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Drawing on the ‘sufficiency principle’, this research explores consumers’ trade-off of the extent of greenness in evaluating its price.

Results from 3 studies indicate consumers are willing to pay higher prices for completely green products as opposed to partially green

ones.
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Desire to buy green products, although far from being a fad, has not always resulted in product purchase. For instance, sale of hybrid 
cars, long considered as fuel efficient and green, only accounted for 3.5 percent of the cars sold in the US market in 2010 (www.hybridcars.
com). Similarly, in the American cleaning products segment, though companies such as Seventh Generation and San Francisco’s Method 
Products have been making natural cleaning products for years, their combined sales amount to only 1% (Information Resources Inc.). High-
lighting this as a worldwide trend, Mckinsey and Company’s global poll reported that only 33% of those surveyed had bought a green product 
during the previous year even though 87% expressed strong interest in purchasing green products (Bonnini and Oppenheim 2008). A goal of 
this research is to explore this lack of ‘interest-to-sales’ conversion in green products.

Price is often cited as one of the inhibitors of green product purchase (Ewing 2009) although some consumer surveys  point to consumer 
willingness to pay a premium for the same (Environmental Leader 2007). This raises an interesting question pertaining to how consumers 
may trade-off green aspects of a product when assessing its price (Bonnini and Oppenheim 2008). Specifically, we begin by asking if consum-
ers expect to pay relatively higher price for green products.  

Furthermore, companies often try to get around the cost of developing completely green products by joining the green bandwagon by  
promoting traditional offerings in their lineup as somewhat or partially green alternatives (e.g., Toshiba’s A600 laptops running on low volt-
age; HP desktop PCs featuring AMD’s ‘Cool ‘n’ Quiet’ processors). In the recent past only few companies worked on plans to increase their 
offerings of completely green products (e.g. Toyota Prius). A second issue, then, is to understand if consumers process price information 
differently for complete and partially green products. Finally, given the gap between interest and actual purchase, will consumers’ motivation   
to purchase a product differentially influence the way they process such higher prices when  products under consideration  area) completely 
green products and b)with few green attributes (i.e. partially green)?

Though past research on information processing proposes that consumers are cognitive misers (Shugan 1980), the idea also embodies 
that efficient information processors must strike a balance between minimizing their processing efforts and maximizing their judgmental 
confidence. Maheswaran and Chaiken (1991) proposed the sufficiency principle which suggests that consumers cannot be completely confi-
dent that their judgments are correct and can only hope to achieve some level of confidence (sufficiency threshold), which is benchmarked 
against their desired level of confidence. Based on this principle consumers would step up their efforts to systematically process information 
when less effortful heuristic mode confers insufficient judgment confidence; a discrepancy in product attribute information would encourage 
consumers to scrutinize the given information. Integrating these conclusions with research on consumers’ use of price as a dual cue to infer 
quality (Miyazaki, Grewal and Goodstein 2005) and assess monetary sacrifice (Monroe 2003), we predict that participants who are motivated 
to process information will use a relatively high price of a green product, irrespective of whether it is completely or partially green to conclude 
that it requires a high monetary sacrifice. In low motivation conditions, a completely green product would be processed heuristically and its 
high price will be used more to infer that it is of high quality.  More importantly, we predict that despite low motivation to process information, 
a partially green product at a high price will be processed systematically, and its price will lead to perceptions of a high monetary sacrifice. 

A series of three studies examined this issue. In Study 1, using semantic association task and implicit association test (Greenwald, Nosek 
and Banaji 2003), we confirmed differences in associations between products described as completely and partially green. In study 2, partici-
pants were first provided with a description of a green product and an average price (P) for a similar conventional product.  Participants then 
indicated their willingness to pay (WTP) for the green product. Three products, tote bag, metallic water bottle and jump drive, were randomly 
presented to the participants. The results revealed a significant price appreciation [(WTP- P) / P; 28% - 177%] for the green products over 
their conventional counterparts affirming the perceived expensiveness of such products. 

Study 3 tested our predictions by examining how a relatively expensive ($399.99) environmentally friendly printer described as either 
completely green (all green attributes) or partially green (one green attribute) will be perceived by participants with different processing goals 
towards its purchase (low vs. high motivation). The results revealed that in high motivation conditions, printers were perceived high on mone-
tary sacrifice irrespective of the number of green attributes associated with them.  Also in low motivation conditions, the printer was perceived 
less expensive when it was described as completely green. More interesting was the result that in low motivation conditions, description for 
the partially green printer was processed systematically and it was perceived expensive compared to the completely green printer.
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Overall, the results seem to suggest that consumers with no assigned purchasing goals were willing to pay more for a green versus a 
comparable conventional product. Assigning purchase responsibility for a product enhanced attention to its price and the evaluation of its 
monetary sacrifice was not impacted by the number of green attributes used to describe that product. In low motivation conditions, partici-
pants relied less on price to assess monetary sacrifice but more to infer product quality when its description was dominated by green attributes.  
However inconsistency between its high price and a few green attributes, i.e., partially green product, resulted in a heightened attention to 
price which was then used to infer that the product required a high monetary sacrifice.  Hence, though green products are perceived as expen-
sive (DeBare 2008), the results suggest that “greenness” of a product is a cue which when diluted, as in case of partially green products, may 
reduce consumers’ willingness to pay high prices. 
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Brand identity is considered to be one of the most important drivers of a successful brand. Emerging research defines brand identity as a 
cultural meaning system that resonates with target consumers’ lifestyles, dreams, and goals (Thompson, Rindfleisch, and Arsel, 2006). Brands 
with strong identities make it easier for consumers to identify with, to internalize brand values, and therefore foster a strong bonding be-
tween consumers and brands (de Chernatony 1999, 2006). As a result, brands can eventually become important means, tools and symbols for 
consumers to employ to express values and identities, or become an extended part of consumers themselves (Mittal, 2006; Fournier, 1995). 

Existing research has explored how brand concept fit and product category fit can affect the success of brand alliances. Therefore, at-
titude will be more positive when brand concept fit or product category fit than misfit (e.g., Aaker and Keller 1990; Park et al. 1991; Simonin 
and Ruth 1998) whereas “brand identity fit” is rarely examined in this context. We argue that brand identity is an important dimension to 
gauge the fit between brand partners other than brand concept (Park et al. 1991; Simonin and Ruth 1998). Brand identity is the cultural mean-
ing system co-created, shared and perceived by consumers whereas brand concept is brand meaning engineered and crafted by corporations. 
Therefore, our focal concern is how brand identity fit between brand partners affects the success of their alliance and how identification with 
a focal brand moderates the effect of brand identity fit on attitude toward brand alliance. Specifically, we address 1) how the fit or misfit 
of the brand identities of two partners affect consumers’ attitude towards the brand alliance and 2) how loyal consumers of the focal brand 
reconcile with the misfit with co-brand, if there is any. This research addresses these issues in a co-branding context where two parent brands 
are aligned to create a single product or service. 

To address these research questions, we tested how identification with a focal brand moderates the impact of brand identity fit on the 
attitude toward brand alliance and found that consumers with high identification with a focal brand tend to tolerate brand identity misfit in a 
brand alliance (Study 1). We employed qualitative depth interviews and identified two coping strategies loyal consumers of original brand 
employ to reconcile with the misfit between the original brand and the co-brand (Study 2). Lastly, we examined the effect of different coping 
strategies on loyal consumers’ attitude towards the brand alliance (Study 3). 

Study 1. Study 1 was designed to test how identification with a focal brand moderates the relationship between brand identity fit and 
attitude towards the brand alliance and loyalty of the target brand. We first conducted a pretest to identify brand alliance pairs which have 
either a high or low identity fit. In a pretest of 30 participants, Apple had the highest rating on the dimension of anti-status quo and rebellious 
(M=4.00) among all selected brands. Among the brand partners, Intel had significantly lower rating on this dimension (M=2.73, p<.05) and 
Nintendo had similar rating compared to Apple (M=3.98, p>.05). In addition, the perceived fit between Apple and Intel is lower than between 
Apple and Nintendo (4 vs. 4.78, p<.05). Therefore, we selected Apple and Intel alliance as the brand alliance with low brand identity fit and 
Apple and Nintendo as high brand identity fit. 


