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Across three experiments, we demonstrate that both timing of purchase and proximity of climate change combine to influence

consumers’ willingness to purchase green products. We show that the combined influence is contingent on the order in which

consumers consider the purchase and learn about proximity of climate change.
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ExTEndEd AbsTrACT
Despite concerns about the adverse consequences of climate 

change, sustainable consumption practices have not increased corre-
spondingly (Bonini, Hintz, and Mendonca 2008). To understand the 
factors that influence green product purchase and other sustainable 
consumption practices, we consider three temporal factors, timing 
of green product purchase, temporal proximity of climate change 
and temporal order of information presentation. We draw upon con-
strual level theory (Trope and Liberman 2003, 2010), environmental 
psychology (Gifford 2011) and information integration theory (An-
derson 1981; Fishbein and Hunter 1964). Three experiments show 
consumers’ willingness to purchase green products depends on (a) 
whether they contemplate making the purchase immediately or in 
the future, (b) the urgency of doing so, and (c) the order in which the 
purchase consideration and the urgency are called to their attention. 

Experiment 1 investigated the effect of the time that consumers 
consider purchasing green products under conditions in which the 
possibility of climate change is not called to their attention. Draw-
ing upon construal level theory (Trope and Liberman 2003), we pre-
dicted that consumers’ intentions to purchase green products would 
be greater in the distant future than in the near future. Sixty-four par-
ticipants were randomly assigned to two conditions that differed in 
terms of timing of purchase (one week later vs. one year later). Spe-
cifically, half of the participants were asked to imagine buying green 
products “a week from now,” whereas the other half were asked to 
imagine buying them “a year from now.” Then, in each case, they re-
ported their intentions and attitudes toward green product purchase. 
As predicted, participants reported greater intentions to purchase 
green products in the distant future than in the near future. Although 
participants’ attitudes toward purchasing the products also differed, 
the difference was much less pronounced. 

If consumers perceive climate change to not be imminent, they 
will be more willing to purchase green products in the future than to 
do so immediately. If they perceive climate change to be imminent, 
however, they will be willing to purchase green products immediate-
ly as well because making the immediacy of climate change salient 
to consumers at the time they contemplate a purchase decision may 
motivate them to purchase green products immediately. However, 
this may be the case only when information of proximity of climate 
change is already called to attention before considering purchase 
(climate-change-before order). When the threat of climate change is 
called to attention later, they may simply adjust the intentions to take 
this threat into account rather than completely ignoring the threat of 
climate change, generating piecemeal information integration.  

Experiment 2 examined these contingencies by employing a 2 
(information presentation order: climate-change-before vs. climate-
change-after) × 2 (timing of green product purchase: near future, 
distant future) × 2 (proximity of climate change: immediate, future) 
between-subjects design. One hundred seventy-six participants were 
asked to consider the purchase of green products either “a week from 
now” or “a year from now.” Before considering the purchase of green 
products, however, participants in climate-change-before conditions 
read a news article in which climate change was described as either 
an immediate threat or a future one. In climate-change-after con-

ditions, however, they did not read the article until after they had 
considered the purchase. All participants then reported their inten-
tions and attitudes along the scales employed in experiment 1. Par-
ticipants were generally more inclined to purchase green products in 
the distant future than in the near future. Three-way interaction of 
these variables was marginally significant. Supplementary analyses 
were performed under each order condition separately. When climate 
change was not an immediate threat, participants reported greater in-
tentions to purchase green products in the future than in the near 
future. When climate change was imminent, however, this difference 
was not apparent. When participants were not informed of proxim-
ity of climate change until after they had considered the purchase 
(climate-change-after order), they were more willing to make a pur-
chase in the distant future than in the near future, and this was true 
regardless of whether climate change was imminent or not. Proxim-
ity of climate change had a marginally significant main effect, with 
participants more willing to make the purchase when climate change 
is immediate than when it is not. In contrast, attitudes toward pur-
chasing green products did not depend on either the time of purchase 
or the immediacy of climate change, regardless of presentation order.       

Experiment 3 (N = 275) replicated these contingencies provid-
ing further insight into the processes that underlie them, employing 
a 3 (information presentation conditions: climate-change-before vs. 
climate-change-after vs. climate-change-after with integration) x 2 
(time of purchase: near future, distant future) × 2 (proximity of cli-
mate change: immediate, future) between-subjects factorial design. 
The procedure employed in this experiment was identical to that em-
ployed in experiment 2 with the addition of the integration condition. 
In this condition, participants were first asked to consider purchasing 
green products either a week from now or a year from now and then 
reminded of proximity of climate change, as in climate-change-after 
conditions. Before doing so, however, they were given instructions 
that were designed to lead them to postpone making a definite pur-
chase decision until after learning about the climate change informa-
tion. The effects of experimental variables on purchase intentions 
in climate-change-before and climate-change-after conditions repli-
cated the results of experiment 2. Of particular interest, however, are 
the effects obtained when participants were asked to consider a pur-
chase at the outset but were encouraged to integrate the information 
of proximity of climate change they received afterwards (climate-
change-after with integration). The effects in this condition were 
virtually identical to the effects obtained in climate-change-before 
conditions, revealing that information integration was the key to the 
order effect.  

In summary, to our knowledge, this article is the first to show 
how and why both a cause temporality (i.e., proximity of climate 
change) and a behavior temporality (i.e., timing of purchase) com-
bine to influence purchase intentions. Our findings provide important 
theoretical and practical insights about the framing and sequencing 
of climate change information in order to maximize consumers’ en-
gagement in sustainable consumption behavior.



824 / Effects of Timing of Purchase and Perceived Proximity of Climate Change on Green Product Purchase 

rEFErECEs
Anderson, Norman H. (1981), Foundations of Information 

Integration Theory, New York: Academic Press, Inc. 
Bonini, Sheila M. J., Greg Hintz, and Lenny T. Mendonca (2008), 

“Addressing Consumer Concerns About Climate Change,” 
The McKinsey Quarterly, https://www.mckinseyquarterly.com/
Addressing_consumer_concerns_about_climate_change_2115.

Fishbein, Martin and Ronda Hunter (1964), “Summation versus 
Balance in Attitude Organization and Change,” Journal of 
Abnormal and Social Psychology, 69 (5), 505–10.

Gifford, Robert (2011), “The Dragons of Inaction: Psychological 
Barriers That Limit Climate Change Mitigation and 
Adaptation,” American Psychologist, 66 (May–June), 
290–302. 

Trope, Yaacov and Nira Liberman (2003), “Temporal Construal,” 
Psychological Review, 110 (3), 403–21.

_______ (2010), “Construal-Level Theory of Psychological 
Distance,” Psychological Review, 117 (2), 440–63.


