Encouraging a belief in determinism increases cheating. Psychological
Science, 19(1), 49-54. https://doi.org/10.1111/j.1467-9280.2008.02045.x.

Wang, J., & Wu, L. (2016). The impact of emotions on the intention of sustainable
consumption choices: evidence from a big city in an emerging country. Journal of
Cleaner Production, 126, 325-336. DOI: 10.1016/j.jclepro.2016.03.119.

Wang, S., Wang, J., Yang, F., Wang, Y., & Li, J. (2018). Consumer familiarity,
ambiguity tolerance, and purchase behavior toward remanufactured products:
The implications for remanufacturers. Business Strategy and the
Environment, 27(8), 1741-1750. https://doi.org/10.1002/bse.2240.

Wang, Z., Zhang, B., & Li, G. (2014). Determinants of energy-saving behavioral
intention among residents in Beijing: Extending the theory of planned
behavior. Journal of Renewable and Sustainable Energy, 6(5). DOI:
10.1063/1.4898363.

Ward, S., & Kim, J. (2023). How does money make life meaningful? Socioeconomic
status, financial self-efficacy, and meaning in life. The Journal of Positive
Psychology, 18(6), 906-923. https://doi.org/10.1080/17439760.2022.2154694.

White, K., Habib, R., & Hardisty, D. J. (2019). How to SHIFT consumer behaviors to
be more sustainable: A literature review and guiding framework. Journal of
Marketing, 83(3), 22-49. https://doi.org/10.1177/0022242919825649.

Wiidegren, O. (1998). The new environmental paradigm and personal
norms. Environment and Behavior, 30(1), 75-100.
https://doi.org/10.1177/0013916598301004.

Wood, J. V., Saltzberg, J. A., & Goldsamt, L. A. (1990). Does affect induce self-
focused attention? Journal of Personality and Social Psychology, 58(5), 899.
DOI: 10.1037//0022-3514.58.5.899.

World Commission on Environment and Development. (1987). Our common future.
Oxford, UK: Oxford University Press.

123



Wu, J., Pan, W., Chen, S., & Deng, B. (2022). The stimulation mechanism of
students’ entrepreneurial intention in entrepreneurship course: A trait activation
theory perspective. Frontiers in Psychology, 13, 1031435.
https://doi.org/10.3389/fpsyg.2022.1031435.

Xu, Y., Li, W., & Chi, S. (2021). Altruism, environmental concerns, and pro-
environmental behaviors of urban residents: a case study in a typical Chinese
city. Frontiers in Psychology, 12, 643759.
https://doi.org/10.3389/fpsyg.2021.643759.

Yan, R. N., Bae, S. Y., & Xu, H. (2015). Second-hand clothing shopping among
college students: the role of psychographic characteristics. Young
Consumers, 16(1), 85-98. https://doi.org/10.1108/YC-02-2014-00429.

Yarimoglu, E., & Binboga, G. (2019). Understanding sustainable consumption in an
emerging country: The antecedents and consequences of the ecologically
conscious consumer behavior model. Business Strategy and the
Environment, 28(4), 642-651. https://doi.org/10.1002/bse.2270.

Zabkar, V., & Hosta, M. (2013). Willingness to act and environmentally conscious
consumer behaviour: can prosocial status perceptions help overcome the
gap? International Journal of Consumer Studies, 37(3), 257-264.
https://doi.org/10.1111/j.1470-6431.2012.01134.x.

Zadro, L., Williams, K. D., & Richardson, R. (2004). How low can you go? Ostracism
by a computer is sufficient to lower self-reported levels of belonging, control, self-
esteem, and meaningful existence. Journal of Experimental Social
Psychology, 40(4), 560-567. https://doi.org/10.1016/j.jesp.2003.11.006.

Zaman, M., Park, H., Kim, Y. K., & Park, S. H. (2019). Consumer orientations of
second-hand clothing shoppers. Journal of Global Fashion Marketing, 10(2),
163-176. https://doi.org/10.1080/20932685.2019.1576060.

Zaval, L., Markowitz, E. M., & Weber, E. U. (2015). How will | be remembered?
Conserving the environment for the sake of one’s legacy. Psychological
Science, 26(2), 231-236. https://doi.org/10.1177/0956797614561266.

Zeelenberg, M., & Breugelmans, S. M. (2022). The good, bad and ugly of
dispositional greed. Current Opinion in Psychology, 101323.
https://doi.org/10.1016/j.copsyc.2022.101323.

124



Zhang, H., Sang, Z., Chan, D. K. S., & Schlegel, R. (2019). Threats to belongingness
and meaning in life: A test of the compensation among sources of
meaning. Motivation and Emotion, 43, 242-254. DOI: 10.1007/s11031-018-9737-
8.

Zhang, W., & Luo, B. (2021). Do environmental concern and perceived risk
contribute to consumers' intention toward buying remanufactured products? An
empirical study from China. Clean Technologies and Environmental Policy, 23,
463-474. https://doi.org/10.1007/s10098-021-02061-8.

Zhao, H. H., Gao, Q., Wu, Y. P., Wang, Y., & Zhu, X. D. (2014). What affects green
consumer behavior in China? A case study from Qingdao. Journal of Cleaner
Production, 63, 143-151. https://doi.org/10.1016/j.jclepro.2013.05.021.

125



ISM VADYBOS IR EKONOMIKOS UNIVERSITETAS

Zivile Kaminskiené

VARTOTOJY VERTINIMAS IR SPRENDIMY PRIEMIMAS TVARUMO SRITYJE:
VEIKSNIAI SKATINANTYS EFEKTYVIUS POKYCIUS

Daktaro disertacijos santrauka

Socialiniai mokslai, vadyba, S 003

Vilnius, 2025

126



Daktaro disertacija rengta 2019-2025 m. ISM Vadybos ir ekonomikos universitete
pagal ,ISM Vadybos ir ekonomikos universitetui, UAB (dalyvaujant Aarhus
universitetui (Danija), Bl Norvegijos verslo mokyklai (Norvegija), Tartu universitetui
(Estija)) 2017 metais LR SMM 2017 m. liepos 17 d. jsakymu Nr.V-574 suteiktg

doktorantdros teise.

Moksliné vadové: Prof. dr. Justina Barsyté (Vilniaus universitetas, ISM Vadybos ir

ekonomikos universitetas, socialiniai mokslai, vadyba — S 003).

Disertacija ginama ISM Vadybos ir ekonomikos universitete, Vadybos mokslo krypties

taryboje:

Pirmininke:
Prof. dr. Rita Kazlauskaité (ISM Vadybos ir ekonomikos universitetas, socialiniai
mokslai, vadyba — S 003)

Nariai:

Prof. dr. Zaneta Gravelines (Kauno technologijos universitetas, socialiniai mokslai,
vadyba — S 003)

Prof. dr. Rutger Daniel van Oest (Bl Norvegijos verslo mokykla, Norvegija, socialiniai
mokslai, ekonomika — S 004)

Prof. dr. Ausra Ratelioné (Kauno technologijos universitetas, socialiniai mokslai,
vadyba — S 003)

Doc. dr. Beata Seinauskiené (Kauno technologijos universitetas, socialiniai mokslai,
vadyba — S 003)

Daktaro disertacija bus ginama vieSame Vadybos mokslo krypties tarybos posédyje
2025 m. vasario 20 d., 11:00 val. 209 a., ISM Vadybos ir ekonomikos universitete,

Gedimino pr. 7, Vilniuje, Lietuvoje.
Daktaro disertacijos santrauka iSsiysta 2025 m. sausio 20 d. Disertacijg galima

perzidréti Lietuvos nacionalinéje Martyno Mazvydo ir ISM Vadybos ir ekonomikos

universiteto bibliotekose.

127



JVADAS!

Tyrimo aktualumas. Ankstesniy tyrimy rezultatai rodo, kad atsakingas vartotojy
vartojimas, kuris atliepia aplinkosauginius, ekonominius, socialinius ir sveikatos
aspektus — yra sudétingas ir gali bati veikiamas daugelio psichologiniy veiksniy
(Gifford, 2014; Van Vugt, 2009; Zaval et al., 2015). Nemazai moksliniy tyrimy
pademonstravo, kad batent rlpinimasis aplinkosauga turi jtakos vartotojy jsitraukimui
j ivairias atsakingo vartojimo formas. Pavyzdziui, buvo nustatytas priezastinis rySys
tarp rapinimosi aplinkosauga ir ekologiSkai sgmoningos vartotojy elgsenos (pvz.,
Yarimoglu ir Binboga, 2019; Kinnear ir Taylor, 1973; Roberts ir Bacon, 1997; Roberts,
1996; Straughan ir Roberts, 1999) ir zaliyjy pirkimy (pvz., Albayrak et al., 2013;
Bamberg, 2003; Park ir Lin, 2020). Rdpinimasis aplinkosauga taip pat sietas su
socialiai atsakinga vartotojy elgsena (pvz., Antil, 1984; Hosta ir Zabkar, 2021). Vis
délto kai kuriuose naujesniuose tyrimuose rySio tarp rdpinimosi aplinkosauga ir
atsakingo elgesio rasti nepavyko, o tai rodo, kad vartotojy vertinimo ir sprendimy
priémimo procese dalyvauja daugiau psichologiniy mechanizmy. PavyzdZiui, tai, kad
vartotojai pasizymi zaliuoju sgmoningumu, ne visada reiskia, kad jie pirks pergamintus
ziedinius produktus (Singhal et al., 2019), o atnaujinty produkty aplinkosauginiai
privalumai net néra lemiami, priimant sprendimus dél pirkimo (van Weelden et al.,
2016). Be to, kai kurie tyrimai rodo, kad ne vien rdpinimasis aplinkosauga skatina
vartotojus elgtis atsakingai, jy elgsena gali bati nulemta ir asmeniniy bei socialiniy
motyvy. PavyzdZiui, vienas tyrimas nustaté, kad ne rdpinimasis aplinkosauga, o
tiesioginé nauda vartotojams lemia norg mokéti uz produktus, turin€ius socialiai
atsakingas etiketes (Tully ir Winer, 2014). Kiti tyrimai patvirtino, kad vartotojai siekia
rinktis tvarius produktus, siekdami pademonstruoti savo socialinj statusg ar padaryti

jspadj kitiems (Green ir Peloza, 2014; Griskevicius et al., 2010). Savy interesy vedami
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motyvai ir nauda sau daznai jkvepia aplinkai draugisSkg elgseng (Griskevicius et al.,
2012; White et al., 2019).

Sios i§vados leidZia daryti prielaidg, kad atsakingo vartojimo kategorija gali bati
per plati, kad galétume jg visg prasmingai ir vienareikSmiskai susieti su jvairiais
veiksniais — skirtingi vartotojy bruozai gali turéti jtakos jy jsitraukimui | skirtingus
atsakingo vartojimo tipus. Iki Siol tik keletas tyrimy nagrinéjo, ar skirtingus atsakingo
vartojimo tipus skatina tie patys veiksniai (pvz., Hosta ir Zabkar, 2021; Tully ir Winer,
2014). Vis délto yra keletas priezasciy, dél kuriy galétuméme tikétis, jog skirtingi
atsakingo vartojimo tipai turéty bdti siejami su skirtingais ir net prieSingais
motyvatoriais. Sioje disertacijoje kaip pavyzdj pasitelkiu tvarius ir Ziedinius prekiy
zenklus. Pripazindama, kad tvarus ir ziedinis vartojimas nemaza dalimi persidengia,
darau prielaidg, jog tvarus vartojimas yra psichologiskai skirtingas vartojimo tipas nei
kad ziedinis vartojimas, tad ir vartojimg lemiantys asmenybés bruoZzai bei sprendimy
priemimas taip pat skiriasi. Kalbant konkrediau, tvarus vartojimas teikia daug
socialinés naudos, nes sudaro galimybes naudotis pagrindinémis paslaugomis,
suteikia aplinkai draugi8kas ir orias darbo vietas bei geresne gyvenimo kokybe
visiems, prisideda prie ekonominiy, aplinkosauginiy ir socialiniy iSlaidy mazinimo
ateityje, stiprina ekonomikos konkurencingumg bei mazina skurdg (Ritchie ir Mispy,
2018). Tuo tarpu ziedinis vartojimas turi siauresn;j tikslg — taupyti iSteklius, jis apima
»dalijimasi, nuomg, pakartotinj medziagy ir produkty naudojimg, taisymg, atnaujinimag
bei perdirbimg kiek jmanoma ilgesniam laikotarpiui“, siekiant pratesti produkty
gyvavimo ciklg (EP, 2022; taip pat Zr. Geissdoerfer et al., 2017). Kai kuriais atvejais
produktai laikomi tvariais, nors jie yra gaminami nesiremiant ZiediSkumo principais.
PavyzdZiui, didesnis tvarumas gaminant raudong mésg gali bati pasiektas jvedant
tvarumo praktikas, kurios didina ekologinj efektyvumg (pvz., koreguojant gyvuliy dieta,
kad ji bity aukStesnés energijos ir paremta gridinémis kultdromis, kas savo ruoztu
lemia mazesnes metano dujy emisijas) arba uztikrinant lyCiy lygybe tarp darbuotojy,
didinant darbuotojy sauguma ir t. t. Tuo tarpu, ziedinis pozidris telkty démesj j mésos
pakaitalo sukdrimg i$ augaly, uzZtikrinant medzZiagy nuostoliy prevencija. Be to, nors
kai kada Ziediniai produktai yra laikomi tvaraus vartojimo forma, pastangos pasiekti
ZiediSkumg ne visada uZztikrina tvarius rezultatus. Neseniai atliktame tyrime atkreiptas
démesys | tai, jog ziediniai produktai gali biti netgi netvarGs, t. y. produktai gali bati
pagaminti i§ kenksmingy antriniy medzZiagy kaip polimerai, kuriy sudétyje yra

kenksmingy pridétiniy medziagy (Blum et al., 2020).
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Sioje disertacijoje siekiama atsakyti j klausimus, susijusius su veiksniais,
skatinanciais efektyvius pokyc€ius tvaraus vartojimo srityje. Siekiant Sio tikslo, Sioje
disertacijoje: (1) vienu metu analizuojamas tvarus ir ziedinis vartojimas; tuomet
(2) gilinamasi | tai, kaip vartotojai priima sprendimus vartoti tvarius produktus; ir,
galiausiai, (3) vartoti Ziedinius produktus.

Visy pirma, Sia disertacija siekiama praplésti Zzinias, iSrySkinant konkreciy
asmenybés bruozy nevienodg vaidmenj tvaraus ir Ziedinio vartojimo srityse.
Konkreciau, Siame tyrime teigiama, kad skirtinga tvaraus ir ziedinio vartojimo tikslo
apimtis bei skirtingos tvariy ir ziediniy produkty savybés yra susijusios su skirtingomis
individy orientacijomis, todél konkretlis asmenybés bruozai gali skirtingai veikti norg
jsitraukti j tvary ir Ziedinj vartojima. Sie klausimai nagrinéjami pirmame tyrime.

Antrasis Sios disertacijos klausimy rinkinys susijes su vartotojy vertinimu ir
sprendimy priémimu tvariy produkty atzvilgiu. Konkre€iau, Sioje disertacijoje siekiama
paaiskinti kokj vaidmenj sprendimo priémimo procese atlieka neigiama emocija —
liddesys. Tyrimai rodo, kad emocijos turi jtakos, apie kg ir kaip mes galvojame; lemia
masy démesj, suvokimg, atmintj, fiziologine blseng, taipogi musy tikslus bei elgseng
(Cosmides ir Tooby, 2000). Taigi, emocijos padeda prisitaikyti prie aplinkos ir atlieka
svarbias psichologines funkcijas (Salerno et al., 2014). Emocijos padeda mums
suprasti savo tikslus, spresti problemas, saugoti savo sveikatg, stiprinti atsparuma,
kurti prisiriSimg prie kity Zmoniy, ir turéti jtakos grupiy, socialiniy sistemy ir tauty
elgesiui (Pekrun et al., 2002). Ankstesni tyrimai daugiausia démesio skyré teigiamy
emocijy privalumy nagrinéjimui ir pademonstravo, kad teigiamos emocijos iSple€ia
asmens kognityvine sritj ir taip puoseléja asmeninius resursus (Fredrickson, 2013).
Dar daugiau, teigiamos emocijos gali suteikti ilgalaikiy naudy svarbiose srityse,
jskaitant darba, fizine sveikatg bei santykius (Armenta et al., 2017). Tiesa, kita tyrimy
kryptis pateikia jrodymy, kad neigiamos emocijos irgi gali atlikti teigiama funkcijg ir
daryti motyvuojantj poveikj (Forgas, 2013), skatinantj atsargesnj, apskaiciuotg elges;j
(Tan ir Forgas, 2010), rodantj poreikj imtis konkreCiy veiksmy, kad situacija bty
sprendZiama pagal esamas socialines normas (Tan ir Forgas, 2010). PavyzdZiui,
kaltés jausmas yra neigiama emaocija, kurig Zmonés patiria, kai apmagstydami savo
elgesj praeityje supranta, kad jy elgesys neatitiko jy asmeniniy tiksly, normy ar
standarty (Baumeister ir Leary, 1995; Tangney ir Dearing, 2002). Tyrimai rodo, kad

kalté aktyvuoja norg susidoroti su stresine situacija koreguojant ankstesnj elges;j ir
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situacijas (Lazarus ir Folkman, 1984; Skinner ir Brewer, 2002). Siuo konkre&iu atveju
kalté skatina sutelkti démesj j problemg ir dél Sios priezasties Zmonés stengiasi
pagerinti savo aplinkg bei gerove (Antonetti ir Maklan, 2014; Lazarus, 1993).
Tyrimuose, kuriuose nagrinéjamas gailéjimasis, daugiausia démesio skiriama, kaip
jprastomis priemonémis baty galima jj sumazinti (Inman ir Zeelenberg, 2002). Tiriant
baime, atskleista, jog Si emocija motyvuoja preventyviai ripintis sveikata (Consedine
et al., 2004), didina vairavimo saugumg (Lewis et al., 2007). Jdomu tai, jog ankstesni
tyrimai rodo, jog kai kuriais atvejais neigiamos emocijos gali biti net efektyvesnés uz
teigiamas (pvz., siekiant pakeisti elgesj j norimg, kai emocijos ir nuotaikos yra ne tik
destruktyvios, bet ir konstruktyvios; Shuman et al., 2018). Jei liidesys gali atverti naujy
keliy atrandant gyvenimo prasme per vartojima, tai gali bati pasiekta darant tvaresnius
pasirinkimus. Naujausi tyrimai i$ tiesy rodo, jog liidesys, sukeltas primenant apie
socialines normas, gali pastiiméti tvaresnés elgsenos link, pvz., naudojant energetinio
pédsako skaiCiuokles ar aukojant didesnes sumas projektams, susijusiems su
aplinkosauga (Schwartz Perlroth ir Loewenstein, 2017). Sioje disertacijoje siekiu
pateikti empiriniy jrodymuy, kad grésmeés gyvenimo prasmei sukelia liidesj, kuris, savo
ruoztu, didins norg jsigyti tvariy produkty, nes suveiks kaip mechanizmas, padedantis
atkurti norimg bidseng. Siekiant patikrinti Sig idéja, buvo jgyvendinti keturi
eksperimentiniai tyrimai (antrasis, treciasis, ketvirtasis ir penktasis tyrimas).
Galiausiai, treciuoju klausimy rinkiniu siekiama iSsiaiSkinti, kaip vartotojai vertina
ir priima sprendimus dél Ziediniy produkty. Ankstesni tyrimai Ziedinio vartojimo srityje,
daugiausia démesio skyré pardavéjo pusei, pvz., kaip vartotojai atiduoda arba
parduoda prekes kitiems vartotojams (pvz., Brough ir Isaac, 2012; Donnelly et al.,
2017); kaip jie iSsiskiria su produktais, turingiais sgsajy su tapatybe (pvz., Trudel et al.,
2016); kaip skirtingos individy savybés, normos ar patogumas lemia ketinimus
perdirbti (pvz., Ebreo ir Vining, 2001; Goldstein et al., 2008; McCarty ir Shrum, 2001).
Nors suprasti, kodél zmonés perdirba, labai svarbu, tadiau tai atskleidzia tik dalj
paveikslo, paaigkinangio Ziedinius pasirinkimus. Sioje disertacijoje teigiama, kad taip
pat svarbu jgyti gilesnj supratimg, kodél ir kada jsigyjamos jau perdirbtos (naudotos ar
perdarytos) prekes ir kaip padidinti Siy prekiy paklausg. Jei, apskritai, paklausg lemia
prekés verté, tai kaip yra suvokiama naudoty ar perdaryty prekiy verté? Intuityvi
nuovoka sako, kad dél to, jog naudotos ar perdarytos prekés anksCiau buvo
naudojamos kity asmeny, jos turety biti vertinamos kaip turinios mazZesne verte,

lyginant su jprastomis prekémis. Taciau atvirkstiné situacija taip pat galima — esant
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tam tikroms sglygoms, vidiné subjektyvi naudoto ar perdaryto daikto verté gali iSaugti
dél unikaliy savybiy, kurios bddingos tik tai prekei. PrieSingai nei naujos prekeés,
naudotos ar perdarytos prekés gali turéti savybiy, kurios gali atsispindéti
informaciniuose stimuluose, kurie signalizuoja prekés kilme, susijusig su tam tikra
vieta. Sioje disertacijoje teikiama idéja, jog uZuomina apie kilme reprezentuoja
uzmirsta, bet galingg vartotojy elgsenos motyvatoriy — kilmés zinojimas gali pakeisti
subjektyvig naudotos ar perdarytos prekés verte. Sis tyrimas siekia praplésti teorines
Zinias ir supratimag, identifikuojant psichologinius mechanizmus, kurie nusako, kaip ir
kokioms sglygoms esant uzuominos apie kilme suteikia naudotoms ar perdarytoms
prekéms daugiau patrauklumo ir prisideda prie Ziedinio vartojimo sékmés. Paskutinis
eksperimentiniy tyrimy rinkinys (Sestasis, septintasis ir astuntasis tyrimas) ir nagrinéja
Siuos klausimus.

Problemos istyrimas. Nors ankstesni tyrimai ir rodo, kaip svarbu yra suprasti
asmenybés bruozus, skatinancius vartoti atsakingai, turimos jzvalgos vis dar yra gana
ribotos, kadangi iki Siol nebuvo vienu ypu vertinta, ar tie patys bruozai vienodai veikia
skirtingus atsakingo vartojimo tipus. Ankstesni darbai kaip tik suponavo, kad vartojimag
skatinantys asmenybés bruozai vienodai aktualGs tiek tvariems, tiek ziediniams
vartojimo pasirinkimams. Tik neseniai buvo nustatyta, kad specifinés Ziediniy produkty
charakteristikos skiria juos nuo tvariy, ir kad Sie du atsakingo vartojimo tipai turi bati
laikomi atskiromis kategorijomis; dél to juos skatinantys veiksniai taip pat gali skirtis
(Pretner et al., 2021). Nepaisant to, iki Siol joks tyrimas dar netikrino vienu duomeny
rinkiniu, ar tam tikri asmenybés bruozai gali vienodai numatyti tvary ir Ziedinj vartojima.
Taip pat svarbu atkreipti démesj, jog ankstesniuose tyrimuose daugiausia démesio
buvo skiriama ketinimy vartoti vertinimui, tuo tarpu tyrimais nustatyta, kad i§ paZidros
vartotojai gali jaustis pozityviai tvariy prekés zenkly atzvilgiu ir ketinti tokius produktus
pirkti, taCiau atejus laikui pirkti jokiy tolimesniy veiksmy nesiimama (pvz., White et al.,
2019). Sioje disertacijoje siekiu uz&iuopti tikrajj vartojima, matuodama tvariy ir Ziediniy
prekiy zenkly produkty nuosavybe.

Ankstesni tyrimai analizavo tokius konstruktus kaip gyvenimo prasme, atvirumas
patirtims ir dispozicinis godumas, taciau Sie tyrimai buvo atlikti ne su tvarumu
susijusioje srityje arba jy rezultatai buvo nevienareikSmiai. Daug démesio yra skirta ir
nagrinéjimui, kaip jvairios teigiamos ir neigiamos emocijos veikia elgesj. Vis délto,

neigiamos emocijos — liddesio — vaidmuo iki Siol néra aiSkus, kadangi ankstesnés
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iSvados nevienareikSmés, o rySys tarp grésmiy gyvenimo prasmei ir tvaraus vartojimo
i$ viso nebuvo studijuotas.

Tesiant toliau, iki Siol vos keliuose tyrimuose buvo nagrinéjamas pavieniy,
specifiniy ziediniy produkty pavyzdziy suvokimas: perdirbty ar prikelty naujam
gyvenimui (ang. upcycled) produkty (Kamleitner et al., 2019), pakartotinai
panaudojamy (angl. re-used) produkty (Hazen et al.,, 2017); pergaminty (angl.
remanufactured) produkty (Guide Jr. ir Li, 2010; Michaud ir Llerena, 2010), atnaujinty
(angl. refurbished) produkty (Harms ir Linton, 2016; van Weelden et al., 2016). Taip
pat tyrimai iki Siol buvo pernelyg apraSomojo pobiidzio: tiesiog dokumentuojantys
daugiausia neigiamus priklausomus kintamuosius, pvz., vartojimo vengima.
Pavyzdziui, keli tyrimai teigia, kad Zzmonés vengia pirkti pakartotinai panaudotus
produktus (Hazen et al., 2017) ir siekia mokéti maziau uz produktus, kurie yra
pergaminti ar atnaujinti (Abbey et al., 2015; Harms ir Linton, 2016; Michaud ir Llerena,
2011). Ankstesnés iSvados, aiSkinancios Ziedinio vartojimo priezastis ir jj ribojancias
salygas, rodo, jog vartotojams kelia susirlpinimg pakartotinai panaudoty produkty
kokybé ir patikimumas (Bundgaard ir Huulgaard, 2019; Harms ir Linton, 2016).
Vartotojai daznai nenori aplinkosaugos pozidriu tvariy ir pakartotinai perdirbty
produkty, nes mano juos esant labiau rizikingais (van Weelden et al., 2016); arba
bjaurisi jais dél fizinio kontakto su ankstesniais savininkais (Abbey et al., 2015). Vis
delto aiSkaus supratimo apie tai, kokie iSankstiniai veiksniai prognozuoja ir aktyviai
skatina Ziedinj vartojimg, mokslinéje literatiroje dar triksta.

Tyrimo problema: (a) triksta supratimo, kaip skirtingi asmenybés bruozai susije
su skirtingomis atsakingo vartojimo formomis, t. y. vartotojy vertinimu ir sprendimy
priémimu dél tvariy ir Ziediniy prekiy Zenkly; (b) triksta Ziniy apie tai, kaip neigiama
liidesio emocija, kylanti susiddrus su grésme gyvenimo prasmei, veikia vartotojy
sprendimus tvarumo srityje; ir (c) triksta ziniy apie tai, kodél ir kokiomis sglygomis
vartotojai priima teigiamus sprendimus dél ziediniy produkty, kai pateikiamos (arba
ne) uzuominos apie tokiy produkty kilme.

Tyrimo tikslai: (1) patikrinti, kaip tie patys asmenybés bruoZzai siejasi su tvariy ir
Ziediniy produkty turéjimu; (2) iSanalizuoti, ar grésmé gyvenimo prasmei sukelia
liidesio emocijg ir kaip liidesys veikia norg vartoti tvarius produktus; ir (3) istirti
uzuominy apie kilme svarbg vartotojy apsisprendimui dél Ziediniy produkty. Tiksliau,

istirti, kokj netiesioginj poveikj turi uzuomina apie kilme (lyginant su tokios uzuominos
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nebuvimu), kaip tai veikia siekj jsigyti Ziediniy produkty ir kokios yra ribojancios §j rysj

salygos.

Tyrimo uzdaviniai:

e |3analizuoti akademine literatirg apie tvariy sprendimy priémima.

e |Sanalizuoti akademine literatlrg apie skirtingas orientacijas, tokias kaip:
kolektyviné nauda, nauda sau ir kognityvinis lankstumas, kaip jos atitinka tokius
asmenybés bruozus kaip gyvenimo prasmé, dispozicinis godumas ir atvirumas
patirtims, bei kokius rySius jie gali turéti su tvariu bei Ziediniu vartojimu.

e I|Sanalizuoti rySius tarp grésmiy gyvenimo prasmei, lilidesio ir tvaraus vartojimo.

e I8analizuoti rySius tarp uzuominy apie kilme ir suvokiamos piniginés vertés,
artumo savasties jausmui, siekiu jsigyti ziediniy produkty ir jsigijimo centriSkumu.

e |Svystyti metodologijg iSkelty hipoteziy tikrinimui.

e  Atlikti empirinj tyrimg ir iSanalizuoti gautus duomenis.

e Palyginti atlikto empirinio tyrimo iSvadas su tomis, kurios jau egzistuoja tyrimy
srityje.

e Pateikti praktines rekomendacijas, nurodyti tyrimo apribojimus ir Kkryptis
blsimiems tyrimams.

Mokslinio darbo naujumas ir teorinis reik§mingumas. Si disertacija prisideda
prie egzistuojanios mokslinés literatiros pateikdama patikslintg tvaraus ir Ziedinio
vartojimo konceptualizavimg, tirdama jy persidengiancius ir iSsiskiriancius aspektus.
Sis darbas taip pat parodo, kad skirtingi asmenybés bruoZzai gali turéty skirtingg jtaka
tvariam ir ziediniam vartojimui. Remiantis Bruozy aktyvacijos teorija, teigiu, kad
tvaraus ir ziedinio vartojimo tipai signalizuoja skirtingas savybes, atliepiancias
skirtingus bruoZus. Si disertacija taip pat gilina supratimg apie skirtingy bruozy
kompleksiSkumg prognozuojant jsitraukimg j tvary ir Ziedinj vartojimg, pabréZiant jy
diferencijuotg poveikj skirtingiems vartojimo tipams. Kadangi ankstesni tyrimai
dokumentavo atotrakj tarp vartotojy ketinimy ir realaus elgesio, kai jie deklaruoja savo
teigiamus ketinimus vartoti atsakingai, taciau tolesniy veiksmuy, kai reikia is tikryjy pirkti
atsakingus prekiy zenklus, nesiima (pvz., White et al., 2019), todél Siame tyrime
daugiausia démesio skiriu prekiy Zenkly nuosavybés, kuri apibréziama kaip ,busena

arba faktas, kad kazkg turi“ (Cambridge University Press, n.d.a), tyrimui ir taip
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prisidedu prie ankstesniy darby, kurian€io iSsamy paveikslg apie atsakingag
vartojimg®.

Si disertacija taip pat praplegia Zinias apie neigiama liidesio emocijg ir parodo,
koks yra jos motyvacinis vaidmuo atsakingo elgesio, t. y. tvaraus vartojimo, srityje.
Nors vienoje i$ literatdros krypCiy pabréziama, kad lilidesys nukreipia j kompensacinj
vartojima, kuris sukelia neigiamy pasekmiy (pvz., Allard ir White, 2015), Siame darbe
parodoma, kad $i daznai jau¢iama emocija kai kuriais atvejais gali Zmones vesti link
teigiamos elgsenos, t. y. tvaraus vartojimo. Nors ankstesnés studijos, analizuojancios,
kaip Zmonés susidoroja su grésmémis gyvenimo prasmei, nurodé daugelj budy, kaip
atstatyti gyvenimo, pilno prasmes, jausmg, mano ziniomis, Sis tyrimas yra pirmasis,
rodantis sgsajg tarp grésmeés prasmei ir tvaraus vartojimo. Siame moksliniame darbe
plétojamos teorinés zinios, identifikuojant psichologinius mechanizmus, kurie lemia,
kaip ir kokiomis sglygomis uzuominos apie kilme padeda didinti naudoty ar perdaryty
prekiy patrauklumg ir tokiu badu prisidéti prie Ziedinio vartojimo sékmeés. Tai yra vienas
pirmyjy darby, kuriuose nagrinéjama, kaip padidinti perdaryty ar naudoty prekiy
paklausa, tiriant jy vidines savybes kaip iSteklius, didinancius prekés verte (iSimtis Zr.
Kamleitner et al., 2019). PrieSingai nei daugelyje ankstesniy tyrimy, Sis tyrimas rodo,
kad vartotojai gali stipriau siekti jsigyti naudoty ar perdaryty prekiy, kai pabréziami tam
tikri tokioms prekéms badingi aspektai (t. y. kilmé). Be to, Sis tyrimas pateikia jrodymu,
kad naudotos ar perdarytos prekés gali turéti didesne subjektyvig vidine verte, lyginant
su naujomis prekémis. Dar daugiau, tyrimo iSvados prisideda prie literattros apie
Ziedinj vartojimg, parodant, kad uZzuominos apie kilme lemia naudotos ar perdarytos
prekés subjektyvig vidine verte per artumg savasties jausmui— mediatoriy, kuris
nebuvo tyrinétas Ziedinio vartojimo kontekste. Taip pat atskleidZiama nauja ribojanti
salyga, apibrézianti, kad dokumentuoti efektai yra ypac isreiksti tarp vartotojy, kurie
vertina santykius bei aplinkinj konteksta, bet ne pirkimus, t. y. Zmonéms, kuriy jsigijimo
centriSkumas yra Zemesnis. Apskritai, Sios disertacijos rezultatai prisideda prie
geresnio supratimo, kaip paskatinti ziedinj vartojimg ir padidinti paklausg naudotoms
ar perdirbtoms prekéms, pabréZiant tam tikras Sioms prekéms budingas savybes.

Mokslinio darbo praktinis reik§mingumas. Sios disertacijos i§vados gali padéti

spresti realias socialines ir ekonomines problemas, kurias siekia spresti tvarus ir

14 Atkreiptinas demesys, kad nuosavybé yra vartojimo prielaida — tai platesné sgvoka, apimanti visus

elgsenos rezultatus, susijusius su ,prekiy pirkimo ir naudojimo procesu arba jsigyto ir sunaudoto kiekio*
(Cambridge University Press, n.d.b).

135



ziedinis vartojimas (pvz., gyvenimo kokybés gerinimas, sveikatos, saugumo, jvairovés,
Zmogaus teisiy stiprinimas, saziningos darbo praktikos skatinimas, atlieky mazinimas
ir kiti aplinkai naudingi veiksniai). Vartotojai laikomi pagrindiniais tvarios plétros
dalyviais, nes batent jie lemia tvarios gamybos paklausg (OECD, 2008). Todeél itin
svarbu suprasti, kaip paskatinti Zzmones vartoti tvariai ir laikantis ziedinés ekonomikos
principy. Sio tyrimo rezultatai suteikia jZvalgy apie tai, kaip padidinti tvariy ir Ziediniy
produkty paklausg, gilesnj supratima, kaip pasiekti vartotojus, kaip vystyti efektyvig
komunikacijg ir edukacines programas, pateikia bendras rekomendacijas, kaip
paskatinti Zzmones rinktis atsakingiau. Svarbiausia, Sie rezultatai rodo, jog skatinant
tvary ir ziedinj vartojima ne visada gali bati veiksmingos tos pacios priemonés — Sioms
vartojimo formoms bdtinas individualus pozidris. Tokios jzvalgos yra reikSmingos
politikos formuotojams bei vieSojo ir privataus sektoriaus organizacijoms, siekian¢ioms
perorientuoti vartojimg link tvaresniy ir ziediniy sprendimy.

Disertacijos apribojimai ir ateities tyrimy kryptys. Nors pirmosios apklausos
duomenys suteikia iSoriniam validumui tinkamas iSvadas apie skirtingy asmenybés
bruoZy poveikj tvariy ir Ziediniy prekés Zenkly nuosavybei, ateities tyrimai galéty
izoliuoti ir patikrinti pagrindinius efektus eksperimentiniuose tyrimuose labiau
kontroliuojamoje laboratorinéje aplinkoje bei istirti ribojancCias salygas. Be to, blsimieji
tyrimai galéty jvertinti Siy iSvady bendrg pritaikomumg ir istirti kitas tvaraus ir ziedinio
vartojimo formas (pvz., bendradarbiavimo pagrindu paremtg vartojimg) arba atskleisti
kitus produkty privalumus. Taip pat reikéty iSbandyti siilomas prielaidas kitokiuose
kontekstuose, pvz., tarp paZeidziamy, skeptiSkai ar su dvejone j tvaresnj vartojimag
Zigrin&iy vartotojy. Be to, ateities tyrimai galéty suteikti daugiau jZvalgy apie gludin€ius
poveikio mechanizmus, pridédami lygiagre€ius mediatorius ir plésdami Zinias apie
kitas ribojancias salygas siGlomiems modeliams. Lauko tyrimai taip pat galéty suteikti
papildomy duomeny, stebint realy vartotojy elgesj kasdieneje aplinkoje.

Disertacijos struktiira. Si disertacija susideda i§ septyniy pagrindiniy skyriy.
Pirmajame skyriuje pateikiama tvaraus sprendimy priémimo literatlros apzvalga.
Jame konceptualizuojamas tvarus ir Ziedinis vartojimas bei analizuojami Siy dviejy
vartojimo tipy veiksniai. Antrasis skyrius skirtas literatlros analizei ir tyrimo hipoteziy
karimui, susijusiam su skirtingy asmenybés bruoZy jtaka tvariam ir Ziediniam
sprendimy priémimui. Kadangi Siame skyriuje nagrinéjamas bruozy vaidmuo tvariame

ir Ziediniame vartojime bei pateikiamas teorinis pagrindas skirtingy bruozy aktyvacijai
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susiddrus su jvairiais produktais, treciasis ir ketvirtasis skyriai yra sKkirti atskiram Siy
dviejy atsakingo vartojimo tipy tyrimui. Konkrec€iau, treciasis skyrius skirtas literatdros
analizei ir tyrimo hipoteziy kdrimui, susijusiam su grésmés prasmei, liidesio kaip
mediatoriaus ir tvaraus sprendimy priémimo sgsajomis, o ketvirtasis — uzuominy apie
kilme svarbai Ziedinio vartojimo kontekste. Penktasis disertacijos skyrius apraso
taikytg tyrimo metodologijg. Siame skyriuje taip pat pateikiami atlikto empirinio tyrimo
rezultatai, jskaitant hipoteziy patikrg. Sestajame skyriuje pateikiama bendra
disertacijos diskusija, kuri apima gautus rezultatus, mokslinj indélj, teorines ir praktines
implikacijas, apribojimus bei ateities tyrimy kryptis. Galiausiai, septintajame skyriuje
pateikiamos pagrindinés Sios disertacijos iSvados.
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TRUMPA DISERTACIJOS TURINIO APZVALGA

Skirtingy asmenybés bruozy poveikis tvariam ir ziediniam sprendimy

priémimui

IS pirmo Zzvilgsnio tvaraus ir Ziedinio vartojimo apibrézimai gali atrodyti turintys
reikSmingy konceptualiy sutapimy. Abi Sios vartojimo formos siekia sumazinti
neigiama poveikj aplinkai, pabrézia efektyvy istekliy naudojima, atlieky vengimg ir siekj
iSsaugoti iSteklius ateities kartoms. Taciau a$ teigiu, kad nepaisant bendry tiksly,
tvarus ir zZiedinis vartojimas skiriasi pagal (1) jy apimtj, (2) fokusa ir (3) orientacija.
Remiantis pabréziamais skirtumais, tvarus vartojimas apibréziamas kaip produkty,
kuriais siekiama platesnés aplinkosauginés, socialinés ir ekonominés naudos,
vartojimas, susijes su abstraktesniu, nematerialiu fokusu ir skatinamagja orientacija,
siekiant gerinti planetos gerove. Tuo tarpu Zziedinis vartojimas apibréziamas kaip
produkty, kuriais siauresne apimtimi siekiama uztikrinti iStekliy iSsaugojimg ir kurie
siejami su labiau apciuopiamomis naudomis, sgnaudy efektyvumo fokusu ir
prevencine orientacija, vartojimas, siekiant gerinti misy planetos gerove.

Pirmojoje Sios disertacijos dalyje taikytas konceptualusis modelis buvo jkvéptas
Bruozy aktyvacijos teorijos (Tett ir Burnett, 2003). Si teorija nagrinéja, kaip asmenybés
bruozai sgveikauja su situacijomis ir pabrézia, kad ta pati situacija gali skirtingai
paveikti individus, priklausomai nuo jy asmenybés bruozy stiprumo. Priklausomai nuo
situacijos sukelty stimuly, tam tikro bruoZo poveikis gali bati sustiprintas arba
nuslopintas (Tett ir Burnett, 2003). Siame darbe, remiantis Bruozy aktyvinimo teorija,
situacijos siejamos su susidirimu su skirtingais produktais, ir tikimasi, kad su
konkreciu bruozu susije vartojimo tipai turés jtakos vartotojy elgesiui. Tiksliau tariant,
sidlau, kad tam tikri asmenybés bruozai gali bdti suaktyvinti specifiniy tvaraus ir
ziedinio vartojimo ypatybiy, kurios lemty didesnj ar mazesn; jsitraukima j vieng ar abu
Siuos vartojimo tipus. Pavyzdziui, remiantis tvaraus ir Ziedinio vartojimo
konceptualizavimu, tikétina, kad jei tvarus produktas signalizuoja socialines naudas
(pvz., gamintojo |sipareigojimus gyvany gerovei ar darbuotojy jdarbinimg i$
pazeidZiamy bendruomeniy), individai, pasiZzymintys bruozais, vertinanciais socialinj
jsitraukimg (pvz., altruizmu, empatija), gali teigiamai reaguoti j Siuos signalus. Panasiai

ir Ziediniame vartojime: jei Ziedinis produktas pabrézia maZesne kaing, jis gali tapti
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teigiamu stimulu asmenims, kurie pasizymi taupumu, taciau gali bati neigiamai
vertinamas ty, kurie siekia socialinio statuso.

Sis tyrimas siekia praplésti Zinias apie tvary ir Ziedinj vartojima, pabréziant trijy
pagrindiniy asmenybés bruozy vaidmenj: gyvenimo prasmeés siekj (tiek siekiant
prasmés, tiek jauCiant jos buvimg), dispozicinj goduma ir atviruma patirCiai. Susiejant
Siuos bruozus su tvariy ir zZiediniy produkty konceptualia apibréztimi, siekiama istirti
bruozus, kurie i esmés skiriasi pagal skatinamajg arba prevencine orientacija.
Tiksliau tariant, gyvenimo prasmé bei atvirumas patiriai atspindi skatinamajg
motyvacijg (zr. Higgins, 1997; Miao ir Gan, 2020; Vaughn et al., 2008). Tuo tarpu,
dispozicinis godumas yra prevencinés orientacijos pavyzdys (zr. Higgins, 1997; Holt ir
Laury, 2002; Krekels ir Pandelaere, 2015). Kadangi Sie bruozai konceptualiai siejasi
su skatinamaja arba prevencine orientacija, tikétina, kad jie jautriai uz&iuops unikalias

tvaraus ir Ziedinio vartojimo skirtis.

Grésmés gyvenimo prasmei, liidesio tarpininkaujantis vaidmuo ir tvariis

sprendimai

Ankstesni tyrimai nagrinéjo, kaip zmonés susidoroja su grésmemis gyvenimo
prasmei. Pavyzdziui, Pragmatiné prasmés reguliavimo teorija (van Tilburg ir Igou,
2011) teigia, kad Zmoneés, siekiantys atkurti ar sustiprinti savo prasmés jausmg, yra
imlesni galimoms elgesio strategijoms, kurios gali padéti reguliuoti jy prasmés pojat;.
Tuo tarpu Prasmés kidrimo modelis (Park ir Folkman, 1997) apibréZia grésmes
prasmei kaip neatitikimy tarp konkreliy patir€iy ir bendry orientaciniy sistemy
suvokimg. Tokie neatitikimai sukelia distresg ir motyvuoja Siuos neatitikimus sumazinti
(Park, 2013). Remiantis Prasmés palaikymo modeliu, susidire su grésme vienoje
gyvenimo srityje, zmonés gali bandyti atkurti savo prasmingumo jausma jsitraukdami
j veiklas net ir visikai nesusijusiose srityse (Heine et al., 2006). Sis modelis pabrézia,
kad tam tikros prasmés sistemos, tokios kaip saviverte, tikrumo jausmas,
priklausomybé bendruomenei ir simboliné nemirtingumo samprata, gali bati
tarpusavyje kei€iamos — jei viena i$ jy patiria grésme, kita gali jg kompensuoti (Heine
et al., 2006). Taip pat Zhang ir kt. (2019) pazyméjo, kad beprasmybés pripazinimas
yra pernelyg skausmingas, todel susidire su grésmémis prasmei Zmonés aktyviai

ieSko patvirtinimy, kad gyvenimas turi prasme. Sis mechanizmas gali biti aiskinamas

140



Kognityvinio disonanso teorija (Festinger, 1962), kuri atskleidzia, kad individai yra
lankstls jvairiy prasmés Saltiniy atzvilgiu: jei viena gyvenimo sritis nebesuteikia
prasmés, alternatyvos tampa svarbesnés (Zhang et al., 2019). Apibendrinant galima
teigti, kad visi Sie modeliai ir teorijos akcentuoja motyvacine beprasmybés funkcija.

Kadangi susiddrimas su grésmémis gyvenimo prasmei reiSkia saves neatitikimo
patyrima, tai gali sukelti neigiamas emocijas (Higgins, 1987; Packard ir Wooten, 2013).
Ankstesni tyrimai parodé rysj tarp jvairiy grésmiy prasmei ir neigiamy emocijy. Jei kyla
grésmé gyvenimo prasmei, individai praranda gyvenimo tikslo, veiksmingumo ir vertés
jausma (Heintzelman ir King, 2014). Atitinkamai, kai Zmogus suzino apie netektj (pvz.,
tikslo ar svarbios saves dalies praradimg), atsiranda lidesys — $i emocija skiriasi nuo
kity persidengianciy emocijy, tokiy kaip pyktis, nerimas ar ilgesys (Dalgleish ir Power,
2000; Freed ir Mann, 2007). Liddesys turi tam tikry savybiy, kurios gali paskatinti
teigiamus rezultatus. Jis siejamas su negrjztamai prarastais dalykais (pvz., mylimo
Zmogaus netektimi), o batent netekties ir bejégiSkumo derinys lemia norg kompensuoti
(Garg ir Lerner, 2013).

Vienas i§ bady, kaip Zmonés stiprina savo gyvenimo prasmés jausmg, yra
jsitraukimas | tam tikras atsakingo elgesio formas, pavyzdziui, savanoryste, pinigy
skyrimg kity gerovei (Klein, 2017) ar aplinkg tausojancias veiklas (Jia et al., 2021).
Sioje disertacijoje teigiama, kad grésmé gyvenimo prasmei gali paskatinti ketinimus
jsigyti tvariy produkty. Be to, jei grésmé prasmei sukelia liddesj, o liidesys gali
paskatinti naujus bladus jgyti prasme per vartojimg, tuomet tokia prasmé gali bati
pasiekiama priimant tvaresnius sprendimus. Naujausi tyrimai i$ tiesy rodo, kad
liodesys, sukeltas primenant apie socialines normas, gali paskatinti elgtis tvariau
(Schwartz Perlroth ir Loewenstein, 2017). Siame darbe teigiama, kad grésmes
prasmei didins lilidesj, kuris savo ruoztu taps mechanizmu, padedanciu atkurti norimg

vidine biseng ir paskatins didesnj nora jsigyti tvariy produkty.

Uzuominy apie kilme svarba ziedinio vartojimo srityje

Zmonés turi fundamentinj poreikj paZinti ir suprasti juos supantj pasaulj (pvz.,
Festinger, 1954; Fiske ir Taylor, 2013), o vartotojai daZniau renkasi aiSkiai
suprantamus ir lengvai suvokiamus produktus (Aaker ir Keller, 1990; Becker-Olsen ir
Hill, 2006). Bdtent tai vartotojams gali suteikti uzuominos apie kilme — jos yra

papildomas informacijos S$altinis apie tai, i§ kur atkeliauja preké. Be to, kadangi
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uzuominos apie kilme yra informacinio pobidzio, jos padeda lengviau suprasti prekes.
Taigi, zinojimas apie kilme suteikia papildomos informacijos ir geresnj Zinojimo
jausmg. Dél Sios priezasties tikiuosi, kad vartotojai labiau vertins prekes su
uzuominomis apie kilme (lyginant su tomis, kurios tokios informacijos neturi).
Individai siekia plésti savo ,as$" ribas jgydami naujy iStekliy ir skirtingy perspektyvy
(pvz.,

Batra et al., 2012; Trump ir Brucks, 2012; Escalas ir Bettman, 2003; Reimann ir Aron,

(Aron et al., 1998). Tokia plétra gali vykti ir per prekiy integravima j savajj ,as$

2009). Remdamasi Siomis iSvadomis, teigiu, kad prekés su uzuomina apie kilme turés
didesnj potencialg prisidéti prie saves plétros, nes jos padeda suvokti, kad vartotojas
turi prieigg prie papildomy istekliy (pvz., Reimann et al., 2012). Ankstesni tyrimai taip
pat rodo, kad objektai gali tapti savasties dalimi, jei zinoma, jog jie kile i$ tam tikry viety
ar aplinky (Belk, 1988). Kadangi uzuominos apie kilme yra Ziniomis gristos
informacinés nuorodos, kurie sieja mus su vertingomis ir svarbiomis vietomis, logiska
manyti, kad atnaujintos ir naudotos prekés su kilmés uzuomina (palyginti su tomis,
kurios tokios uzuominos neturi) gali stipriau integruotis | misy savasties jausma. Savo
ruoztu, artumas savasties jausmui mediacijos badu turéty sustiprinti kilmés poveikj
siekiui jsigyti ziedines prekes, nes Zzmonés dazniau renkasi prekes, su kuriomis gali
tapatintis (pvz., Perkins ir Forehand, 2012; Reed et al., 2012). Taigi, tikétina, kad
artumas savasties jausmui padidins prekiy su uzuominomis apie kilme patraukluma,
palyginti su prekémis, kurios uzuominy apie kilme neturi.

Sioje disertacijoje taip pat teigiu, kad kilmés poveikis siekiui jsigyti prekes nebus
vienodas visiems vartotojams. Greiiau uzuominos apie kilme labiau didins prekés
patrauklumg tiems vartotojams, kurie prekes vertina kaip $altinj, padedantj jgyti rySio
jausma. Taigi, individualds skirtumai, susije su tuo, kiek Zmonés daiktus ir jy jsigijimg
laiko savo gyvenimo centru, turés moderuojantj poveikj kilmés ir siekio jsigyti prekiy
rySiui. Tokie skirtumai atsispindi materializmo konstrukto jsigijimo centriSkumo
faktoriuje (Richins ir Dawson, 1992). Zmonés, kurie materialiniy gérybiy jsigijimui skiria
centrine vietg savo gyvenime, tiki, kad Sios gérybés yra didziausias pasitenkinimo
Saltinis (Belk, 1984), padedantis jiems pasiekti trokS8tamas busenas (Fournier ir
Richins, 1991). Tuo tarpu mazesnj materializmo lygj turintys asmenys labiau vertina
gyvenimo tikslus ir santykius nei materialias gérybes (Belk, 1984). Jei Zinojimas apie
produkto kilme gali suteikti didesnj konteksto suvokima, tuomet galima tikétis, kad
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Zmoneés, kuriy jsigijimo centriSkumas yra mazesnis, labiau vertins tokias prekes nei tie,

kuriems svarbesnis pats jsigijimo procesas, o ne kontekstas.

Paveikslas 15. Empirinio tyrimo koncepcinis modelis
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Tyrimo metodologija ir pagrindiniai tyrimo rezultatai

Sioje disertacijoje buvo taikomi du skirtingi kiekybinio tyrimo metodai. Pirmajam
klausimy rinkiniui, kuriuo siekta viename duomeny rinkinyje istirti tvary ir ziedinj
vartojima, buvo atlikta apklausa (pirmasis tyrimas), o pagrindiniu statistinés analizés
metodu pasirinktas struktdrinés lygtys modeliavimas. Tokia analizé pasirinkta dél to,
kad ji leidZia vienu metu tirti sudétingus rySius ir kruops$¢iai vertinti matavimo validumg
(Beran ir Violato, 2010). Norint patikrinti hipotezes, skirtas atskirai paaiskinti
pagrindinius tvaraus ir Ziedinio vartojimo mechanizmus, buvo batina istirti priezastinj
ry$j, todél buvo atlikti eksperimentai (2-8 tyrimai). Sis tyrimo metodas yra pagrindinis
siekiant nustatyti priezastinius rySius (Cook et al., 2002). Taigi, siekiant atsakyti j tyrimo
klausimus i$ viso buvo atlikti astuoni tyrimai: viena apklausa ir septyni tarpgrupinio
dizaino eksperimentai. Visi tyrimai atlikti internetu, naudojantis profesionalia tyrimy
platforma ,Prolific Academic®, kurioje uz nedidelj piniginj atlygj buvo jtraukti 2254
DidZiosios Britanijos pilie€iai. Tyrimuose buvo nagrinéjama tiek tvariy ir Ziediniy prekiy
Zenkly nuosavybé, tiek ketinimai vartoti tvarius ir Ziedinius produktus. Taip pat buvo

tiiamos jvairios produkty kategorijos.
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Gyvenimo prasmés jausmas, dispozicinis godumas, atvirumas patirciai ir
tvariy bei ziediniy prekiy nuosavybé. Teoriniu pozilriu pirmojoje disertacijos dalyje
(Tyrimas 1) buvo siekiama vienu metu stebéti, kaip jvairis asmeniniai bruozai, tokie
kaip gyvenimo prasme (tiek jos siekimas, tiek jos buvimas), dispozicinis godumas ir
atvirumas patir€iai, yra susije su tvariy ir Ziediniy prekiy zenkly turéjimu. Pirmojo tyrimo
rezultatai rodo, kad gyvenimo prasmés ieSkojimas yra teigiamai susijes su tvariy
prekiy Zenkly nuosavybe, tadiau rysio tarp gyvenimo prasmés buvimo ir tokiy prekiy
zenkly nuosavybés néra. Tuo tarpu, gyvenimo prasmés buvimas teigiamai susijes su
ziediniy prekiy zenkly turéjimu, taciau rysio tarp gyvenimo prasmeés ieskojimo ir tokiy
prekiy zenkly turéjimo rasta nebuvo. Tyrimo rezultatai atskleidé, kad néra statistiSkai
reikSmingo rySio tarp dispozicinio godumo ir tvariy prekiy zenkly nuosavybes; taciau
dispozicinis godumas yra teigiamai susijes su ziediniy prekiy zenkly nuosavybe.
Galiausiai, pirmojo tyrimo rezultatai atskleidé, kad atvirumas patirCiai yra teigiamai
susijes su tvariy prekiy zenkly turéjimu, taciau ne su ziediniy prekiy zenkly turéjimu.

Grésmé gyvenimo prasmei, neigiama litidesio emocija ir tvarus vartojimas.
Antroji disertacijos dalis apémé keturis eksperimentus (2, 3, 4 ir 5 tyrimai), kurie buvo
pagrjsti Prasmés palaikymo modeliu (Heine et al., 2006) ir Diskreciyjy emocijy teorija.
Siuose eksperimentuose buvo tiriamas liidesio emocijos tarpininkaujantis vaidmuo
santykyje tarp grésmés prasmei ir tvaraus vartojimo. Antrasis tyrimas parodé, kad kai
zmoneés susiduria su grésme prasmei (lyginant su kontroline grupe), jy patiriamas
litdesys padidéja. Treciasis tyrimas testavo tiesioginio rySio efektg ir atskleide, kad
Zmoneés, susidire su grésme gyvenimo prasmei (lyginant su kontroline grupe), labiau
linke pirkti tvarius produktus. Ketvirtasis tyrimas atskleidé koks psichologinis
mechanizmas gludi po rySiu tarp grésmés prasmei ir ketinimo pirkti tvary produktg —
grésmé gyvenimo prasmei padidina jauCiamg liddesj, o Sis, savo ruoztu, skatina
didesnj norg pirkti tvarius produktus. Sie rezultatai buvo replikuoti penktajame tyrime
su kitu tvariu produktu.

Uzuominy apie kilme poveikis ziediniy prekiy suvokiamai vertei ir siekiui
jsigyti, mediacija ir ribojanéios salygos. Galiausiai, treciojoje disertacijos dalyje
buvo tiriama, kaip Ziediniy produkty pristatyme pateikiamos uZuominos apie kilme
veikia vartotojy sprendimus. Buvo atlikti trys eksperimentai (6, 7 ir 8 tyrimas).
Sestajame tyrime pateikta empiriniy jrodymy, kad uzuominos apie kilme (lyginant su

ju nebuvimu) padidina prekés suvokiamg pinigine verte. Naudojant kitg produkty
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kategorijg, septintajame tyrime buvo patvirtintos Sestojo tyrimo iSvados ir parodytos
tolesnés pasekmes siekiui jsigyti. Tyrimo rezultatai atskleidé, kad uzuominos apie
kilme (lyginant su jy nebuvimu) sukuria stipresnj ry$j su savastimi, o tai savo ruoztu
didina siekj jsigyti tokiy produkty. Galiausiai, astuntasis tyrimas replikavo septintojo
tyrimo rezultatus, pademonstruodamas esminj uzuominos apie kilme poveikj siekiui
jsigyti —t. y., vartotojai siekeé jsigyti ziedinj produktg su uzuomina apie kilme labiau nei
produktg, kuris buvo be tokios nuorodos ar lyginant su kontrolinés grupés produktu.
Astuntuoju tyrimu taip pat siekta nustatyti, kokios sglygos riboja rysj tarp uzuominos
apie kilme ir siekio jsigyti ziedinj produktg. Tyrimo rezultatai atskleide, kad uzuominy
apie kilme poveikj siekiui jsigyti moderuoja jsigijimo centriSkumas. Tiksliau, Zmonés,
kuriy jsigijimo centriSkumas yra Zzemesnis, siekia tokiy produkty jsigyti labiau nei tie,
kuriy jsigiimo centriskumas yra aukstesnis. Sie eksperimentai buvo atlikti su
skirtingomis produkty kategorijomis (rakty pakabukais, Zvakémis).
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ISVADOS

Pirmoji disertacijos dalis buvo grindziama tvaraus ir Ziedinio sprendimy priémimo
srities iSvadomis. Remiantis Bruozy aktyvavimo teorija (Tett ir Burnett, 2003) kaip
teoriniu pagrindu, Siame tyrime parodyta, kaip asmenybés bruozai veikia skirtingus
tvaraus ir Ziedinio vartojimo tipus. Vienu metu vertinant jvairius bruozus, kurie atspindi
skatinimo arba prevencijos orientacijas, rezultatai rodo skirtingg jy poveik| tvariy ir
ziediniy prekiy Zenkly vartojimui. Konkreciai, rezultatai rodo, kad tvary vartojimg gali
skatinti gyvenimo prasmés pojitis ir atvirumas patir€iai. Jdomu tai, kad, nepaisant
bendro tvaraus vartojimo tikslo, susijusio su aplinkos iSsaugojimu, Ziedinis vartojimas
neturi jokio rySio su minétais bruozais ir yra skatinamas tik gyvenimo prasmés buvimo
ir dispozicinio godumo. Sis tyrimas taip pat prisideda prie tvaraus ir Ziedinio vartojimo
konceptualizavimo ir nukreipia praktikus taikyti specializuotg pozidrj inicijuojant
pokycius, susijusius su tvarumu ir ziediniu vartojimu, visuomenéje. Antroje disertacijos
dalyje daugiausia démesio skirta Prasmés palaikymo modeliui (Heine et al., 2006) ir
Diskreciyjy emocijy teorijai, o trecioje — fundamentiniam poreikiui pazinti ir suprasti
supantj pasaulj (pvz., Festinger, 1954; Fiske ir Taylor, 2013). Atlikti atuoni empiriniai
tyrimai (viena apklausa ir septyni eksperimentai), kuriy metu testuotos jvairios tvariy ir
ziediniy produkty kategorijos Jungtinéje Karalystéje. Pagrindinés Sios disertacijos
iSvados yra Sios:

1. Sios disertacijos iSvados jrodé, kad gyvenimo prasmés buvimas yra teigiamai
susijes su Ziediniy, bet ne tvariy prekiy Zenkly turéjimu. Ir, prieSingai, prasmés
gyvenime ieSkojimas teigiamai susijes su tvariy, bet ne Ziediniy prekiy Zenkly
turéjimu. Sie rezultatai atitinka ankstesnius tyrimus, rodangius, kad gyvenimo
prasme sudaro du konceptualiai skirtingi faktoriai (Steger et al., 2006), o elgesio
strategijos gali skirtis priklausomai nuo poreikio reguliuoti jausmag, kad gyvenimas
kupinas prasmeés (Pragmatiné prasmés reguliavimo teorija; van Tilburg ir Igou,
2011).

2. Sis darbas rodo, kad dispozicinis godumas teigiamai susijes su Ziediniy prekiy
Zenkly turéjimu. Tadiau ry$io su tvariy prekiy Zenkly turéjimu néra. Sie rezultatai
atitinka ankstesnes iSvadas, rodancias, kad dispozicinis godumas yra stiprus

noras jsigyti, orientuotas | maksimalios vertés siekimg (Zr. Zeelenberg ir
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Breugelmans, 2022), bei atitinka tam tikrus Ziediniy produkty savybes, kurios
susijusios su vartotojy vertés motyvacija.

Sioje disertacijoje taip pat buvo tiriama, kaip atvirumo patir&iai bruoZas yra susijes
su tvariy ir ziediniy prekiy Zenkly nuosavybe. Gauti rezultatai atitinka ankstesnius,
rodancius, kad atvirumas patirCiai yra teigiamai susijes su tvariu vartojimu (pvz.,
Lange ir Dewitte, 2019). Jdomu tai, kad tarp atvirumo patir¢iai ir ziediniy prekiy
Zenkly nuosavybés rySio néra. Dariau prielaida, kad toks rezultatas gautas dél
specifiniy ziediniy produkty savybiy (jie gaminami i$ antriniy zaliavy), taciau tam
iSsiaiskinti reikalingi tolesni tyrimai.

Siame darbe pasiiliau, kad Zmonés, susiduriantys su grésmémis prasmei, gali
bati linke jsitraukti j tvary vartojimg. Empiriniai Sio tyrimo duomenys is$ tiesy rodo,
kad kai zmonés susiduria su grésmémis jy gyvenimo prasmés pojaciui, jie yra
linke jsitraukti j tvary vartojimg. Si iSvada atitinka Prasmeés palaikymo model]
(Heine et al.,, 2006), Kognityvinio disonanso teorijg (Festinger, 1962),
Pragmatinés prasmés reguliavimo teorijg (van Tilburg ir Igou, 2011) ir Prasmés
kdrimo modelj (Park ir Folkman, 1997). Visuose Siuose modeliuose ir teorijose
kalbama apie grésmiy gyvenimo prasmés pojuciui motyvacine funkcijg: grésmes
prasmei patiriantys Zzmones yra motyvuoti atkurti prasmingo gyvenimo jausma,
net pasitelkdami kitus Saltinius nei tie, kuriems kilo grésme.

Sioje disertacijoje pasiilytas naujas mediacijos modelis, paai$kinantis, kodél
vartotojai yra motyvuoti jsitraukti j tvary vartojima. Atlikty eksperimenty rezultatai
rodo, kad neigiama liidesio emocija atlieka tarpininkaujantj vaidmenj santykyje
tarp patiriamos grésmés prasmei ir tvaraus vartojimo. Kai kyla grésmé Zmoniy
gyvenimo prasmingumo jausmui, jie jau€ia didesnj liidesj, o tai savo ruoztu lemia
didesnj norg vartoti tvariai. Teigiau, kad toks glidintis mechanizmas grindziamas
Diskreciujy emocijy teorija, teigiancia, kad diskreciosios emocijos keicia pazinimo,
vertinimo, patir€iy, elgesio ir fiziologinius procesus (zr. apzvalgg Lench et al.,
2011). Tiksliau, rezultatai rodo, kad Zmonés, patiriantys padidéjusj liidesj, kuris
atsiranda susiddrus su grésme prasmei, siekia su tuo susidoroti, ir tvarus
vartojimas laikomas vienu i$ 3altiniy, padedandiy tai pasiekti.

Sioje disertacijoje taip pat buvo tiriama, kokj poveikj uZuominos apie Ziediniy
produkty kilme turi tokiy produkty paklausai. IS tiesy Sis darbas rodo, kad tokios
uzuominos padidina suvokiamg Ziediniy prekiy pinigine verte ir siekj tokiy prekiy

jsigyti. Tokios iSvados grindZiamos ankstesniais jrodymais, kad Zmonés turi
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esminj poreikj pazinti ir suprasti juos supantj pasaulj (pvz., Festinger, 1954; Fiske
ir Taylor, 2013), o vartotojai teikia pirmenybe aiSkiems ir lengvai suprantamiems
pasirinkimams (Aaker ir Keller, 1990; Becker-Olsen ir Hill, 2006).

Siame darbe taip pat buvo siekiama paaiskinti, kodél uzuominos apie kilme
pateikimas skatina Ziediniy produkty paklausg, ir buvo tikrinamas mediacijos
modelj kur tarpininkaujan¢iu kintamuoju testuotas artumas savasties jausmui.
Hipotezé buvo suformuluota remiantis ankstesnémis ziniomis, kad individai siekia
iSplésti savajj ,as“ jgydami papildomy istekliy ir skirtingy perspektyvy (Aron et al.,
1998). Konkrediai, pasidliau, o eksperimento rezultatai parodé, kad uzuominos
apie kilme didina artuma savasties jausmui, o Sis artumas savo ruoztu lemia
didesnj siek; jsigyti ziediniy produkty.

Sioje disertacijoje buvo tiriama, ar uzuominy apie kilme poveikis siekiui jsigyti
ziediniy produkty priklauso nuo jsigijimo centriSkumo. Remiantis jrodymais, kad
zmones, kuriy materializmo rodiklis Zemas, labiau vertina savo gyvenimo tikslus
ir santykius nei patj turtg (Belk, 1984) ir kad kilmés Zinojimas gali suteikti didesnj
konteksto pojuatj, Sioje disertacijoje silloma, kad Zmonés, kuriy jsigijimo
centriSkumas zemas, tokiy prekiy norés labiau nei Zzmonés, kuriy centre yra
jsigijimai, bet ne kontekstas. I§ tiesy rezultatai rodo, kad zemesnio (bet ne
aukstesio) jsigijimo centriSkumo vartotojai labiau siekia jsigyti ziediniy prekiy, kai
apie jy kilme pateikiamos uzuominos (lyginant su prekémis, apie kurias tokiy

uzuominy néra pateikiama).



ISM UNIVERSITY OF MANAGEMENT AND ECONOMICS

Zivile Kaminskiené

CONSUMER JUDGMENT AND DECISION MAKING IN THE SUSTAINABILITY-
RELATED DOMAIN: DRIVERS FOSTERING EFFICIENT CHANGE

Summary of the Doctoral Dissertation

Social Sciences, Management, S 003

Vilnius, 2025

149



Doctoral dissertation was prepared in 2019-2025 at ISM University of Management
and Economics. Doctoral right granted to ISM University of Management and
Economics with Aarhus University (Denmark), Bl Norwegian Business School

(Norway), and University of Tartu (Estonia).

Scientific supervisor: Prof. Dr. Justina BarSyté (Vilnius University, ISM University of

Management and Economics, Social Sciences, Management — S 003).

Doctoral dissertation will be defended at the Scientific Council of Management at ISM

University of Management and Economics:

Chairperson:

Prof. Dr. Rata Kazlauskaité (ISM University of Management and Economics, Social
Sciences, Management — S 003)

Members:

Prof. Dr. Zaneta Gravelines (Kaunas University of Technology, Social Sciences,
Management — S 003)

Prof. Dr. Rutger Daniel van Oest (Bl Norwegian Business School, Norway, Social
Sciences, Economics — S 004)

Prof. Dr. AuSra Rdtelioné (Kaunas University of Technology, Social Sciences,
Management — S 003)

Assoc. Prof. Dr. Beata Seinauskiené (Kaunas University of Technology, Social
Sciences, Management — S 003)

The public defense of the doctoral dissertation will be held at 11:00 a.m., room 209,
on February 20, 2025, at ISM University of Management and Economics. Address:

Gedimino av. 7, Vilnius, Lithuania.

The summary of the dissertation was sent on January 20, 2025. The dissertation is
available at Martynas Mazvydas National Library and the library of ISM University of

Management and Economics.

150



INTRODUCTION?®

The relevance of the research. Prior literature provides evidence that
consumers' responsible consumption — consumption that considers environmental,
economic, social, and health dimensions — is complex and can be affected by multiple
psychological factors (Gifford, 2014; Van Vugt, 2009; Zaval et al., 2015). Many studies
have demonstrated that different types of responsible consumption are driven by
environmental concerns. For example, environmental concern was found to predict
ecologically conscious consumer behavior (e.g., Yarimoglu & Binboga, 2019; Kinnear
& Taylor, 1973; Roberts & Bacon, 1997; Roberts, 1996; Straughan & Roberts, 1999)
and green purchases (e.g., Albayrak et al., 2013; Bamberg, 2003; Park & Lin, 2020).
Also, environmental concern was positively linked to socially responsible consumption
behavior (e.g., Antil, 1984; Hosta & Zabkar, 2021). Yet, some more recent studies
failed to find a link between environmental concerns and responsible behavior,
indicating that more psychological mechanisms are responsible for consumer
judgment and decision-making. For example, green awareness does not always
predict the purchase intention of remanufactured products (Singhal et al., 2019), and
the environmental benefits of refurbished products do not play a primary role in
purchase decisions (van Weelden et al., 2016). In addition, some research shows that
environmental concerns do not solely drive responsible behavior but can be guided by
personally and socially driven motivations. For instance, one study found that it is not
environmental concerns but a direct benefit to the consumer that drives the willingness
to pay for products with socially responsible labels (Tully & Winer, 2014). Other studies
confirmed that consumers tend to select sustainable options to convey social status
conspicuously or to impress others (Green & Peloza, 2014; Griskevicius et al., 2010).
Self-interest motives and self-benefits frequently drive pro-environmental behaviors
(Griskevicius et al., 2012; White et al., 2019).

15 The summary is based on:

Kaminskiene, Z., Barsyte, J., Dewitte, S., & Uzdavinyte, E. (under review). The Meaningful, the Open-
Minded, or the Greedy? Diverging Effects of Distinct Traits on Sustainable and Circular Consumption.
European Journal of Marketing.

Kaminskiene, Z., Barsyte, J., Uzdavinyte, E. (under review). Through Sadness to Sustainability: How
Meaning Threat Sparks Sustainable Consumption. Organizations and Markets in Emerging Economies.
Barsyte, J., Kaminskiene, Z, Uzdavinyte, E., & Dewitte, S. (2021). Boosting circular consumption: origin cues
drive the subjective intrinsic value of used or remodeled goods. In Dewitte, S., & Botchway, E. Incentivisation
and behavioral insights methodologies. (Deliverable n°3.1). Leuven: Pop-Machina project 821479 — H2020,
37-46.
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These findings suggest that the category of responsible consumption may be too
broad to meaningfully and univocally be associated with diverse drivers. Following the
logic of domain specificity, different types of responsible consumption may be
influenced by various traits. To date, only a few studies have simultaneously
addressed the preferences for different types of responsible products and their
underlying drivers (e.g., Hosta & Zabkar, 2021; Tully & Winer, 2014). Yet, there are
multiple reasons to expect that different types of responsible consumption are
associated with different and even divergent motivators. | use sustainable and circular
brands as a case in point. | acknowledge that sustainable consumption and circular
consumption show considerable overlap. Yet, | argue that sustainable consumption is
a psychologically different type of consumption than circular consumption, thus, the
underlying traits and judgment and decision-making may also differ. Specifically,
sustainable consumption brings many social benefits by providing access to basic
services, green and decent jobs, and a better quality of life for everyone, contributing
to the reduction of economic, environmental, and social costs in the future,
strengthening economic competitiveness, and alleviating poverty (Ritchie & Mispy,
2018). Meanwhile, circular consumption has a narrower resource conservation aim
and involves “sharing, leasing, reusing, repairing, refurbishing and recycling existing
materials and products as long as possible,” so the life cycle of products would be
extended (EP, 2022; see also Geissdoerfer et al., 2017). In some cases, products are
considered to be sustainable, although they are produced not according to circularity
principles, e.g., greater sustainability in producing red meat may be achieved by
introducing sustainable practices increasing eco-efficiency (e.g., changing animals’
diet, so it would be of higher-energy, grain-based which in turn leads to lower methane
emissions) or ensuring gender equality, worker safety, etc. A circular approach, on the
other hand, would focus on creating a meat substitute from plants, ensuring losses of
materials prevention. Furthermore, even though sometimes circular products are
considered to be a form of sustainable consumption, efforts to achieve circularity do
not always guarantee sustainable results. A recent study pointed out that circular
products may also be unsustainable, e.g., when producing products from harmful
secondary materials such as polymers that incorporate hazardous additives (Blum et
al., 2020).
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This dissertation aims to address the questions related to drivers fostering efficient
change in the sustainable consumption domain. For this aim, this work focuses on
three levels: (1) analyzes sustainable and circular consumption simultaneously, then
(2) delves deeper into consumer judgment and decision-making regarding sustainable
products and, lastly, (3) into consumer judgment and decision-making regarding
circular products.

First, this dissertation aims to expand knowledge by highlighting the role of
specific underlying traits that possibly drive sustainable and circular consumption in
different ways. In this research, | argue that the differences in the scope of aim and
different features of sustainable and circular products are linked to different individual
orientations and, therefore, will be driven by different traits. These questions are
investigated in the first study.

Moreover, the second set of questions of this dissertation is related to consumer
judgment and decision-making regarding sustainable products. More particularly, this
dissertation aims to explain the underlying mechanism of the negative emotion of
sadness. Emotions influence what we think and how we do it— our attention,
perception, memory, physiological state, mood, as well as our goals and behaviors
(Cosmides & Tooby, 2000). As such, emotions facilitate adaptation to the environment
and serve important psychological functions (Salerno et al., 2014). Emotions help us
understand goals, solve problems, protect our health, strengthen resilience, create an
attachment to other people, and guide the behavior of groups, social systems, and
nations (Pekrun et al., 2002). Research has mostly addressed the bright side of
positive emotions and has shown that positive emotions expand a person’s cognitive
domain and thus nurture personal resources (Fredrickson, 2013). Furthermore,
positive emotions can provide long-term benefits in important areas, including work,
physical health, and relationships (Armenta et al., 2017). However, another stream of
studies provides evidence that negative emotions can also serve a positive function
and have a motivating effect (Forgas, 2013), leading to more cautious, calculated
behavior (Tan & Forgas, 2010), indicating a need to take concrete action to deal with
the situation in accordance with existing social norms (Tan & Forgas, 2010). For
instance, a sense of guilt is a negative feeling people experience when they reflect on
past behaviors and realize that their behavior does not fit their personal goals, norms,
or standards (Baumeister & Leary, 1995; Tangney & Dearing, 2002). Studies show

that guilt activates the desire to deal with this stressful situation by correcting past
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behaviors and situations (Lazarus & Folkman, 1984; Skinner & Brewer, 2002). In this
specific case, a sense of guilt activates focus on a problem — people try to improve
their environment and their well-being (Antonetti & Maklan, 2014; Lazarus, 1993).
Research on regret focuses primarily on reducing probable regret through
conventional means (Inman & Zeelenberg, 2002). Fear motivates preventively caring
for health (Consedine et al., 2004), and improves driver safety (Lewis et al., 2007).
Interestingly, prior research suggests that in some cases, negative rather than positive
emotions can be more effective (e.g., changing target behavior when emotions and
moods are not only destructive but also constructive; Shuman et al., 2018). If sadness
can offer new ways to acquire meaning in the consumption domain, such meaning can
be obtained by making more sustainable choices. Recent research, indeed, shows
that sadness evoked by reminders of social norms can lead to more sustainable
behaviors, such as using an energy footprint calculator or donating larger sums for
specific environment-related projects (Schwartz Perlroth & Loewenstein, 2017). |
argue that meaning threats will increase sadness, which, in turn, will act as a
mechanism for restoring the desired state by experiencing a greater desire to purchase
sustainable products. To test this notion, | employ the second set of four experimental
studies (Study 2, Study 3, Study 4, and Study 5).

Lastly, the third set of questions aims to investigate consumer judgment and
decision-making regarding circular products. Prior research on circular decision-
making has primarily focused on the seller’s side, for example, how consumers give
away or sell used goods to other consumers (e.g., Brough & Isaac, 2012; Donnelly et
al., 2017); how they part with identity-linked products (e.g., Trudel et al., 2016); how
different traits, norms or convenience drive recycling intentions (e.g., Ebreo & Vining,
2001; Goldstein et al., 2008; McCarty & Shrum, 2001). While understanding why
people recycle is important, it provides only part of the whole picture explaining circular
choices. This dissertation argues that it is equally important to gain a deeper
understanding of why and when already recycled (used or remodeled) goods are
acquired and how to increase the demand for these goods. If, in general, demand is
driven by the value of a good, how is this value of used or remodeled goods perceived?
First intuition suggests that, because of previous usage by others, used or remodeled
goods should be seen as having a lower intrinsic value in comparison to regular goods.

Yet, the contrary is also possible — under certain conditions, the intrinsic subjective
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value of used or remodeled goods may be increased because of unique properties
that are only present for such goods. In contrast to new goods, used or remodeled
goods may possess characteristics that can be reflected in informational stimuli
signaling the origin of the good connected to a certain place. In this dissertation it is
proposed that such origin cues represent a neglected yet powerful driver of consumer
behavior — simply knowing the origin may change the subjective intrinsic value of used
or remodeled goods. The current project seeks to advance theoretical knowledge and
understanding by identifying the novel psychological mechanisms that determine how
and under what conditions origin cues help the appeal of used or remodeled goods
and so may drive the success of circular consumption. Therefore, the last set of
experimental studies (Study 6, Study 7, and Study 8) addresses these questions.

The gaps in the research area. While previous research shows the importance
of understanding traits towards responsible consumption in general, currently available
insights are limited, as previous studies do not examine whether traits differ for
different types of responsible consumption at once. Previous work has suggested that
underlying traits are the same for circular and sustainable choices. Only recently it was
pointed out that specific characteristics of circular products distinguish them from
sustainable ones and that these two types of responsible consumption should be
considered distinct categories; therefore, drivers also can vary (Pretner et al., 2021).
However, to date, no research has tested whether certain traits predict sustainable
and circular consumption similarly in one dataset. Moreover, previous research
focused on measuring intentions, and research has documented that on the surface,
consumers may feel positive and intend to buy sustainable brands but do not follow
up when it comes to actually buying such brands (e.g., White et al., 2019). In this
dissertation, | aim to grasp actual consumption by measuring ownership of sustainable
and circular brands.

Next, previous research has investigated such constructs as meaning in life,
openness to experience, and dispositional greed, however, the research was
performed not in the sustainability-related domain, or the findings are mixed. Further,
prior research has dedicated a lot of attention to how various positive and negative
emotions affect behavior. However, the role of negative emotion of sadness remains
poorly understood as previous findings are mixed, and the relationship between

meaning threats and sustainable consumption has not been studied at all.
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Further, to date, a mere handful of studies have examined perceptions of single,
particular exemplars of circular products: recycled and upcycled products (Kamleitner
et al., 2019), re-used products (Hazen et al., 2017); remanufactured products (Guide
Jr. & Li, 2010; Michaud & Llerena, 2010), refurbished products (Harms & Linton, 2016;
van Weelden et al., 2016). Moreover, the research so far has been overwhelmingly
descriptive: merely documenting mostly negative outcome variables such as
consumer avoidance. For instance, several studies suggest that people avoid buying
reused products (Hazen et al., 2017) and tend to pay less for products that are
remanufactured or refurbished (Abbey et al., 2015; Harms & Linton, 2016; Michaud &
Llerena, 2011). Previous findings explaining underlying reasons and boundary
conditions for circular consumption show that consumers are concerned about the
quality and reliability of reused goods (Bundgaard & Huulgaard, 2019; Harms & Linton,
2016). Environmentally sustainable and remanufactured products are often rejected
because of an association with perceived higher risks (van Weelden et al., 2016) or
disgust caused by physical contact with a previous owner (Abbey et al., 2015). Yet, a
clear understanding of what antecedents predict and proactively drive circular
consumption is missing from the scientific literature.

Research problem: (a) a lack of understanding of how different traits are related
to different forms of responsible consumption, i.e., consumer judgment and decision-
making regarding sustainable and circular brands; (b) a lack of knowledge of how the
negative emotion of sadness elicited from experienced meaning threat affects
consumers’ decisions in the sustainability domain; and (c) a lack of knowledge of why
and under what conditions consumers make positive decisions regarding circular
products when origin cues of such products are present (vs. absent).

This research aims (1) to test how the same traits are related to ownership of
sustainable and circular products; (2) to analyze whether meaning threat causes the
emotion of sadness and how sadness affects willingness to consume sustainably; and
(3) to investigate the role of origin cues in steering consumer decision making
regarding circular products. More precisely, to research what spill-over effect the
presence of origin cues (versus absence) has, how it affects the desirability of circular
products, and what boundary conditions are.

Research objectives:

e To analyze the academic literature on sustainable decision-making.
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e To analyze the academic literature on different orientations such as collective
benefitting, self-benefitting, and cognitive flexibility, how they correspond to such
motivational traits as meaning in life, dispositional greed, and openness to
experience, and what relationships they might have with sustainable and circular
consumption.

e To analyze the relationships between meaning threats, sadness, and sustainable
consumption.

e To analyze the relationships between origin cues and perceived monetary value,
connection with the sense of self, desirability for circular products, and acquisition
centrality.

e To develop the methodology for testing the proposed hypotheses.

e To perform the empirical research and analyze the obtained data.

e To compare the findings of conducted empirical research to the ones of existing
research in the field.

e To provide managerial implications, indicate research limitations and implications
for future research.

Scientific contribution. This dissertation contributes to the existing scientific
literature as it provides a refined conceptualization of sustainable and circular
consumption by exploring their overlapping and distinct aspects. This work also shows
that sustainable and circular consumption may be influenced by different traits in
diverging ways. Drawing on the Trait Activation Theoretical framework, | suggest that
sustainable and circular consumption types signal different features that correspond
to distinct traits. Next, this dissertation deepens the understanding of the complexity
of different traits in predicting sustainable and circular consumption, highlighting their
nuanced effects on different consumption types. Further, previous research has
documented the intentions-behavior gap — that is, consumers may report positive
intentions toward responsible consumption but do not follow up when it comes to
actually buying responsible brands (e.g., White et al., 2019). Therefore, in this
research, | focus on studying ownership of brands, defined as “the state or fact of
owning something” (Cambridge University Press, n.d.a), and thus contribute to prior

work providing a thorough picture of responsible consumption?6,

16 Note that ownership is a prerequisite of consumption that is a broader term encompassing all behavioral
outcomes linked to “the process of buying and using goods, or the amount that is bought and used”
(Cambridge University Press, n.d.b).
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This dissertation also expands knowledge about the negative emotion of sadness
and shows its previously not studied motivational role towards responsible behavior,
i.e., sustainable consumption. Although one stream of the literature highlights the
directing role of sadness towards compensatory consumption, which brings negative
consequences (e.g., Allard & White, 2015), this work shows that such frequently felt
emotion, in some cases, can actively direct people to positive behavior, i.e.,
sustainable consumption. Further, prior studies researching how people cope with
meaning threats have indicated many ways to reinstate the sense of life being full of
meaning. However, to my best knowledge, this research is the first one showing the
link between meaning threats and sustainable consumption.

Moreover, this dissertation advances theoretical knowledge by identifying the
psychological mechanisms that determine how and under what conditions origin cues
help the appeal of used or remodeled goods and so may drive the success of circular
consumption. This is one of the first works to explore how to increase the demand for
remodeled or used goods by exploring their intrinsic characteristics as a resource,
increasing the value of the good (for an exception, see Kamleitner et al., 2019).
Contrary to the large stream of previous studies, this research shows that consumers
can desire more used or remodeled goods when certain aspects inherent in such
goods are highlighted (i.e., origin). Next, this current research provides evidence that
used or remodeled goods have the potential to have higher subjective intrinsic value
compared to new goods. Moreover, research findings add to the literature on circular
consumption by showing that origin cues drive the subjective intrinsic value of used or
remodeled goods via the underlying mechanism of connection with the self — a
mediator that has not been researched in the context of circular choices. As well,
provides evidence on the novel boundary condition as the documented effects are
particularly present for consumers who are centered on the relationships and the
surrounding context but not on acquisitions themselves — people scoring lower on the
acquisition centrality. Overall, the results of this dissertation contribute to a better
understanding of how to boost circular consumption and increase the demand for used
or remodeled goods by highlighting certain aspects inherent in such goods.

Relevance to practice. The findings of this dissertation may help to address
actual social and economic problems that sustainable and circular consumption

address (e.g., improving quality of life, strengthening health, safety, diversity, human
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rights, equitable labor practices, reducing waste, and benefiting the environment in
other ways, etc.). Indeed, consumers are considered to play a central role in
sustainable development as they determine the demand for sustainable production
(OECD, 2008); thus, understanding how to encourage people to consume sustainably
and circularly is of utmost importance. The findings of the current work provide insights
on how to boost the demand for sustainable and circular products, a deeper
understanding of how to target consumers, how to develop effective communication
and education programs, give general guidelines on how to encourage people to make
better choices. Most importantly, the results show that not always the same tactics can
be effective when encouraging sustainable and circular consumption, and an individual
approach to these consumption forms is needed. Such insights are relevant for policy-
makers, as well as public and private organizations aiming to shift consumption
towards more sustainable and circular.

Limitations of the dissertation and directions for future research. While the
data of the first survey offers highly externally valid findings for indicating diverging
effects of distinct traits on ownership of sustainable and circular brands, future
research might consider isolating and testing underlying effects using experimental
design in more controlled lab settings and also investigate boundary conditions.
Further, future studies could also estimate the generalizability of the findings and test
other forms of sustainable and circular consumption (e.g., collaborative consumption)
or highlight other benefits of the products. Also, to test propositions in other contexts,
e.g., with vulnerable, resilient, and hesitant regarding the transition to more sustainable
consumption consumers. Moreover, future studies could also provide more insights
into the underlying mechanism of effects, adding parallel mediators and expanding
knowledge about other boundary conditions for proposed models. As well, field studies
could observe actual consumer behavior in real-life settings.

The structure of the dissertation. This dissertation consists of seven main
chapters. In the first chapter, an overview of sustainable decision-making literature is
provided. In this chapter, sustainable and circular consumption are conceptualized,
and then the drivers of these two consumption forms are analyzed. Further, the second
chapter aims to review the literature and develop research hypotheses related to the
diverging effects of distinct traits on sustainable and circular decision-making. As the
second chapter discusses the role of traits in sustainable and circular consumption

and provides the theoretical framework for the activation of different traits in
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encounters with different products, the third and fourth chapters are dedicated to
separate research of these two responsible consumption forms. More precisely, the
third chapter is dedicated to reviewing the literature and developing research
hypotheses for meaning threats, the mediating role of sadness, and sustainable
decision-making, and the fourth to the importance of origin cues in the circular
consumption domain. Further, the fifth part of this dissertation describes the research
methodology applied. Also, this chapter presents the findings of empirical research
conducted, including hypothesis testing. The sixth chapter represents the general
discussion of the dissertation and provides a representation of the findings, scientific
contribution, theoretical and managerial implications, limitations, and future research
directions. Lastly, the seventh chapter presents the main conclusions of this
dissertation.
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BRIEF OVERVIEW OF THE DISSERTATION CONTENT

Diverging effects of distinct traits on sustainable and circular decision-making

At first sight, sustainable consumption and circular consumption definitions might
show considerable conceptual overlap. They both focus on minimizing environmental
impact, emphasizing efficient use of resources, avoiding waste, and preserving
resources for future generations. However, | argue that despite sharing several
common goals, sustainable consumption and circular consumption differ in their (1)
scope, (2) focus, and (3) orientation. Building on the highlighted differences,
sustainable consumption is defined as the consumption of products that seek to
provide a broader scope of environmental, social, and economic benefits and are
linked with a more abstract, intangible focus and promotion orientation to improve the
well-being of our planet. Circular consumption is defined as the consumption of
products that seek to ensure a narrow scope of resource conservation and are linked
with more tangible benefits and cost-efficiency focus and prevention orientation to
improve the well-being of our planet.

The conceptual framework applied in the first research of this dissertation was
inspired by the Trait Activation Theory (Tett & Burnett, 2003). This theory examines
how traits interact with situations and highlights that the same situation can impact
individuals differently based on their distinct trait levels. Depending on the situation
stimuli, the effect of the trait might be amplified or suppressed (Tett & Burnett, 2003).

Drawing on the rationale of the Trait Activation Theory, in this work, the situations
are linked to encounters with different products, and it is expected that trait-relevant
forms of consumption have an effect on behavior. More precisely, | propose that
specific traits might be triggered by certain features of sustainable and circular
consumption, which lead to engagement or withdrawal in both or one of these
consumption forms. For instance, in line with the conceptualization of sustainable and
circular consumption, | expect that if a sustainable product signals social benefits (e.g.,
producers’ obligations regarding animal welfare or hiring employees from vulnerable
and underserved communities), individuals distinguished by traits valuing attempts
(e.g., altruism, empathy), might positively react to these signals. The same applies to

circular consumption: if a circular product highlights a lower price, it might become a
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positive stimulus for individuals who may be described as frugal and negative for those
who score high as status-seeking.

The current research aims to expand knowledge by highlighting the role of three
specific underlying traits that possibly drive sustainable and circular consumption in
different ways: meaning in life (both striving towards it and its presence), dispositional
greed, and openness to experience. Linking traits with the conceptual definition of
sustainable and circular products, | aim to explore traits that fundamentally differ in
their promotion vs. prevention orientation. Specifically, meaning in life, as well as
openness to experience, represent promotion-focused motivation (see Higgins, 1997,
Miao & Gan, 2020; Vaughn et al., 2008). On the contrary, dispositional greed
exemplifies prevention orientation (see Higgins, 1997; Holt & Laury, 2002; Krekels &
Pandelaere, 2015). As these traits are conceptually linked with either promotion or
prevention focus, | expect them to sensitively grasp the non-overlapping differences

between sustainable and circular consumption.

Meaning threats, mediating role of sadness, and sustainable decision-making

Prior research has investigated how people deal with meaning threats. For
instance, the Pragmatic Meaning Regulation Theory (van Tilburg & Igou, 2011)
proposes that people striving to regain or strengthen their sense of meaning are more
attuned to potential behavioral strategies that can regulate their meaning. Next,
according to the Meaning Making Model (Park & Folkman, 1997), meaning threats are
understood as discrepancies in perception between specific instances and general
orienting systems. These discrepancies lead to distress and motivate to reduce those
discrepancies (Park, 2013). Moreover, the Meaning Maintenance Model states that
when people face a meaning threat in one domain, they may seek to restore their
sense of meaningfulness by engaging in activities even in unrelated areas (Heine et
al., 2006). This model has focused on specific meaning frameworks such as self-
esteem, certainty, affiliation, and symbolic immortality and argued if one is threatened,
another one can provide meaning interchangeably (Heine et al., 2006). Moreover,
Zhang et al. (2019) pointed out that it is too painful to admit meaninglessness; thus,
people start actively searching for confirmations that life has meaning after facing
meaning threats. Such mechanism might be explained by the Cognitive Dissonance

Theory (Festinger, 1962), revealing individuals’ flexibility regarding various sources of
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meaning: if one domain does not provide meaning in life anymore, alternatives start
becoming more important (Zhang et al., 2019). In sum, all these models and theories
refer to the motivational function of meaninglessness.

As exposure to meaning threats means experiencing self-discrepancy, it can
produce negative emotions (Higgins, 1987; Packard & Wooten, 2013). Previous
research has shown the link between various meaning threats and negative emotions.
If the sense of meaning in life is threatened, individuals lose a sense of purpose,
agency, and value in life (Heintzelman & King, 2014). Respectively, when a person
learns about the loss (e.g., a goal or valued aspect of the self), this is a moment when
the emotion of sadness arises, and this is one of the features that makes sadness
different from other overlapping emotions such as anger, anxiety, or yearning
(Dalgleish & Power, 2000; Freed & Mann, 2007). Sadness has specific properties that
offer the potential for positive outcomes. Sadness is associated with the feeling of
losing an irretrievable thing (e.g., the loss of a loved one). It is the combination of loss
and helplessness that determines compensatory tendencies (Garg & Lerner, 2013).

One of the ways how people strengthen their sense of meaning in life is by
engaging in some forms of responsible behavior, such as volunteering, spending
money to benefit others (Klein, 2017), and pro-environmental actions (Jia et al., 2021).
In this dissertation, | suggest that meaning threat might also increase the purchase
intention of sustainable products. Moreover, if exposure to meaning threat increases
sadness, and if sadness can offer new ways to acquire meaning in the consumption
domain, such meaning can be obtained by making more sustainable choices. Recent
research, indeed, shows that sadness evoked by reminders of social norms can lead
to more sustainable behaviors (Schwartz Perlroth & Loewenstein, 2017). | argue that
meaning threats will increase sadness, which, in turn, will act as a mechanism for
restoring the desired state by experiencing a greater desire to purchase sustainable

products.
Importance of origin cues in the circular consumption domain
People have a fundamental need for knowing and understanding the surrounding

world (e.g., Festinger 1954; Fiske & Taylor, 2013) and consumers prefer choices that

are clear and easy to comprehend (Aaker & Keller, 1990; Becker-Olsen & Hill, 2006).
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This is exactly what origin cues can provide consumers as they constitute an additional
source of information about where a good is coming from. Furthermore, being
informational type of cues, origin cues also make goods easier to understand. Thus,
knowing an origin provides an additional piece of information and an elevated sense
of knowledge. As a result, | expect that people would value more goods with origin
cues (vs. no origin cues).

Individuals seek to expand one's self by acquiring additional resources and
different perspectives (Aron et al., 1998). Such expansion may also be done by
incorporating goods in the self (e.g., Batra et al., 2012; Trump & Brucks, 2012; Escalas
& Bettman, 2003; Reimann & Aron, 2009). Drawing on these findings, | argue that
goods with origin will possess greater potential of providing self-expansion because
they facilitate the perception of having access to additional resources (e.g., Reimann
etal., 2012). Previous research also suggests that objects may become part of the self
through knowing that an object originates from particular places or settings (Belk,
1988). If origin cues are knowledge-based informational cues that connect us to
valuable and important places, it stands to reason that remodeled and used goods
with origin (vs. without origin) might constitute bigger parts of our sense of self. In turn,
connection to the sense of self will mediate the effects of origin on desirability because
people prefer goods with which they can identify (e.g., Perkins & Forehand, 2012;
Reed et al., 2012). Thus, it is expected that a greater sense of connection to the self
would increase the desirability of goods with origin cues as compared to goods without
an origin cue.

Furthermore, | argue that the effects of origin on desirability will not be equally
pronounced for different consumers. Rather, origin cues will lead to greater desirability
for consumers who focus on goods as a resource for obtaining a sense of connection.
Thus, individual differences in the extent to which people place possessions and their
acquisition at the center of their lives will moderate the effects of origin on desirability.
Such differences are captured by the acquisition centrality factor of the materialism
construct (Richins & Dawson, 1992). People who put their acquisitions of material
goods at a central place in their lives believe that those goods are the greatest sources
of satisfaction (Belk, 1984), helping them to achieve desired states (Fournier &
Richins, 1991). Meanwhile, people who score low on materialism value their life goals
and relationships more than their possessions (Belk, 1984). If knowing an origin can

provide a greater sense of context, then it is reasonable to expect that people who

165



score low on acquisition centrality would desire such goods more than people who are

centered on acquisitions but not on the context.
Figure 16. The conceptual model of empirical research
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Research methodology and key research findings

In this dissertation, two different quantitative research methods were employed.
For the first set of questions, which aimed to research both sustainable and circular
consumption in one dataset, a survey was conducted (Study 1), and structural
equation modeling as the main statistical analysis method for the data of this study
was applied. Such analysis was chosen as it allows the examination of complex
relationships by simultaneously rigorous assessment of measurement validity (Beran
& Violato, 2010). Further, for testing hypotheses addressed to explain underlying
mechanisms for sustainable and circular consumption separately, researching the
causality was a necessity; thus, experiments were conducted (Study 2-8). This
research method is the major one for making causal inferences (Cook et al., 2002). In
sum, eight studies were carried out in order to address research questions: one survey
and seven between-subjects design experiments. All studies were conducted online
using the professional research platform Prolific Academic, where 2254 British citizens

were recruited in return for a small monetary reward. Studies addressed both
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ownership of sustainable and circular brands and intentions to consume sustainable
and circular products. Also, various product categories were tested.

Meaning in life, dispositional greed, openness to experience, and ownership
of sustainable and circular brands. From the theoretical point of view, the first part
of the dissertation (Study 1) aimed to simultaneously observe how different traits, such
as meaning in life (both striving towards it and its presence), dispositional greed, and
openness to experience, are linked to ownership of sustainable and circular brands.
The results of Study 1 show that searching for meaning in life is positively related to
ownership of sustainable brands, but there is no relationship between the presence of
meaning in life and ownership of such brands. Moreover, the presence of meaning in
life is positively related to the ownership of circular brands, however, there is no
relationship between searching for meaning in life and ownership of such brands. Next,
there is no significant relationship between dispositional greed and ownership of
sustainable brands; however, dispositional greed is positively related to ownership of
circular brands. Finally, the results of Study 1 reveal that openness to experience is
positively related to ownership of sustainable brands; however not to ownership of
circular ones.

Meaning threat, negative emotion of sadness, and sustainable
consumption. The second part of the dissertation has a set of four experiments (Study
2, Study 3, Study 4, and Study 5) which are grounded on the Meaning Maintenance
Model (Heine et al., 2006) and the Discrete Emotion Theory. These experiments
explored the mediating role of the emotion of sadness in the relationship between
meaning threat and sustainable consumption. Study 2 showed that when people face
a threat to their feeling of life being full of meaning (vs. control), the emotion of sadness
increases. Further, Study 3 tested the main effect of the direct path and revealed that
people exposed to meaning threat (vs. control) are willing to buy sustainable products
more. Moreover, Study 4 revealed an underlying mechanism between meaning threat
(vs. control) and purchase intention of a sustainable product. More particularly, the
findings showed that meaning threat (vs. control) increases the extent of sadness felt
and, in turn, leads to a greater intention to purchase sustainable products. These
results were replicated in Study 5 with a different sustainable product.

Origin cues effect on perception of the monetary value and desirability of
circular goods, underlying process and boundary conditions. Lastly, the third part

of the dissertation explored how adding origin cues when presenting circular products
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affects consumers’ decision-making. Three experiments were conducted (Study 6,
Study 7, and Study 8). Study 6 provided empirical evidence that origin cues (vs. no
origin cues) increase the perceived monetary value of a good. Using a different product
category, Study 7 corroborates the findings of Study 6 and showed the downstream
consequences on desirability. Furthermore, it demonstrated the robustness of the
propositions by conveying that origin cues (vs. no origin cues) elicit a greater
connection with the self and, in turn, lead to more desirability compared to products
with no origin cues. Finally, Study 8 replicated the findings of Study 7 by showing the
existing main effect of origin cue on desirability, i.e., the circular product with origin
present is more desirable compared to the product without origin cue or the product of
the control group. Study 8 also aimed to set the boundary conditions of the relationship
between circular goods with origin cues present (vs. absent) and desirability. The
findings of Study 8 also showed that origin effects on desirability are moderated by
acquisition centrality. More particularly, people who score lower on acquisition
centrality experience elevated levels of desirability compared to people who score
higher on acquisition centrality. These experiments tested propositions across different

product categories (keychain, candles).
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CONCLUSIONS

The first part of the dissertation was built on the findings in the sustainable and
circular decision-making domain. Drawing on the Trait Activation Theory (Tett &
Burnett, 2003) as a theoretical framework, the current study demonstrates how traits
affect different types of sustainable and circular consumption. Simultaneously
evaluating a range of traits, representing promotion and prevention orientations, the
findings show their diverging effects on the consumption of sustainable and circular
brands. Specifically, the results demonstrate that sustainable consumption may be
boosted by the sense of meaning in life and openness to experience. Interestingly,
despite the shared aim of sustainable consumption regarding environmental
conservation, circular consumption has no relationship with the mentioned traits and
is driven only by the presence of meaning in life and dispositional greed. This research
also contributes to the conceptualization of sustainable and circular consumption and
directs practitioners to apply a specialized approach when initiating societal changes
linked to sustainability and circularity. The second part of the dissertation focused on
the meaning maintenance model (Heine et al., 2006) and the discrete emotion theory,
and the third one on the fundamental need for knowing and understanding the
surrounding world (e.g., Festinger, 1954; Fiske & Taylor, 2013). Empirical research
was conducted with eight studies (one survey and seven experiments) exploring
different sustainable and circular product categories in the United Kingdom. The main
conclusions of this dissertation are the following:

1. The findings of the current dissertation provided evidence that the presence of
meaning in life is positively related to the ownership of circular but not sustainable
brands. In contrast, searching for meaning in life has a positive relationship to
ownership of sustainable but not circular brands. These findings are in line with
previous work, showing that meaning in life consists of two conceptually different
facets (Steger et al., 2006), and the behavioral strategies might vary depending
on the need to regulate the sense of life being full of meaning (the Pragmatic
Meaning Regulation Theory; van Tilburg & Igou, 2011).

2. The current work shows that the trait of dispositional greed is positively related to
the ownership of circular brands. However, there is no link to ownership of

sustainable ones. These results are in line with previous findings showing that
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dispositional greed represents a strong acquisitiveness drive with maximum value
orientation (see Zeelenberg & Breugelmans, 2022) and corresponds to certain
features of circular products referring to consumers' value-related motivation.
The current dissertation also explored how the trait of openness to experience is
related to the ownership of sustainable and circular brands. The findings are in
line with previous ones showing that openness to experience is positively related
to sustainable consumption (e.g., Lange & Dewitte, 2019). Interestingly, there is
no relationship between openness to experience and ownership of circular
brands. | presumed that such a result was produced because of specific features
of circular products (they are produced from secondary materials), however,
further research is needed to sort that out.

In this work, | proposed that people exposed to meaning threats might be prone
to engage in sustainable consumption. The empirical evidence of this research
indeed shows that when people face threats to their sense of life being full of
meaning, they are willing to engage in sustainable consumption. This finding is in
line with the meaning maintenance model (Heine et al., 2006), as well as with the
cognitive dissonance theory (Festinger, 1962), the pragmatic meaning regulation
theory (van Tilburg & Igou, 2011), and the meaning-making model (Park &
Folkman, 1997). All these models and theories refer to the motivational function
of threats to the sense of meaningful life: people experiencing meaning threats
are motivated to reinstate the sense of life being full of meaning even using other
sources than those that were threatened.

The current dissertation proposed a novel underlying mechanism for why
consumers are motivated to engage in sustainable consumption. The results of
conducted experiments show that the negative emotion of sadness performs a
mediating role in a relationship between experiencing meaning threats and
sustainable consumption. When people’s sense of life being meaningful is
threatened, they feel a greater extent of sadness, which, in turn, leads to an
increased willingness to consume sustainably. | argued that such an underlying
mechanism is based on the discrete emotion theory stating that discrete emotions
make changes in cognitive, judgmental, experiential, behavioral, and
physiological processes (see Lench et al., 2011 for review). More precisely,

results show that people experiencing elevated sadness, which occurs after facing



a meaning threat, aim to cope with it, and engagement in sustainable consumption
is perceived as one of the sources of that.

This dissertation also investigated how providing origin cues about circular
products impacts the demand for such products. Indeed, this work shows that
such origin cues increase the perceived monetary value and desirability of circular
goods. Such findings are based on the evidence that people have a fundamental
need to know and understand the surrounding world (e.g., Festinger, 1954; Fiske
& Taylor, 2013), and consumers prefer choices that are clear and easy to
comprehend (Aaker & Keller, 1990; Becker-Olsen & Hill, 2006).

The current work also aimed to explain why providing origin cues drives the
demand for circular products and tested the mediating role of closeness to the
sense of self. The proposition was formulated building on the prior knowledge that
individuals seek to expand one's self by acquiring additional resources and
different perspectives (Aron et al., 1998). Specifically, | proposed, and the results
of the experiment showed that origin cues increase the closeness to the sense of
self and, in turn, this closeness leads to greater desirability of circular good.

This dissertation investigated whether the effect of origin cues on desirability
depends on the acquisition centrality. Based on the evidence that people, who
score low on materialism, value their life goals and relationships more than
possessions themselves (Belk, 1984) and that knowing an origin can provide a
greater sense of context, this dissertation proposed that people who score low on
acquisition centrality would desire such goods more than people who are centered
on acquisitions but not on the context. Indeed, results show that lower-acquisition
centrality consumers (but not higher-acquisition centrality consumers) have a

greater desirability for circular goods with origin cues (vs. no origin cues).
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Appendix 1

APPENDIXES

Study 1 questionnaire

INFO 1. Welcoming, instructions, and consent form.

Please indicate your nationality:

British

Other [screen out]

INFO 2. Let’s start with the first part of the survey.

Please note which of the following brands you have bought over the last year (by

ticking the boxes below) [randomized order in each category]

| Sustainable | Regular | Circular
FOOD

Coffee Cafédirect, Taylors of Kenco, Nescafe instant
Harrogate ground coffee, | coffee, Starbucks (from a
Percol non-Starbucks shop and

a Starbucks shop)

Ice-cream Yeo Valley Organic ice Magnum, Cadbury's ice
cream, Roskilly's ice cream, Haagen-Dazs Ice
cream, Mackie's organic | Cream
dairy ice cream

Tea The London Tea, Lipton tea, Twinings tea,
Company tea, Cafedirect | Tetley tea
tea, Clipper tea

Chocolate Montezuma's organic Cadbury's chocolate,
chocolate, Tony’s Milka chocolate,
Chocolonely chocolate, Sainsbury's chocolate
Seed and Bean
chocolate

HOUSEHOLD GOODS

Laundry detergents Ecover laundry Surf laundry detergent,
detergent, Bio-D laundry | Persil laundry detergent,
detergent, Greenscents Woolite laundry liquid
laundry detergents

Toilet paper Who Gives a Crap Tesco toilet paper,
Recycled Toilet Paper, ASDA Shades toilet
Ecoleaf recycled toilet paper
paper
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Cleaning products

Bentley Organic
cleaners, Sonett
cleaners, Method
household cleaners

Domestos cleaners, Cif
household cleaners,
Vanish cleaning products

Fill, Clean Living,
Elmkind

COSM

ETICS

Shampoo

Lush shampoo bars,
Faith in Nature liquid &
bar shampoo, Green
People shampoo

Head & Shoulders, Dove
shampoo, TRESemme

by Humankind, Fill,
Acala

Skincare products

Lucy Bee, ATTITUDE,
Queenie Organics

Kiehl's, Vaseline, Garnier

Proverb Natural
Refillable Deodorant,

vegan shoes, Po-Zu
shoes, Freerangers

Timberland shoes and
boots, Crocs shoes,
Clarks footwear

Milly & Sissy
Toothpaste Georganics, Ecoliving Aquafresh toothpaste, Unpaste Zero Waste
toothpaste tabs, Colgate toothpaste, Toothpaste Tablets
Truthpaste Sensodyne toothpaste
CLOTHING
High Street Clothes Nobody's Child clothing, | Primark clothing, Next Patagonia clothing, MUD
Shops COS clothing, H&M clothing, Amazon Jeans, Napapijri, Vinted,
clothing, Reformation clothes, Pretty Little A.BCH, The R Collective,
Thing OhSevenDays (only for
women), Naz, Loop
Swim, Deadwood,
Ecoalf, Whimsy + Row,
ARIELLE (only for
women), 337 BRAND,
tonlé
Shoes Blackspot boots, Wills Hush Puppies shoes, Salubata, Etiko, Funky

Kalakar, Adidas
UltraBoost DNA Loop
shoes, Thousand Fell,
Rothy’s

VARIOUS THINGS

Various things

Relicplastic, BEEN
London, IKEA's second-
hand store (the buyback
and resell service),
Naturalmat

INFO 3. You have completed the first part of the questionnaire. Now you will be asked

to answer questions about yourself.

The Meaning in Life Questionnaire (Steger et al., 2006)

Please take a moment to think about what makes your life and existence feel important

and significant to you.

Please respond to the following statements as truthfully and accurately as you can,

and also please remember that these are very subjective questions and that there are
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no right or wrong answers. Evaluate by using a seven-point scale where
1 = “absolutely untrue”, 7 = “absolutely true.”

1. I understand my life’s meaning.

2. I am looking for something that makes my life feel meaningful.

3. I am always looking to find my life’s purpose.

4. My life has a clear sense of purpose.

5. I have a good sense of what makes my life meaningful.

6. | have discovered a satisfying life purpose.

7. 1 am always searching for something that makes my life feel significant.

8. | am seeking a purpose or mission for my life.

9. My life has no clear purpose. (reversed)

10. | am searching for meaning in my life.

ltems 1, 4, 5, 6, & 9 make up the Presence of Meaning subscale Items 2, 3, 7, 8, &

10 make up the Search for Meaning subscale

The seven-item Dispositional Greed Scale (Seuntjens et al., 2015)

Please indicate the extent of agreement with the following statements, where
1 = “totally disagree” and 7 = “totally agree.”

1. | always want more.

Actually, I’'m kind of greedy.

One can never have too much money.

As soon as | have acquired something, | start to think about the next thing | want.
It doesn’t matter how much | have. I'm never completely satisfied.

My life motto is “More is better.”

N o g bk~ DN

| can’t imagine having too many things.

Openness to Experience (Jackson et al., 2000)

Please evaluate each statement below. Evaluate by using a 7-point scale, where
1 = “definitely false”, 7 = “definitely true.”

1. | carry the conversation to a higher level.

2. |l am interested in many things.

3. | prefer variety to routine.

4. |want to increase my knowledge.

5

| am open to change.
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6. | prefer to stick with things that | know. (reversed)

7. 1 am not interested in abstract ideas. (reversed)

8. | am not interested in theoretical discussions. (reversed)
9. |try to avoid complex people. (reversed)

10. I rarely look for a deeper meaning in things. (reversed)
INFO 4. Now you will be asked to answer a few demographic questions.

Please indicate your gender:
1. Male

2. Female

3. Other [indicate]

4

Prefer not to say
Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes, per
year):

1. <£5000

2. £5001-£10,000
3. £10,001-£15,000
4. £15,001-£20,000
5. £20,001-£25,000
6. £25,001-£30,000
7. £30,001-£35,000
8. £35,001-£40,000
9. >£40,001

INFO 5. Thanking and debriefing.
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Appendix 2

Study 2 questionnaire

Design: a single factor (meaning threat (present vs. absent) between-subjects design

INFO 1. Welcoming, instructions, and consent form.

Manipulation procedure (adapted from Park and Baumeister (2017), Routledge et al.
(2011), and Vohs and Schooler (2008)

INFO 2. In this task, you will be presented with 10 different sentences once at a time.

Each sentence will be presented for 30 seconds.

Please think about the meaning of each sentence and then rewrite the sentence in

your own words on the next page.

Please move on to the next page when you are ready.

Sentences for the meaning threat condition

1. The Earthis 5 billion years old and the average human lifespan across the globe
is 68 years.

2. No one asks about the ultimate meaning.

In the grand scheme of things, how significant are you?

Humans are no more significant than any other form of life in the universe.

After | am dead, what mark will | have left on the world to show that | have existed?
What if | had never been born?

Will I be remembered for even 100 years?

Human life seems like a useless, meaningless treadmill.

© ©®© N o 0o b~ ow

What's the point of running around in a squirrel cage, or giving my life to a rat race
without a meaningful or enduring goal?
10. Sometimes the world seems like a colony of ants, each individual endlessly

repeating his behavior until he dies.
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Neutral sentences for the control condition

Oceans cover 71% of the earth's surface.

Alkaline power cells generally work longer than ordinary batteries.

Monarch butterflies fly slowly but have been sighted hundreds of miles at sea.
The Olympics are held every four years.

Half a day's boat ride away from Athens lies the isle of Mykonos.

Sugar cane and sugar beets are grown in 112 countries.

Many of the mountain peaks in the Rockies are over 14,000 feet high.

© N o gk~ w D E

The Appalachian Highlands are worn-down mountains and plateaus stretching
from northern Alabama to the St. Lawrence River in Canada.

9. The greatest distance the earth is from the sun is 94,452,000 miles.

10. The Nile River in Africa is the world's longest river.

Discrete Emotions Questionnaire, sadness subscale (Harmon-Jones et al., 2016)
Please indicate the extent to which the following words describe your feelings right
now, at this moment. Use 7-point rating scale, where 1 = “don‘t harbor this feeling”,

4 = “slightly”, and 7 = “extremely.”

1. Sad

2. Grief
3. Lonely
4. Empty

Manipulation check (adapted from Park & Baumeister, 2017; Routledge et al., 2011)
Now please remember again the beginning of this task where you had to rewrite
sentences in your own words. How much did the sentences cast doubt on the belief

that life is full of meaning? 1 = “not at all”, 7 = “very much.”

INFO 3. You have completed the main part of the questionnaire. Now you will be asked

to answer demographic questions.

Please indicate your gender:

e Male
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Please indicate your age: [open-ended]

Female

Please indicate your average disposable income per household (after taxes, per year):

© ©® N o gk~ w NP

< £5000
£5001-£10,000
£10,001-£15,000
£15,001-£20,000
£20,001-£25,000
£25,001-£30,000
£30,001-£35,000
£35,001-£40,000
> £40,001
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Appendix 3

Study 3 questionnaire

Design: a single factor (meaning threat (present vs. absent) between-subjects design

INFO 1. Welcoming, instructions, and consent form.

INFO 2. Let’s start with the first part of the survey.

Manipulation procedure (adapted from Park & Baumeister (2017), Routledge et al.
(2011), and Vohs & Schooler (2008)

INFO 3. In this task, you will be presented with 10 different sentences once at a time.

Each sentence will be presented for 30 seconds. Please think about the meaning of

each sentence and then rewrite the sentence in your own words on the next page.

If you need less time than 30 seconds to memorize the sentence, please feel free to

press the "Next" button, so you can rewrite it at once.

Please move on to the next page when you are ready.

Sentences for the meaning threat condition

1. The Earth is 5 billion years old and the average human lifespan across the globe
is 68 years.

No one asks about the ultimate meaning.

In the grand scheme of things, how significant are you?

Humans are no more significant than any other form of life in the universe.

After | am dead, what mark will | have left on the world to show that | have existed?
What if | had never been born?

Will I be remembered for even 100 years?

© N o ok~ w D

Human life seems like a useless, meaningless treadmill.
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9.

What's the point of running around in a squirrel cage, or giving my life to a rat race

without a meaningful or enduring goal?

10. Sometimes the world seems like a colony of ants, each individual endlessly

repeating his behavior until he dies.

Neutral sentences for the control condition

© N o ok~ 0w DR

9.

Oceans cover 71% of the earth's surface.

Alkaline power cells generally work longer than ordinary batteries.

Monarch butterflies fly slowly but have been sighted hundreds of miles at sea.
The Olympics are held every four years.

Half a day's boat ride away from Athens lies the isle of Mykonos.

Sugar cane and sugar beets are grown in 112 countries.

Many of the mountain peaks in the Rockies are over 14,000 feet high.

The Appalachian Highlands are worn-down mountains and plateaus stretching
from northern Alabama to the St. Lawrence River in Canada.

The greatest distance the earth is from the sun is 94,452,000 miles.

10. The Nile River in Africa is the world's longest river.

INFO 4. Now let’s start with the second part of the survey.

The next part of the survey is a brief study of your product preferences for the

marketing research company.

Below you will be presented with a description of the product.

Please look very carefully at the product description and then answer the following

guestions.
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ZER© Reduce plastic waste with reusable
PLASTIC I
OCEANS. | drinking straws!

/ Sustainable, reusable stainless steel
drinking straws.

Available in a convenient pack of 8. Two
different lengths and shapes for different

needs.

Intention to purchase (adapted from Putrevu & Lord, 1994)

Please evaluate each statement below. Evaluate by using a 7-point scale
where 1 = ,totally disagree® and 7 = ,totally agree.”

1. If someone offered me these drinking straws, | would probably buy them.

2. ltis very likely that | would buy these drinking straws.

3. If the opportunity arises, | will purchase these drinking straws in the future.

4

| would like to buy these drinking straws if | see them while shopping.

Manipulation check (adapted from Park & Baumeister, 2017; Routledge et al., 2011)
Now please remember again the beginning of this task where you had to rewrite
sentences in your own words. How much did the sentences cast doubt on the belief

that life is full of meaning? 1 = “not at all”, 7 = “very much.”

INFO 5. You have completed the main part of the questionnaire. Now you will be asked

to answer demographic questions.

Please indicate your gender:

e Male
e Female
Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes):
1. <£5000
2. £5001-£10,000
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£10,001-£15,000
£15,001-£20,000
£20,001-£25,000
£25,001-£30,000
£35,001-£40,000
> £40,001
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INFO 6. Thanking and debriefing.
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Appendix 4

Study 4 questionnaire

Design: a single factor (meaning threat (present vs. absent) between-subjects design

INFO 1. Let’s start with the first part of the survey.

INFO 2. Welcoming, instructions, and consent form.

Manipulation procedure (adapted from Park & Baumeister (2017), Routledge et al.
(2011), and Vohs & Schooler (2008)

INFO 3. In this task, you will be presented with 10 different sentences once at a time.

Each sentence will be presented for 30 seconds. Please think about the meaning of

each sentence and then rewrite the sentence in your own words on the next page.

If you need less time than 30 seconds to memorize the sentence, please feel free to

press the "Next" button, so you can rewrite it at once.

Please move on to the next page when you are ready.

Sentences for the meaning threat condition

1. The Earth is 5 billion years old and the average human lifespan across the globe
is 68 years.

No one asks about the ultimate meaning.

In the grand scheme of things, how significant are you?

Humans are no more significant than any other form of life in the universe.

After | am dead, what mark will | have left on the world to show that | have existed?
What if | had never been born?

Will I be remembered for even 100 years?
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Human life seems like a useless, meaningless treadmill.
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9. What's the point of running around in a squirrel cage, or giving my life to a rat race
without a meaningful or enduring goal?
10. Sometimes the world seems like a colony of ants, each individual endlessly

repeating his behavior until he dies.

Neutral sentences for the control condition

Oceans cover 71% of the earth's surface.

Alkaline power cells generally work longer than ordinary batteries.

Monarch butterflies fly slowly but have been sighted hundreds of miles at sea.
The Olympics are held every four years.

Half a day's boat ride away from Athens lies the isle of Mykonos.

Sugar cane and sugar beets are grown in 112 countries.

Many of the mountain peaks in the Rockies are over 14,000 feet high.
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The Appalachian Highlands are worn-down mountains and plateaus stretching
from northern Alabama to the St. Lawrence River in Canada.
9. The greatest distance the earth is from the sun is 94,452,000 miles.

10. The Nile River in Africa is the world's longest river.

The Discrete Emotions Questionnaire (Harmon-Jones et al., 2016)
Please indicate the extent to which the following words describe your feelings right
now, at this moment. Use a 7-point rating scale, where 1 = “don‘t harbor this feeling”,

7 = “extremely.”

1. Lonely
2. Grief
3. Sad

4. Empty

INFO 4. Now let’s start with the second part of the survey.

The next part of the survey is a brief study of your product preferences for the

marketing research company.

Below you will be presented with a description of the product.
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Please look very carefully at the first product description and then answer the following

questions.

ZERE© Reduce plastic waste with reusable
PLASTIC .
OCEANS. | drinking straws!

/ Sustainable, reusable stainless steel

drinking straws.
Available in a convenient pack of 8. Two

different lengths and shapes for different

needs.

Intention to purchase (adapted from Putrevu & Lord, 1994)

Please evaluate each statement below. Evaluate by using a 7-point scale
where 1 = totally disagree” and 7 = ,totally agree.”

1. If someone offered me these drinking straws, | would probably buy them.

2. ltis very likely that | would buy these drinking straws.

3. If the opportunity arises, | will purchase these drinking straws in the future.

4

I would like to buy these drinking straws if | see them while shopping.

Manipulation check (adapted from Park & Baumeister, 2017; Routledge et al., 2011)
Now please remember again the beginning of this task where you had to rewrite
sentences in your own words. How much did the sentences cast doubt on the belief

that life is full of meaning? 1 = “not at all”, 7 = “very much.”

INFO 5. You have completed the main part of the questionnaire. Now you will be asked

to answer demographic questions.

Please indicate your gender:

e Male
e Female
Please indicate your age: [open-ended]
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Please indicate your average disposable income per household (after taxes):
< £5000

£5001-£10,000

£10,001-£15,000

£15,001-£20,000

£20,001-£25,000

£25,001-£30,000

£35,001-£40,000

> £40,001

© N o gk~ w D PRE

INFO 6. Thanking and debriefing.
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Appendix 5

Study 5 questionnaire

Design: a single factor (meaning threat (present vs. absent) between-subjects design

INFO 1. Let’s start with the first part of the survey.

INFO 2. Welcoming, instructions, and consent form.

Manipulation procedure (adapted from Park & Baumeister (2017), Routledge et al.
(2011), and Vohs & Schooler (2008)

INFO 3. In this task, you will be presented with 10 different sentences once at a time.

Each sentence will be presented for 30 seconds. Please think about the meaning of

each sentence and then rewrite the sentence in your own words on the next page.

If you need less time than 30 seconds to memorize the sentence, please feel free to

press the "Next" button, so you can rewrite it at once.

Please move on to the next page when you are ready.

Sentences for the meaning threat condition

1. The Earth is 5 billion years old and the average human lifespan across the globe
is 68 years.

No one asks about the ultimate meaning.

In the grand scheme of things, how significant are you?

Humans are no more significant than any other form of life in the universe.

After | am dead, what mark will | have left on the world to show that | have existed?
What if | had never been born?

Will I be remembered for even 100 years?

© N o ok~ w D

Human life seems like a useless, meaningless treadmill.
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9. What's the point of running around in a squirrel cage, or giving my life to a rat race
without a meaningful or enduring goal?

10. Sometimes the world seems like a colony of ants, each individual endlessly
repeating his behavior until he dies.
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Neutral sentences for the control condition

Oceans cover 71% of the earth's surface.

Alkaline power cells generally work longer than ordinary batteries.

Monarch butterflies fly slowly but have been sighted hundreds of miles at sea.
The Olympics are held every four years.

Half a day's boat ride away from Athens lies the isle of Mykonos.

Sugar cane and sugar beets are grown in 112 countries.

Many of the mountain peaks in the Rockies are over 14,000 feet high.

© N o gk~ w D E

The Appalachian Highlands are worn-down mountains and plateaus stretching
from northern Alabama to the St. Lawrence River in Canada.
9. The greatest distance the earth is from the sun is 94,452,000 miles.

10. The Nile River in Africa is the world's longest river.

The Discrete Emotions Questionnaire (Harmon-Jones et al., 2016)
Please indicate the extent to which the following words describe your feelings right
now, at this moment. Use a 7-point rating scale, where 1 = “don‘t harbor this feeling”,

7 = “extremely.”

1. Lonely
2. Grief
3. Sad

4. Empty

INFO 4. Now let’s start with the second part of the survey.

The next part of the survey is a brief study of your product preferences for the

marketing research company.

Below you will be presented with a description of the product.

Please look very carefully at the first product description and then answer the following

questions.
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Be practical with a portable charger and external
backup battery!

Charger and portable power bank with high-
efficiency solar panel.

Battery is capable of charging your tablet or
smartphone for several times.

Protection for over discharges allows you to use

your electric devices even more efficiently!

Intention to purchase (adapted from Putrevu & Lord, 1994)

Please evaluate each statement below. Evaluate by using a 7-point scale
where 1 = ,totally disagree® and 7 = ,totally agree.”

1. If someone would offer me this power bank, | would probably buy it.

2. ltis very likely that | would buy this power bank.

3. If the opportunity arises, | will purchase this power bank in the future.

4. 1 would like to buy this power bank if | see it while shopping.

Manipulation check (adapted from Park & Baumeister, 2017; Routledge et al., 2011)
Now please remember again the beginning of this task where you had to rewrite
sentences in your own words. How much did the sentences cast doubt on the belief

that life is full of meaning? 1 = “not at all”, 7 = “very much.”

INFO 5. You have completed the main part of the questionnaire. Now you will be asked

to answer demographic questions.

Please indicate your gender:
e Male

e Female

Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes):
1. <£5000
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£5001-£10,000
£10,001-£15,000
£15,001-£20,000
£20,001-£25,000
£25,001-£30,000
£35,001-£40,000
> £40,001

© N o gk~ wDd

INFO 6. Thanking and debriefing.

192



Appendix 6
Study 6 questionnaire

Design: a single factor (origin salience (absent vs. present vs. control) between-

subjects design
INFO 1. Let’s start with the first part of the survey.

Please indicate your nationality:
British

Other [screen out]

INFO 2. Keychain maker asked us to evaluate attitudes towards products. In front of
you is a remodeled keychain. Please carefully read the description. Later you will be
asked to provide some answers about this product.

Condition 1. No concrete origin

’//4— ’\;‘ ——;Z\ ;
( 7<) Keychain made from steel and concrete
/ \

) originating from different construction
demolishment sites

Jm Condition 2. Origin

Keychain made from steel and concrete

originating from demolished old bridge

in London

Condition 3. Control

Keychain made from steel and concrete

INFO 3. Now please imagine that this keychain is yours. Think for a while about this
keychain as your possession. Try to imagine it as vividly as you can and answer the

following questions.

Desirability (adapted from Frazier et al., 2009)

What do you think this keychain is worth? (estimate in pounds)
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Origin manipulation check

Please now again remember the keychain presented at the beginning of the survey.
Evaluate by using a 7-point scale where 1 = “totally disagree”, 7 = “totally agree.”

e Originating from different construction demolishment sites

e Originating from a demolished old bridge in London

Please indicate your gender:

e Male
e Female
Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes):
< £5000

£5001-£10,000

£10,001-£15,000

£15,001-£20,000

£20,001-£25,000

£25,001-£30,000

£35,001-£40,000

> £40,001
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INFO 4. Thanking and debriefing.
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Appendix 7

Study 7 questionnaire

Design: a single factor (origin salience (absent vs. present vs. control) between-
subjects design

INFO 1. Let’s start with the first part of the survey.

Please indicate your nationality:

e  British

e Other [screen out]

INFO 2. A candle maker asked us to evaluate attitudes towards products. Please

carefully read the description of the product presented on the next page. Later you will

be asked to provide some answers about this product.
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Condition 1. No concrete origin Scented candle made in recycled wine

bottles

Scented candle made in recycled wine bottles

Condition 2. Origin Scented candle made in recycled

French wine bottles

From France

Scented candle made in recycled French wine botties
From France

Condition 3. Control Scented candle

Scented candle

Boosting the manipulation
Now please evaluate this candle. What do you think about this candle? What is your
inner feeling about such a product? Describe all feelings and thoughts you have using

5-7 sentences. [open-ended]
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INFO 3. Now please imagine that this candle is yours. Think for a while about this
candle as your possession. Try to imagine it as vividly as you can and answer the

following questions.

Desirability (Frazier et al., 2009)

1. Is this candle worth keeping or would you throw it out? (1 = “definitely throw out”
to 7 = “definitely keep”)

2. How much do you like to own this candle? (1 = “not at all” to 7 = "very much”)

3. How much would you want to touch this candle? (1 = “not at all”’ to 7 = “very much”)

197



Overlap of Self, Ingroup, and Outgroup Scale (Schubert & Otten, 2002)

Now please depict how close this candle would seem to be to your sense of self.

!

M -
-, -, ]
Candle Self
- ™
o - L]
Candle Self
o ]
Candle Self
A
AW, ]
Candle Self
- ]
Candle Self

Origin manipulation check

Please now again remember the candle presented at the beginning of the survey.
Evaluate by using a 7-point scale where 1 = “totally disagree”, 7 = “totally agree.”

e Made in recycled French wine bottles from France

e Made in recycled wine bottles
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Please indicate your gender:

e Male
e Female
Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes):
< £5000

£5001-£10,000

£10,001-£15,000

£15,001-£20,000

£20,001-£25,000

£25,001-£30,000

£35,001-£40,000

> £40,001

© N o a0k~ 0w DR

INFO 4. Thanking and debriefing.
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Appendix 8

Study 8 questionnaire

Design: a single factor (origin salience (absent vs. present vs. control) between-

subjects design

INFO 1. Let’s start with the first part of the survey.

Please indicate your nationality

e British

e Other [screen out]

INFO 2. A candle maker asked us to evaluate attitudes toward products. Please

carefully read the description of the product presented on the next page. Later you will

be asked to provide some answers about this product.
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Condition 1. No concrete origin

Scented candle made in recycled wine

bottles

Scented candle made in recycled wine bottles

Condition 2. Origin

Scented candle made in recycled
French wine bottles

From France

Scented candle made in recycled French wine botties
From France

Condition 3. Control

Scented candle

Scented candle
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Boosting the manipulation.
Now please evaluate this candle. What do you think about this candle? What is your
personal feeling about such a product? Describe all the feelings and thoughts you have

using 5-7 sentences. [open-ended]

INFO 3. Now please imagine that this candle is yours. Think for a while about this
candle as your possession. Try to imagine it as vividly as you can and answer the

following questions.

Desirability (Frazier et al., 2009)

1. Is this candle worth keeping or would you throw it out? (1 = “definitely throw out”
to 7 = “definitely keep”)

2. How much would you like to own this candle? (1 = “not at all” to 7 = "very much”)

3. How much would you want to touch this candle? (1 = “not at all” to 7 = “very much”)

INFO 4. We are done with the first part of questionnaire.

The Material Values scale, Acquisition Centrality subscale (Richins & Dawson, 1992)
Now a couple of questions about you. Please evaluate each statement below.
Evaluate by using a 7-point scale where 1 means ,totally disagree” and 7 means
.otally agree.”

I usually buy only the things | need. (reversed)

I try to keep my life simple, as far as possessions are concerned. (reversed)

The things | own aren’t all that important to me. (reversed)

| enjoy spending money on things that aren’t practical.

Buying things gives me a lot of pleasure.

| like a lot of luxury in my life.

N o g M w DN pRE

| put less emphasis on material things than most people | know. (reversed)
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Origin manipulation check

Please think back to the candle presented at the beginning of the survey. Evaluate by

using a 7-point scale where 1 = “totally disagree”, 7 = “totally agree.’
¢ Made in recycled French wine bottles from France

e Made in recycled wine bottles

Please indicate your gender:

. Male
e Female
Please indicate your age: [open-ended]

Please indicate your average disposable income per household (after taxes):

1. <£5000

2. £5001-£10,000
3. £10,001-£15,000
4. £15,001-£20,000
5. £20,001-£25,000
6. £25,001-£30,000
7. £35,001-£40,000
8. >£40,001

INFO 5. Thanking and debriefing.
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Appendix 9

Table 4. The brand list used to compile the brand ownership measures

Sustainable brands Circular brands Regular brands
1. Cafédirect 1. Clean Living 1. Kenco
2. Taylors of Harrogate ground 2. Patagonia clothing 2. Nescafe instant coffee
coffee 3. Napapijri 3. Starbucks (from a non-
3. Percol 4. Vinted Starbucks shop and a
4. Yeo Valley Organic ice 5. Adidas UltraBoost DNA Starbucks shop)
cream Loop shoes 4. Magnum, Cadbury's ice
5. Roskilly's ice cream 6. IKEA's second-hand store cream
6.  Mackie's organic dairy ice 5. Haagen-Dazs Ice Cream
cream 6. Liptontea
7. The London Tea Company 7. Twinings tea
tea 8. Tetleytea
8.  Cafedirect tea 9.  Cadbury's chocolate
9. Clipper tea 10. Milka chocolate
10. Montezuma's organic 11.  Sainsbury's chocolate
chocolate 12.  Surf laundry detergent
11. Tony's Chocolonely 13. Persil laundry detergent
chocolate 14.  Woolite laundry liquid
12.  Seed and Bean chocolate 15.  Tesco toilet paper
13. Ecover laundry detergent 16. ASDA Shades toilet paper
14. Bio-D laundry detergent 17.  Domestos cleaners
15. Who Gives A Crap Recycled 18. Cif household cleaners
Toilet Paper 19.  Vanish cleaning products
16. Ecoleaf recycled toilet paper 20. Head & Shoulders
17.  Method household cleaners 21. Dove shampoo
18. Lush shampoo bars 22. TRESemme
19. Faith in Nature liquid & bar 23. Kiehl's
shampoo 24. \Vaseline
20. Green People shampoo 25. Garnier
21. Nobody's Child clothing 26. Aquafresh toothpaste
22. COS clothing 27. Colgate toothpaste
23. H&M clothing 28. Sensodyne toothpaste
29. Primark clothing
30. Next clothing
31.  Amazon clothes
32. Pretty Little Thing
33. Hush Puppies shoes
34. Timberland shoes and boots
35.  Crocs shoes
36. Clarks footwear

13 product categories were singled out: coffee, ice cream, tea, chocolate, laundry
detergents, toilet paper, cleaning products, shampoo, skincare products, toothpaste,
high street clothes, shoes, and other things. We selected product categories applying

these criteria: (1) they belong to fast-moving consumer goods (FMCG) categories,
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meaning they are “inexpensive products that people usually buy on a regular basis”
(Collins COBUILD Advanced Learner's Dictionary, 2024); (2) Ethical Consumer
provides ratings for this category and there are several product options to choose from;

(3) these products are sold in the grocery shops in the UK.
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Appendix 10

Table 5. Study measures

disposable income per
household (after taxes,
per year)

£15,000; 4) £15,001-£20,000; 5) £20,001-
£25,000; 6) £25,001-£30,000; 7) £30,001-
£35,000; 8) £35,001-£40,000; 9) > £40,001

Construct ltems Factor Reliability
loading

Presence of Meaning | | understand my life's meaning. 0.83 a=0.93;
subscale (Steger et al., | My life has a clear sense of purpose. 0.92 C.R.=0.93;
2006) | have a good sense of what makes my life | 0.85 AVE=073

meaningful.

| have discovered a satisfying life purpose. | 0.88

My life has no clear purpose. (R) 0.78
Search  for  Meaning | | am looking for something that makes my | 0.74 a=0.90;
subscale (adapted from | life feel meaningful. CR.=0.9;
Steger et al, 2006; | | am always looking to find my life's 0.82 AVE=0.7
Martela & Steger, 2016) purpose.

| am always searching for something that 0.90

makes my life feel significant.

| am seeking a purpose or mission for my 0.88

life.
Dispositional Greed | always want more. 0.74 a=0.87;
(adapted from Seuntjens | Actually, I'm kind of greedy. 0.69 CR.=087,
etal., 2015b) As soon as | have acquired something, | 0.75 AVE = 0.53

start to think about the next thing | want.

It doesn't matter how much | have. I'm 0.81

never completely satisfied.

My life motto is "More is better." 0.76

| can't imagine having too many things. 0.63
Openness to Experience | | am interested in many things. 0.50 a=0.83;
(adapted from Jackson et | | want to increase my knowledge. 0.58 C.R.=0.83;
al., 2000) | am open to change. 041 AVE =043

| am not interested in abstract ideas. (R) 0.72

| am not interested in theoretical 0.80

discussions. (R)

| try to avoid complex people. (R) 0.74

| rarely look for a deeper meaning in things. | 0.72

(R)
Income level (average | 1) < £5000; 2) £5001-£10,000; 3) £10,001- | na na

Notes: AVE = average variance extracted; C.R. = composite reliability, na — not

assessed.
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Table 6. Discriminant validity assessment and inter-construct correlations

Mean SD 1 2 3 4 5 6 7 8
1 Presence of Meaning 4.51 1.44 0.73 .02 .02 .01 .02 .003 .005 .004
2 Search for Meaning 459 1.27 -14 0.73 .01 .05 .0004 .01 .01 .01
(.002)
3 Dispositional Greed 3.23 1.27 -12 22 0.43 -.25 .01 .0004 .02 .03
(.008) | (.000) (.000)
4 Openness to Experience 5.2 1 15 A2 .06 0.43 .003 .03 .0009 .0009
(.001) | (.007)
5 Income level 5.31 2.70 14 -.02 -.05 10 na .02 .0009 .005
(.002) | (.646) | (.303) | (.027)
6 Ownership of sustainable 12.81 6.33 .05 ki .16 -.02 A3 na .08 .08
products (277) | (011) | (.000) | (.696) | (.005)
7 Ownership of circular products .34 .68 .07 1 .03 15 .03 .28 na .08
(122) | (.014) | (.560) | (.001) | (.476) | (.000)
8 Ownership of regular products .06 A2 .03 .16 .07 .28 .28 na
12.81 | 6.33 | (200) | (.009) | (.523) | (.000) | (.102) | (.000) | (.000)

Notes: Correlations are shown below the diagonal, AVEs on the main diagonal (bold text), and squared correlations above the

diagonal. P values in brackets.

na = not applicable; AVE = average variance extracted; SD = standard deviation.
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Appendix 11

Table 7. Common method variance assessment

208

With Method Factor

X3, df = 202 801.55
RMSEA 0.077
CFI 0.939
Without Method Factor

X2, df = 203 962.27
RMSEA 0.084
CFI 0.930




Zivilé Kaminskiené

Consumer Judgment and Decision Making in the Sustainability Related
Domain: Drivers Fostering Efficient Change [Vartotojy vertinimas ir sprendimy

priémimas tvarumo srityje: veiksniai skatinantys efektyvius pokycius]

Daktaro disertacija

ISleido ISM Vadybos ir ekonomikos universitetas, Gedimino pr. 7, LT- 01103 Vilnius
Spausdino leidyklos , Technologija“ spaustuve, Studenty g. 54, LT-51424 Kaunas
26,25 leidyb. apsk. Tirazas 14 egz. UZzsakymas 011



UNIVERSITY OF MANAGEMENT
AND ECONOMICS

Vilnius, Gedimino av. 7, LT-01103
Tel. +370 5 212 3960, e-mail phd@ism.lt
www.ism.lt






