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The results from the present three studies suggest that consumers’ perceptions of product effectiveness are critical in determining their

product usage amount. In general, consumers consider green products to be less effective compared with regular products and

therefore they increase the usage amount of the green product. Interestingly, this pattern of green versus regular product usage is more

pronounced among those consumers who have a more positive attitude toward the environment. When the perceived effectiveness of a

green product is boosted by a credible endorsement, the discrepancy between green and regular product usage disappears.
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Prior research has extensively explored the consumer motivation for acquiring green products, as well as how to orchestrate marketing 
programs to influence consumer purchase of green products (e.g., Bonini & Oppenheim, 2008; Griskevicius, Tybur, and de Bergh, 2010). 
Extending the marketing literature, the focus of the present research is on consumer usage of green products. We define green products inves-
tigated in this study to be those in product categories where strength is a major determinant of product choice and where there is a possibility 
of over-using without consumers’ realizing it.

What determines the usage amount of a green product? Prior research has suggested factors, such as package size, container shape, and 
partitioning, that can influence the amount of consumption (e.g., Wansink, 1996; Cheema & Soman, 2008). In contrast, the present research 
proposes that the status of a green product itself is an influential heuristic cue for determining its usage. In fact, there is evidence to suggest 
that the status or type of a product may relate to its usage. For example, Scott, Nowlis, and Mandel (2009) suggest that consumers overuse 
the ultra-concentrated product relative to the regular-strength version. Along similar lines, we propose that consumers see green products 
differently and make differential inferences about them compared to regular products. Recent research provides some evidence to support 
this assertion. Aaker, Vohs, and Mogilner (2010) show that consumers hold stereotypical views of organizations: nonprofits are perceived as 
being warmer than for-profits, whereas for-profits are perceived as being more competent than nonprofits. The emphasis of green products 
on the environment or social cause may be regarded as more of a signal of generosity, trustworthiness, and sincerity, but less of a signal of 
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competency, efficiency, and effectiveness (cf. Aaker et al., 2010). Such impressions on green products may decrease perceptions of product 
performance, which, in turn, may increase the product usage amount to compensate for the perceived low-effectiveness and still achieve the 
end-goal. Furthermore, Luchs, Naylor, Irwin, and Raghunathan (2010) argue that consumers infer a positive association between ethicality 
and gentleness and a negative association between ethicality and strength. Therefore, in product categories in which strength-related attributes 
are valued, products advertised as being green and/or ethical could be a liability because of their low perceived strength or effectiveness. The 
above reasoning leads to our hypothesis that consumers may use a larger amount of a green product relative to its regular counterpart in order 
to make up for its low level of effectiveness. 

To overcome the perception of green products being less effective, a logical strategy is to boost their perceived effectiveness. Prior re-
search has demonstrated that an endorsement by a highly credible source can boost a nonprofit’s perceived competence and result in a greater 
willingness to buy from a not-for-profit organization (Aaker et al., 2010). A highly credible source of information, such as Consumer Reports, 
also influences consumers’ product usage, as evidenced in the decreased over-use of ultra-concentrated detergent (Scott et al., 2009). When 
explicit information about product strength such as a product guarantee is provided, consumers rely less on inferences of a negative relation-
ship between ethicality and strength and they will have a more favorable attitude toward ethical products (Luchs et al., 2010). Therefore, we 
hypothesize that providing information on the product effectiveness should mitigate the usage amount of green products.

Three studies were designed to test our research hypotheses. Both studies 1A and 1B had a one factor (product type: green versus 
regular) between-subjects design. In study 1A, product type was manipulated by the presence or absence of a green/eco label. In study 1B, 
brand names were used to manipulate a green (Green Angel) versus a regular (Dr. Strong) product. The participants in study 1A were asked 
to evaluate a glass cleaner product and presented with a description of a window cleaning task. Similarly, the participants in study 1B were 
asked to evaluate a toilet bowl cleaner and presented with a toilet cleaning task description. Study 2, where a dish-washing task was involved, 
had a 2 (product type: green versus regular) x 2 (product effectiveness cue: endorsement versus no endorsement) between-subjects design. 
While product label colors (green versus red) conveyed a green versus regular product dish-washing detergent, the presence or absence of an 
endorsement from Consumer Reports represented the presence or absence of a product effectiveness cue, respectively. In all studies, partici-
pants gave their estimates regarding the number of times they thought they would press the nozzle of the cleaning product in order to get the 
task done. In addition, participants rated their perceptions of product effectiveness, attitude toward the product, purchase intentions, as well 
as their attitude toward the environment (Dunlap & Van Liere, 1978).

The results of the three studies show that consumers use more of a green product, compared with its conventional counterpart, in order 
to accomplish a given task. In addition, consumers exhibit differences in their usage of a green versus a regular product. Consumers who 
have a more favorable environmental attitude overuse a green product, while consumers who have a less favorable environmental attitude 
don’t. This phenomenon of using more of a green than a regular product is driven by consumers’ perception of a product’s effectiveness. 
Consequently, when the perceived effectiveness of a green product is boosted by a credible endorsement, the discrepancy between green and 
regular product usage disappears.

This research advances the understanding of consumer usage of green products in several ways. First, extending the literature on product 
usage, this work demonstrates that product type influences product usage amount. Consumers have a stereotypical association of green versus 
regular products. These perceptions affect the product usage. Second, this work demonstrates an unintended, potentially detrimental, and 
nuanced effect of green products, that is, product overuse. In addition, this work uncovers a somewhat unexpected effect of environmental 
attitude: high (versus low) environmental attitude consumers actually use more of a green product. Finally, our findings demonstrate that sup-
plying explicit information about a product’s effectiveness has an effect on that product’s usage as well (cf. Luchs et al. 2010).
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