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EXTENDED ABSTRACT
Consumers frequently encounter decisions regarding whether 

to purchase environmentally-friendly products in place of more 
traditional products (e.g., reusable vs. plastic grocery bags, non-
toxic, biodegradable cleaners). While there has been an increasing 
emphasis on green attributes of products in the marketplace, the 
potential goal conflicts of engaging in environmentally-friendly 
purchases are not well understood. We seek to determine how to 
identify green consumers, whom we define as those with a tendency 
to consider the environmental impact of their purchase and con-
sumption behaviors, and distinguish their preferences from those 
of non-green consumers to aid the marketing of green products, 
considering both product positioning and product pricing. 

Though there have been several efforts at identifying green 
consumers (e.g., Antil 1984; Roberts 1995; Webb, Mohr, and Harris 
2008; Webster 1975 over the last few decades, such efforts have led 
to rather complex and often dated measures. We present a parsi-
monious, yet valid measure of green consumer attitudes, enabling 
managers and marketers to better determine potential responses to 
green-related efforts based on their consumer base. In doing so, we 
focus on characteristics of consumers that might provide underlying 
motivations for green consumption. Specifically, we expect those 
who are more green to be more conscientious of their monetary 
resources and more careful users of physical resources.

Study 1. We first develop a simple six-item measure to suc-
cinctly capture green attitudes. We find our measure correlates 
positively with socially responsible consumption behavior (r=.69; 
Antil 1984) and negatively with environmental claims skepticism 
(Mohr et al. 1998) and hindrances to buying green (adapted from 
Harris Interactive 2008). A separate follow-up study using an adult 
panel further validates the GREEN measure. 

We also assess the relationship of green attitudes with both mon-
etary and nonmonetary resources. Regarding monetary resources, 
consumers demonstrating a higher level of GREEN were also found 
to be more frugal, more self-controlled, and more value and price 
conscious suggesting that consumers who express green attitudes 
are also quite sensitive to the wise use of financial resources. For 
physical resource consumption, product retention tendency and use 
innovativeness were positively related to GREEN, suggesting that 
consumers with strong green attitudes are also reluctant to discard of 
possessions and likely to find new ways to use existing possessions. 

Study 2. We examined the extent to which GREEN predicted 
behavioral intentions and product choice. Measuring GREEN three 
weeks in advance of reported behaviors and choice, results indicated 
participants choosing a reusable grocery bag (green option; n=99) 
had a higher average green score than those choosing the pens (non-
green option; M=4.23 vs. 3.70, F(1, 235)=11.68, p<.001). GREEN 
was also positively correlated (r=.73) with reported likelihood of 
engaging in eight green behaviors such as recycling (adapted from 
Straughan and Roberts 1999).This study provides evidence that 
our simple measure of GREEN predicts behavioral intentions and 
actual behaviors. 

Study 3. Though high GREEN consumers conserve monetary 
and physical resources, they also value environmentally-friendly 
products. Goldsmith and Dhar (2008) state that green products 
can be positioned based on two distinct dimensions: self benefits 
(gentle on your skin) or earth benefits (save the planet). If costs are 

equal, consumers with higher green attitudes are likely to be more 
concerned with earth (vs. self) benefits.

To test the effect of benefit framing, students responded to the 
6-item green scale and were later asked to view an advertisement 
for a new natural dish washing liquid and indicate their purchase 
likelihood. The benefits of the product were described as leaving 
your dishes clean and shiny and helping to protect and soothe your 
skin (self benefits) or as posing no threat of harm to the environment 
and contributing to a healthier planet (earth benefits). 

Results revealed an interaction such that the earth (vs. self) 
framing increased purchase likelihood among consumers high in 
GREEN whereas purchase likelihood did not differ among low 
GREEN consumers regardless of benefit framing. For GREEN 
consumers, positioning a green product with earth benefits is more 
effective than positioning with benefits for oneself, which may be 
of particular importance to marketers who may decrease green 
purchases if they attempt to capture a larger share of the market 
by emphasizing self benefits.

Study 4. In our final study, we directly examine the inherent 
conflict between the economic and the green motivations of consum-
ers by examining environmental products with a price premium. 
Though we anticipate that green consumers will be more accepting 
of price premiums than will nongreen consumers, products that 
meet goals of both greenness and frugality will be most favorably 
received by consumers pursuing these multiple goals.

Student participants completed the 6-item GREEN scale in 
a battery of unrelated items and then completed the main study a 
week later. The main study consisted of a one-factor (price premium: 
none vs. 20% premium for more green product) between-subjects 
design. Participants were shown two laundry detergents which were 
identical except that one received an excellent environmental score 
whereas the alternative product received an average environmental 
rating. In the no premium condition, the two products were the same 
price, whereas in the price premium condition, the green product 
(high rating) was listed at 20% higher. Respondents indicated which 
of the two products they preferred on a 9-point scale.

Results indicated, as expected, an interaction of GREEN and 
price premium condition such that GREEN consumers are more 
likely to prefer premium-priced green products than are non-GREEN 
consumers. However, both GREEN and non-GREEN consumers 
significantly prefer the equally-priced green option. The signifi-
cant decline in the price premium condition, even among GREEN 
consumers, demonstrates their value on both environmental and 
economic goals. Though important to equalize price of green prod-
ucts as much as possible, these results indicate there is a segment 
of consumers willing to pay the premium for green. 

Clearly, understanding the multiple motivations underlying 
consumers’ decisions regarding green products will help man-
agers better market their environmentally-friendly alternatives. 
Furthermore, theoretical insights are provided by considering the 
goal conflict inherent in valuing green products while valuing 
conservation of monetary resources. 
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